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D'Arcy Resigns 
White Account 
in S-P Conflict 


CLEVELAND, Sept. 12—D’Arcy Ad- 
vertising Co. today resigned the 
White Motor Co. account because 
of “a conflict with certain truck 
models of Studebaker-Packard.” 
The resignation is effective Jan. 1. 

On Aug. 20 Robert M. Ganger, 
board chairman of D’Arcy, told 
ADVERTISING AGE that the agency 
would not have to resign the White 
business to take the Studebaker- 
Packard Corp. account (AA, Aug. 
25). 

Mr. Ganger said then that while 
both companies were truck makers, 
the lines were non-competitive. 

J. N. Bauman, president of 
White, told AA today that the 
company lras made no move yet to 
replace D’Arcy. He said that the 
company has received a number of 
letters from interested agencies. 


s Advertising circles here believe 
two Cleveland agencies—Griswold- 
Eshleman Co. and Meldrum & 
Fewsmith—will be likely candi- 
dates. 

White bills around $160,000, ex- 
clusively in trade media. Stude- 
baker-Packard expends about $7,- 
000,000 through D’Arcy. 

The conflict between the two 
clients involves a small number of 
models. It was said to be confined 
to 450 units a year. + 


Lorillard Dumps 


‘$64,000 Challenge’ 
in Quiz ‘Scandal’ 


New York, Sept. 12—The “$64,- 
000 Challenge,” the sequel to the 
precedent setting “$64,000 Ques- 
tion,” this week became the second 
prize dispensing giveaway to be 
unceremoniously dumped by its 
sponsor as a result of unpleasant 
publicity. 

P. Lorillard Co. (Lennen & New- 
ell), which has shared the show 
on CBS-TV with Revlon and had 
planned to move it to NBC-TV 
Sept. 18, called the shots on this 
one. The order: Cancel immediate- 
ly. As a replacement for the pro- 
gram, which was to have been seen 
on CBS Sunday (Sept. 14), the 
network scheduled a news special. 

As a replacement for what was 
to have been the start of the give- 
away on NBC next Thursday 
(Sept. 18), that network also 
scheduled a news special. Lorillard 
will keep the NBC time spot; fran- 
tic shopping is now going on for 
something to fill the time period. 


s “Challenge” was brought into 
the quiz “scandal” spotlight last 
week by an ex-contestant who said 
a pre-program briefing had given 
him the answer to a crucial ques- 
tion that later turned up on the 
show. The charge was made by a 
Tennessee minister. 


Undoubtedly this situation was 
|doubly painful to Lorillard, since 
jit also co-sponsors the big brother 


(Continued on Page 105) 


Cuiting Ads in Slump 


‘Our Friends’ Face ‘Appalling Odds’... 


Nahm Sees 


: Hooven President Calls 
= ‘Pestal Deficit’ Phrase 
‘| ‘Deliberate Misstatement’ 


For other news and pictures of 
~|the direct mail meetings, see Pages 
3, 58 and 72. 

Str. Louts, Sept. 10—A scathing 
attack on “politics” and “ineffi- 
ciency” in the Post Office Depart- 
ment, and a warning that further 


FISH STORY—Chrysler Corp. will 
launch a pre-announcement cam- 
paign for its 1959 models on Sept. 
16 with this ad in newspapers and 
magazines (see story on Page 2). 


Mission Beverage 


Line Reverts to 
Dowd, Redfield 


New HAvEn, Sept. 11—The Mis- 
sion soft drink account will return 
to Dowd, Redfield & Johnstone, 
New York, on Oct. 1. 

Mission, a division of Cott Bev- 
erage Corp., moved to Riedl & 
Freede, Clifton, N.J., May 1. 

Dowd, Redfield—which handles 
the Cott soft drink line—is being 
reappointed because Riedl & Freede 
and the company found it was 
not practical for the account to be 
split, John Cott, president of the 


attempts at postal rate hikes are 
imminent, was circulated at the 
Direct Mail Advertising Assn. 
meeting here in the form of a 
six-page mimeographed “memo- 
randum.” 

Horace H. Nahm, president of 
Hooven Letters Inc., New York, 
author of the memorandum, also 
distributed copies to other direct 
mail groups. 

“I believe we are all facing a 


Continuing 


-=-\Battle on Postal Rates 


He urged that direct mail users 
do battle to combat the program, 
terming the education of the 
general public on the matter “the 
heart of the problem.” He sug- 
gested the various associations 
concerned should implement plans 
of action, with a fact book of 
information as the foundation for 
the plans. 

Mr. Nahm pointed out that in 
signing the postal bill the Presi- 
dent voiced objections to several 
features, including the pay raise 
structure and the classification of 
certain Post Office activities as 
“public services” not financed 
from postal revenues. 


|# Mr. Nahm said the President’s 
comments “make it clear that the 
jadministration’s objective is still 
|the further increasing of postal 
lrates in the first class and third 


serious crisis,” he wrote. “I disa- | jas. areas, and possibly in the 


gree completely with the people | 
who believe that the signing of) 
the postal bill represents some)! 
kind of an end of our active phase 
of our fight for a fair postal rate | 
structure, and the beginning of an 
indefinite period of inactivity on 
this front. 


e “I believe . . . our opponents 
will be working vigorously behind 
the scenes to attempt once again 
in the next Congress to put across 
their program in its entirety.” 


second class area,” 

He added that the postal policy 
section is “repulsive”? to the Post 
Office Department, and “every 
effort will be made to decrease 
rather than increase the policy 
cost allocation. Although the 
general public does not understand 
its significance, the policy section 
jis of course our most important 
victory,” he said. 

Mr. Nahm described the funda- 

(Continued on Page 104) 


R.0.P. Color Increases Ad Readership 


Hurts Recovery:Buchen 


|after the 1949 and 1954 recessions 


company, told ADVERTISING AGE to- 
day. 
Mr. Cott said there was no dis- 


Value of Ads as Upturn 
Nears Shown in Agency’s 
Study of Industrial Field 


Cuicaco, Sept. 12—Basic indus- 
trial companies which don’t reduce 
their advertising in a recession 
year or the year following are the 
ones which bounce back best—in 
sales and profits—with the ensuing 
economic rise. 

This is the conclusion of a study 
of advertising before, during and 


Bon Ami Switch to 
Cole, Fischer Shop 
Distressing to W&4G 


New York, Sept. 12—A client 
who has two agencies under 
contract for the same account 
may also find it has a lawsuit on 
its hands. 

Bon Ami this week appointed 
Cole, Fischer & Rogow as its sixth 
agency in less than four years, 
disregarding the fact that it has 
a contract through May, 1959, 
with Weiss & Geller. 

The company apparently ex- 
pected W&G to accept the news 
as just one of those things, but 
the agency instead began looking 
into the possibility of “protecting 
its rights.’ Whether the agency 
actually will try to hold the com- 


(Continued on Page 101) 


released today by the Buchen Co., 
Chicago. The survey covered 121 
industrial companies which re- 
ported their sales and advertising 
figures in index numbers based on 
1947 and 1952. 

One phase of the study repre- 
sented separate coverage of a sin- 
gle industry; it was Standard In- 
dustrial Classification No. 35 
(Machinery, except electrical). 

The results here bore out the 
findings in the broader survey; 
companies which did not cut ad- 
vertising in 1949 and/or 1950 
showed sales approximately 40 
points ahead of those which cut 
their ads in one or both of those 
years. Companies which did not 
reduce advertising in 1954 and/or 
1955 had, by °56, sales 10 index 
points above those which did. 


= “In this year of 1958 there are 
many signs which point to the 
emergence of our economy from 
another period of recession,” the 
Buchen report says. 

“What can aggressive companies 
learn from the survey that will 
apply to the here and now? The 
answer is clearly shown in the 
[accompanying charts]. They show 
that the detrimental effects of 
cutting advertising are even more 
apparent in periods immediately 
following recessions than in the 


depths. 
“The moral, for forward-looking 
(Continued on Page 104) 


satisfaction with the New Jersey 
agency. He explained that most of 
the company’s advertising budget 
goes behind the Cott lines and it 
didn’t take long to discover that 


80%, ‘Houston Chronicle’ Study Finds 


Most Readers Even 
Recalled Month-Old 


an agency could not profitably Pre-Survey House Ad 
handle the Mission end unless it | 
was also drawing the larger bill-| Houston, Sept. 12—Run of press 
ings on Cott. | newspaper color adds enough zing 
Cott and Mission together prob- to an ad to make the inhabitants 
ably account for $1,000,000 in ad- | of Boot Hill sit up and take notice. 
vertising, with 75% going to back) Or almost, according to the | 
the Cott drinks. + |Houston Chronicle’s study of the} 


Last Minute News Flashes 
K&E Shutfles Execs as Miller Resigns 


NEw York, Sept. 12—Don Miller, senior vp at Kenyon & Eckhardt in 
charge of account management and top man on Lincoln-Mercury, will 
resign from K&E because of a “basic disagreement on agency operating 
policies.” Mr. Miller and Anderson F. Hewitt, senior vp, shared account 
management responsibilities at the agency. K&E has reinstated the title | 
of exec vp (last used by Dwight Mills prior to his election to the presi- | 
dency in 1949) and has promoted David C. Stewart to that post. Mr. | 
Stewart, formerly senior vp in charge of corporate services, will contin- | 
ue as agency treasurer. K&E also has appointed G. T. C. Fry vp in 
charge of its Detroit office and account supervisor on Mercury. Mr. Fry 
was formerly RCA account supervisor in New York. David Gillespie 


Jr., formerly Detroit manager, will continue in that office as senior | 


account executive on Mercury and will assist Mr. Fry. 


Colson Leaves Mennen to Join Warwick & Legler 


New York, Sept. 12—Leonard V. Colson has resigned as advertising | 


director of Mennen Co. to join Warwick & Legler on Sept. 22 as an 
executive marketing vp and member of the plans board. Warwick & 
Legler recently was named to handle $3,200,000 in Mennen billings 
(Skin Bracer, cologne for men, deodorants and a new product). 


(Additional News Flashes on Page 105) 


| influence of r.o.p. color on reader- 
\ship which it conducted last May 
(AA, March 24). 

Color increased readership over 
b&w ads 80% and retention in- 
creased 94%, according to a forth- 
coming report on the study, “Color 
in Action.” 


s Similar in scope and intent to 
the Milwaukee Journal’s “Col- 
or.o.p.tics” published a year ago 
(AA, June 24, ’57), the survey was 
made for the Chronicle by Publi- 
cation Research Service, Chicago, 
which also did the Milwaukee 
Journal survey. 

The format of the survey was 
similar to that used in the Journal 
study. The sample consisted of 
3,600 personal interviews conduct- 
ed during three days following the 
split run of ads in b&w and color. 
The ads of 24 advertisers plus a 
Houston Chronicle ad were part 
of the survey. 


s The study revealed the follow- 
ing highlights about the influence 
of color on readership of newspa- 
per advertising: 


e For retail ads, color produced 
an increase of 65% in readership; 
77% in retention. Product ads 
showed a readership increase of 
71%; a retention increase of 92%. 


(Continued on Page 104) 
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‘Almost Any Direction’... 


Now It's Pillsbury Co.; 
Diversification Ahead 


‘Mills’ Dropped; 25 New | negotiate for distribution by Pills- | 


| bury. 
Wares to Bow as Label’s| One new product introduced al- 


‘Latent Power’ Is Tapped 


MINNEAPOLIs, Sept. 9—Pillsbury 
Mills Inc., the near-century-old 
Minneapolis flour miller that 
dates to the early days of upper 
Midwest farming, has a new 
name. 

It’s Pillsbury Co. 

By drepping the “Mills” from its 
name, Pillsbury has officially 
noted its expansion into non-mill- 
ing fields in recent years and has 
served notice of its plans for 
further expansion and diversifica- 
tion. 

As recently as 1940 about 90% 
of Pillsbury’s business involved 
flour. Today only about 50% does, 
even though Pillsbury is making 
more flour than ever before. 

And today, despite a postwar 
expansion program that put the 
company heavily into such fields 
as baking mixes, _ refrigerated 
products and farm feeds, Pillsbury 
appears to be mere expansion- 
minded than ever before. 


= “In this day and age, one should 
be looking for every opportunity 
to grow and expand,” said Paul 
Gerot, president. “The name Pills- 
bury Co. says the company can 
move in almost any direction,” he 
added. 

What is Pillsbury likely to add 
to its production or marketing 
operations? 

It’s too early to say, product by 
product, says the company. But 
Pillsbury will be eager to look at 
any product that (1) can be dis- 
tributed through its existing mar- 
keting channels and (2) lives up 
to the company’s standards of 
quality. 

Nor has the company made 
public any policy that would indi- 
eate whether Pillsbury will move 
in the direction of marketing-only 
operations for any products it 
might add, or whether it will stick 
to its present organization as both 
producer and marketer. 

On this score cempany execu- 
tives seem to feel that Pillsbury 
would, at least eventually, want 
to gain controlling interest in any 
company whose products it might 
market. 


= Today Pillsbury has a total of 
221 products, a gain of 125 from 
the 1948 total. 25 more will be 
introduced within the next 12 
months. 

A special Pillsbury department 
has already been established to 
examine products which seem to 
meet the company’s expansion 
requirements, assess them for 
possible Pillsbury marketing and 


COAST TO COAST CAMPAIGN—Outdoor advertising will spearhead the 

fall campaign for Vick’s new cough drops. The company will also 

use Dick Clark’s “American Bandstand” (ABC-TV) and selected 

newspapers. Ads will push the theme, “Cough drops never tasted so 

good.” Heavy merchandising of the advertising is planned. Morse In- 
ternational Inc., New York, is the agency. 


|ready this year for marketing to 
|hotels and restaurants is a dehy- | 
drated potato mix. It isn’t sold yet} 
through consumer channels, but | 
|the company “is certainly taking | 
|a serious look at this possibility,” | 
said Mr. Gerot. 

Pillsbury hasn’t always scored 
the new-product success that the 
potato flakes seem to be bringing. 
It chalked up a failure in 1957 
when it gave up attempts to mar- 
ket a liquid soft drink mix called 
Presto in Florida. 


s As Pillsbury pushes into new 
areas, said Mr. Gerot, there will be 
some products so far removed 
from food that the Pillsbury name 
won't even be used. 

“The Pillsbury name shouldn’t 
mean everything to everybody,” 
he said. “It should, for example, 
stand fer baking mixes and cereal 
grain products. 

“If Pillsbury, for example, were 
to enter the appliance business 
it shouldn’t be under the Pillsbury 
name,” he explained. “Pillsbury 
wouldn’t do it for about the same 


(Continued on Page 32) 


New Service Checks 
Ad Expenditures in 
Latin America Books 


New York, Sept. 10—Export ad- 
vertising expenditures are going to 
be measured regularly in a new 
bi-monthly report. 

The measuring service, long con- 
sidered one of the pressing needs 
of the international advertising 
field, has been undertaken by Ber- 
nard Rome, who recently formed 
his own company, Rome Research, 
to specialize in media research 
and analysis. 

Mr. Rome, who was formerly in 
the promotion department of Ziff- 
Davis Publishing Co., is beginning 
his service with coverage of the 
advertising placed in 24 magazines 
circulating in Latin America. 

The first issue of what he calls 
“The Rome Report of Export Ad- 
vertising Latin America” was out 
today. It reports on expenditures 
in July and August. The following 
were the top 10 advertisers for 
these two months: 

1. Ford Motor, $41,425 

2. Pan American World Air- 
ways, $40,160 

3. International General Elec- 
tric, $35,740 

4. General Motors, $31,610 

5. Firestone, $26,568 

6. Standard Brands, $26,075 

7. Douglas Aircraft, $25,779 


(Continued on Page 36) 
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NUTS—A color spread in the Oct. 

bowl premium offer by Diamond Walnut Growers Inc., the first such 

offer the company has ever made. Point of sale pieces to be fur- 

nished to grocers throughout the country will help promote the 
offer, slated to run from mid-October to Nov. 24. 


Advertising Age, September 15, 1958 


Provincial Nut -Bowl 
Yours for only *2 


plus this > from a bag 


of Diamond Walnuts 


13 Life will announce a wooden 


‘$4 Billion-Plus by ‘68’... 


Premiums-2nd Biggest Medium-Are 
‘Sleeping Giant,’ Bolte Tells PAAA 


Sullivan, Stauffer Head 
Urges More Pre-Testing 
to Cut Ineffective Use 
New York, Sept. 10—“‘The 


premium industry is more impor- 
tant as a marketing tool, in terms 


of money invested, than any other | 
advertising medium except news- | 


papers,” Brown Bolte, president 


of Sullivan, Stauffer, Colwell &| 


Bayles, told the Premium Adver- 
tising Assn. of America here 
yesterday. 

“In 1957,” Mr. Bolte said, 
“economists reported total adver- 
tising expenditures in the U.S. of 
approximately $10 billion. Major 
advertising media expenditures 
break down roughly as follows: 
Newspapers $3.2 billion; television 
$1.2 billion; magazines $814,000,- 
000; radio $622,000,000. 

“For the same period the prem- 
ium industry reports a_ total 
volume of over $2 billion, most of 
which was spent for consumer 
premiums. Thus we can see that 
the premium industry is more 
important as a marketing tool, in 
terms of money invested, than 
any other medium except news- 
papers. It is more than three 
times the size of radio, and as 


C&W, 7 Others 
Invited to Solicit 
Qantas Account 


SAN FRANCISCO, Sept. 9—Austral- 
ia’s Qantas Empire Airways is 
“re-evaluating” its North Ameri- 
can advertising efforts and has 
asked eight San Francisco agencies 
to make presentations to Leslie 
Power, North American sales man- 
ager, for ultimate decision in Syd- 
ney. 

The account has been handled 
since 1954 by Cunningham & Walsh 
Inc. and its predecessor agency, 
Brisacher, Wheeler & Staff, which 
achieved national recognition for 
the “Win a kangaroo” contest de- 
veloped by Howard Gossage (now 
a partner in Wiener & Gossage 
Inc.). 

The eight agencies under con- 
sideration include C&W; Wiener & 
Gossage; Johnson & Lewis; Len- 
nen & Newell; Beaumont & Hoh- 
man; Campbell-Ewald; Young & 
Rubicam and Allen de St. Maurice 
& Spitz. 

The account reportedly bills ap- 
proximately $500,000 a year. # 


large as television and magazines 
| combined. 
“What of the future? 


s “The best estimate of people of 
sagacity in advertising,” Mr. Bolte 
|said, “is that expenditures for 
|advertising will double in the next 
|ten years [to] $20 billion by 1968. 
\If the premium industry main- 
|tains its current pro rata position, 
and I believe that with proper 
planning and organization it will, 
you can look forward to a $4 
billion-plus premium industry by 
1968.” 

But Mr. Bolte warned that the 
premium industry “is a sleeping 

(Continued on Page 107) 


Chrysler Corp.'s 
‘Pre-Announcement’ 
Push Opens Sept. 16 


Detroit, Sept. 10—Chrysler 
Corp. will launch a four-week 
“pre-announcement” campaign for 
its 1959 models on Sept. 16. The 
media list includes newspapers, 
magazines, network and local ra- 
dio spots and network tv. 

Large-space ads will run in 
newspapers in some 100 major 
markets. Magazines include Ebony, 
Holiday, Life, Newsweek, National 
Geographic, Sports Illustrated, 
The New Yorker, The Saturday 
Evening Post, Time and U.S. News 
& World Report. 


s An intensive schedule of radio 
spots will begin Sept. 28. 30 spots 
per week will run on “Impact” on 
CBS, and on the “Monitor” and 
“Nightline” shows on NBC. In 


(Continued on Page 107) 


LOUIS E. DEAN has joined D. P. 
Brother & Co., Detroit, as a vp. 
Mr. Dean, most recently with Kud- 
ner Agency in charge of the Gen- 
eral Motors’ institutional account, 
previously was with Brother in the 
1930s as a member of the radio 
department. 


Diamond Walnut to : 
Use Premium Offer 
for Fall Promotion 


SAN FRANCISCO, Sept. 10—For the 
first time in its 46-year history, 
Diamond Walnut Growers Inc., 
producer of the country’s only na- 
tionally advertised walnuts, is of- 
fering a premium—a wooden bowl 
for use, perhaps, as a walnut bowl. 

The bowls are made of hard 
rock maple and retail for $5. Con- 
sumers will get them for $2.50 
plus a red or blue diamond design 
from a one or two-pound bag of 
Diamond walnuts. 

The offer, to expire Nov. 24, 
1958, is being timed “to help gro- 
cers sell extra Diamond walnuts 
in October, well ahead of the nor- 
mal peak season in November and 
December,” according to Dennis 
C. Bruner, Diamond’s ad manager. 

Announcement of the offer will 
appear in a color spread with a 
mailing coupon in the Oct. 13 Life. 
McCann-Erickson Inc., San Fran- 
cisco, is the agency. + 


Plymouth Widens 
Welk Stereocast 
Into 80 Markets 


CuicaGo, Sept. 9—Chrysler 
Corp.’s Plymouth division is serious 
about stereophonic transmission of 
its Lawrence Welk Show (ABC- 
TV) on Wednesday nights (AA, 
Sept. 8). 

Following debut of its tv-radio 
stereophonic presentation tomor- 
row night in New York, Chicago, 
Detroit, San Francisco and Los An- 
geles, the motor company will ex- 
tend the stereo treatment to more 
than 80 cities by Oct. 1, Jack W. 
Minor, assistant general manager 
in charge of sales for Plymouth, 
told ADVERTISING AGE. 

Arrangements to coordinate 
broadcasts on tv’s fm with regular 
am radio has been difficult, he 
said, because of differences in 
transmission time between the two. 
In all cases of tie-ups between tv 
and radio stations, he said, special 
arrangements have had to be 
worked out with the American Tel- 
ephone & Telegraph Co. to get the 
two sounds to come in simultan- 
eously and stereo. 


s Public announcement of the Ply- ~ 
mouth line is set for Oct. 16, “strike © 


or no strike,” Mr. Minor said. He 


declined to compare Plymouth’s 


59 car introduction ad costs with 
58, but said that the budget would 
go about 45% to 50% to newspa- 
pers, with tv, radio and outdoor 
following in that order. 

Mr. Minor was in Chicago today 
for a special dealer presentation of 
Plymouth’s 1959 line. Like Olds- 
mobile, Plymouth has taken to the 
Broadway musical production idea 
for unveiling the new line to its 
dealers and is touring the country 
with an hour-and-a-half long road 
show of singers and dancers. The 
show, “Everybody’s Viewing It,” 
debuted in Pittsburgh a few days 
ago. + 


Hansen-Choate Dissolves; 
New Agencies Formed 
Hansen-Choate Advertising 
Agency, San Mateo, Cal., has been 
dissolved and the two partners will 
operate separate agencies. John 
Hansen, an art specialist, will 
move to 116-23rd Ave., San Ma- 
teo, where he will continue to han- 
dle Pacific Molasses Co., San Fran- 
cisco. Stuart K. Choate will move 
to 117 S. B St., also San Mateo, 


and will continue to serve Sequoia _ 


Vacuum Systems, San Carlos, In- 
ternational Teletronics, San Ma- 
teo, and Coast Engineer & Supply 
Co., Soquel. 
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T for One... 
Dailies (Except 
One) Bar Tilford 
T-Shaped Ad 


Tilford’s Mohr Said to 
Be ‘Madder’n Hell’ at 
Newspaper ‘Inflexibility’ 


New York, Sept. 9—If some- 
one proposed a T-shaped news- 
paper ad—three columns wide for 
the bar of the “T,” one column 
wide for the stem, measuring 129 
lines in al!—what would be your 
verdict? 

In the case of such an ad for 
Tintex fabric dye, two advertising 
agencies and 26 newspapers have 
voted “no.” Only the client and 
one newspaper have said “yes.” 

The controversial ad is the 
brain child of Jack Mohr, Park & 
Tilford vp, and Fred Q. Swack- 
hamer, director of advertising, 
who envisioned the ad as a black 
“T” with the text in white. They 
said they didn’t care what ap- 


NOW 5s 245110 BE@OLOR CREATIVE! 


peared under the bar of the “T”; 
that was strictly up to the various 
newspapers. 

The plan, with a _ proposed 
$250,000 budget, was presented 
first to the Tintex agency, Emil 
Mogul Co., then to Grant Adver- 
tising, which handles Tilford toi- 
letries. The reaction of both agen- 
cies was identical: Both turned 
thumbs down on the ad, predicting 
that the newspapers would not 
run it. 


a The client persisted, however, | 
and insertion orders were sent out | 
to 27 newspapers. All but one—| 
the Syracuse Herald-Journal— 
balked when presented with the 
(Continued on Page 106) 


NBC Continues 


HoratiusRole © 


for Color TV 


CBS Cuts Programming 
Farther; ABC Still Is 
Awaiting Bigger Audience 


New York, Sept. 11—The Na- 
tional Broadcasting Co. is going to 
be more alone than ever this fall 
in its effort to get the public 
excited over network color pro- 
gramming. 

CBS, which used to be the chief 
color booster until its non-com- 
patible system lost out to compat- 
ible colorecasting, doesn’t plan to 
tint any of its regular shows. So 
far a few Lowell Thomas adven- 
tures and one spec are the only 
tint attractions booked for the new 
season. 

All along ABC has taken the | 
position that it will offer color | 
shows when there is a real audi- 

(Continued on Page 81) | 


WRIGHT CuP—Dick Smith (right), president of the Letter Shop and 
Smith Co., San Francisco, MASA awards chairman, presents the 
John Howie Wright Cup for the best self-advertising campaign to 
Francis S. Andrews, president, American Mail Advertising Inc., 
Boston, at the Mail Advertising Service Assn. convention in St. Louis. 


Miss Rheingold 
Wins at End in 
TV Horse Opera 


New York, Sept. 10—The vigi- 
lantes may have gone this-a or 
that-a-way, but tv movie watchers 
in Manhattan this past weekend 
weren’t allowed to find out what- 
a-way when WRCA-TV cut off the 
ending of the Joan Crawford 
western, “Johnny Guitar.” 

Perched on the edges of their 
sofas as a hangin’ posse pursued 
fair Joan, Saturday viewers had to 
switch their sights in mid-stream 
from vengeance-thirsty 10-gal-hat- 
ted hombres to winsome Rheingold 
girls when the station changed 
reels in mid-lynching party with 
the matter-of-fact explanation: 
“We have to stop the film now, but 
everything turns out all right in 
the end.” A five-minute Rheingold 
Beer commercial about the Miss 
Rheingold contest followed. 

What also followed was ihe 
WRCA switchboard lighting up 
like a blaze of skyrockets with 
irate viewers demanding to know 
wha’ happened. The station, plan- 
ning to soothe its outraged watch- 
ers with a later re-run of the film 
so they could find out who won— 
gun-totin’ Joan or the rope-happy 
gringos—hurriedly denied that the 
substitution of commercials for 
movie denouements was a new 
hard-sell policy. 


® The station said that, first of all, 
the film had not been properly 
edited. Secondly, a member of the 


(Continued on Page 37) 
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HIGHLIGHT—A 32-page ad section in 
The Saturday Evening Post of Sept. 
20 will highlight the consumer pro- 
motion phase of this year’s Food 
Store Spectacular Sept. 18-27. The 
Post is co-sponsoring the event 
with the National Assn. of Retail 
Grocers of the U. S. 


American Mail Wins 
John Howie Wright 


Cup for Second Time 


St. Louis, Sept. 9—American 
Mail Advertising Inc., Boston, yes- 
terday won the John Howie Wright 
Cup for the second time in four 
years at the 37th annual awards 
competition of the Mail Advertising 


MASA Meeting 


Service Assn. international meeting 
here. 

The award is presented yearly 
for the best creative advertising 
program for a direct mail concern. 
Second and third place winners in 
the cup competition were Curtin 
& Pease Inc., Toledo, and St. John 
Associates Inc., New York. 

Curtin & Pease won the D. Stuart 
Webb Memorial Plaque, which is 
conferred annually for the best 
mail advertising campaigns pre- 
pared by a MASA member for a 
client. 

The highest award in the direct 
mail field—the Miles Kimball 
Award—was presented last week 
to Nicholas S. Samstag, director of 
promotion of Time (AA, Sept. 8). 


® The Michael Press Inc., New 
York, swept three first place titles 
for the second straight year—in the 
small offset (10x14”), large offset 
(over 10x14”) and Vari-typing and 
IBM composition categories. 

Winners of the two Mimeo Art 
Exchange Cups were Aero Mail- 
Vertisers, Milwaukee, and Jo-Lee 
Mail Advertising Service, Pitts- 
burgh. Other first place winners 
were Fifth Avenue Letter Shop, 
New York (multigraphing); Frost 
Mimeograph Co., Portland, Me. 
(mimeographing); Hood’s Mailing 
Service, Auburn, Me. (letter- 
press), and Cleveland Letter Serv- 
ice (administrative forms). + 


Dvunnelley Appoints Two 
Jerome J. Devers Jr., formerly 
New York sales manager, national 
trademark division of Reuben H. 
Donnelley Corp., has joined Elec- 
tricity on the Farm, a Donnelley 
publication, as eastern sales rep- 
resentative. Thomas B. Mooney, 
previously national trademark su- 


|pervisor for Donnelley in Roch- 


ester, N.Y., has been named to 
succeed Mr. Devers in New York. 


‘Flow’ Changes Name 

The name of Flow has been 
changed to Material Handling En- 
gineering, effective with the Oc- 
tober issue. The new name “ex- 
presses the direction ‘material 
handling’ has taken in the last 
14 years. From a non-definitive, 
workaday function, it has evolved 
into a manufacturing science,” 
according to Industrial Publishing 
Corp., Cleveland publisher. 


Create Advertising Bureau, List 
Auditing Service, Chait Urges DMAA 


Entire Industry Faces 
Threat of Being Abolished 
by Legislation, He Says 


St. Louis, Sept. 10—Three pro- 
posals to help the direct mail in- 
dustry were made here today by 
Lawrence G. Chait, president of 
Lawrence G. Chait & Co., New 
York, keynote speaker at the Di- 


DMAA Meeting 


rect Mail Advertising Assn. con- 
vention. They were: 


e 1. Establishment of a_ direct 
mail advertising bureau as a pub- 
lic relations arm of the industry. 


e 2. Establishment of an audit bu- 
reau of mailing lists to ensure ac- 
curate and reliable mailing lists. 


e 3. A campaign to bring about 
establishment of a U. S. postal 


Better PR Can 
End ‘Junk Mail’ 
Stigma: Proud 


Heed Public’s Image 
of Admen, President of 
AFA Urges MASA 


Sr. Louris, Sept. 9—Admen who 
don’t care what the public thinks 
about their product have earned a 
“bad press” for advertising in gen- 
eral, C. James Proud, president of 
Advertising Federation of Ameri- 
ca, charged here last week. 

This apathy among some adver- 
tising people has led to offenses 
against good taste and offensive 


MASA Meeting 


invasions of the privacy of indi- 
viduals, alienating public good will 
as a result, Mr. Proud said, speak- 
ing before the Mail Advertising 


Service Assn. International’s 37th | 


annual convention here. 

“No wonder ‘Madison Ave.’ has 
become an epithet, and the ad- 
vertising industry has become syn- 
onymous with the four-martini 
luncheons and unlimited expense 
accounts,” Mr. Proud said. 


s “Junk mail” is another distaste- 
ful epithet coined because some 


admen didn’t know how to put) 


(Continued on Page 103) 


Filbert Shifts to 
Y&R from SSC&B 


BALTIMORE, Sept. 9—J. H. Fil- 
bert Inc., with Sullivan, Stauffer, 
Colwell & Bayles for the last 11 
years, has named Young & Rubi- 
cam to handle its advertising. Fil- 
bert markets Mrs. Filbert’s mar- 
garine and mayonnaise. 

It was believed the agency knew 
a switch was coming for the past 
several months, since SSC&B did 
not see eye to eye with Walter 
Scott, recently named marketing 
director of the client. 

Filbert billed about $180,000 
when it first came to Sullivan, 
Stauffer—a figure which was in- 
creased to about $800,000 this year. 


academy to train career postal em- 
ployes. 


@ Mr. Chait warned that “the most 
serious problem facing the direct 
mail industry today is the fact that 
the entire industry could easily be 
legislated out of existence. This 
could be done,” he said, “either 
through an attempt directly to ban 
third class mail, as was attempted 
in a recent session of Congress, 
or by raising the rates so high that 
the majority of mailers would be 
forced out of business and the in- 
dustry would cease to exist as we 
know it.” 

In urging the establishment of a 
direct mail advertising bureau, Mr. 
Chait suggested the bureau be sup- 
ported by all organizations con- 
cerned with direct mail. He said 
he believed a minimum budget of 
$100,000 would be required. 

Mr. Chait recalled a speech he 
made in 1952 describing mailing 
lists as the “Achilles heel” of the 
industry. 

He then urged establishment of 
an audit bureau of mailing lists, 
similar to the Audit Bureau of Cir- 
culations, whose establishment, he 
said, ended a “chaotic condition” 
in the publishing field. 


s Renewing his plea for such a 
bureau today, he warned that 
“lasting ill will and destruction of 
direct mail’s inherent values are 
caused by poor mailing lists and 
poor mailing list practices. Thus, 
any proposal for mailing list im- 
provement must be accompanied 
by policing action and adequate 
penalties which can be enforced 
against malpractice.” 

In presenting his proposal for a 
postal academy, Mr. Chait pointed 
to a survey on third class deliver- 
ies, made last winter by the Cur- 

(Continued on Page 76) 


Bihler Hits 
RAB’s ‘Absurd’ 
Media Approach 


Radio Promotion Group 
Used Mail Wisely, but in 
Unwise Effort, He Says 


St. Lours, Sept. 9—Despite in- 
creased postal rates, direct mail 
can do certain jobs that no other 
medium can do as well, according 
to T. V. Bihler, business manager 
of the Journal of Commerce, New 
York, and chairman of the Direct 
Mail Advertising Assn., which 
met here this week. 

“To state, or even to imply, 
that any one type of medium is 
superior to any or all others for 
every purpose is .. . the sheerest 
nonsense,” he told the Advertis- 
ing Club of St. Louis today. “In 
fact, I think no one realizes the 
absurdity of this approach any 
more clearly than do the gentle- 
men of the Radio Advertising Bur- 
eau who so recently used it.” 

He chided the RAB for taking 
advantage of the postal rate hike 
to tell advertisers and agencies 
that the air waves represent “a 
better way” than the post office 
to approach customers and pros- 
pects. 


= “Faced with the problem of 
reaching a relatively small, pin- 
pointed group with their pitch,” 
Mr. Bihler related, “[RAB] picked 
out the one correct medium for 
their purpose. To tell advertising 


A new product which Filbert has | men that radio is a superior me- 
in the works could make it a $1,- dium to direct mail, they used— 


500,000 account for Y&R. + 


(Continued on Page 106) 
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er the division only two years 
ago) and this is the first Mc- 


Buick to Launch 
Record Push for 
New Models Sept. 1 


FuLiInt, Micu., Sept. 11—Buick 
aims to get there first with the 
mostest in “the biggest announce- | 
ment campaign Buick has ever} 
used,” starting Sept. 19, earliest 
announcement date of the major 
auto manufacturers. 

The crucial period for molding 
public opinion of a new model is 
during the “first 90 days after its) 
introduction”—that’s a “proven 
theory,” according to Edward T. 


Ragsdale, Buick general manager : 7 ‘ : 
and General Motors vp. Buick, | cular in mid-October. Buick will 


therefore, has boosted its an- | Spenser eight Hope spectaculars in 
nouncement budget by about 20% | all during the year. 

for a “mass media” campaign in| e Magazines—‘“The largest single 
tv, newspapers, magazines, radio| Buick advertisement ever run”— 
and outdoor posters. 


division since that agency resign- 
4g ed Chrysler in favor of Buick in 
February. 


this: 


e Television—On B-day, Sept. 19, 
the company will sponsor not one 
Buick show, 


“Roberta” (NBC- 


with Joseph Cotten (ABC-TV). 
Fargo” (NBC-TV) on Sept. 22, fol- 
lowed by a second Hope tv spec- 


22 Life and Sept. 27 The Satur- 
s The ad world will eye the cam- day Evening Post. Spreads will 
paign with particular curiosity run between Sept. 18 to Oct. 3 in 
since the '58 Buick is the first, Look, Newsweek, Sports Illustrat- 
“all-Ragsdale” Buick (he took ov-| ed, Time and U. S. News & World 


|@ The all-out push boils down to 


|but two tv shows: The Bob Hope 
TV) plus “Buick Action Theater,” 


Other tv activity will be “Wells 


‘five color pages—will run in Sept. | 


Report. In mid-October, the com- 
|}pany will advertise to the farm 


Cann-Erickson campaign for the | market in Farm Journal and Pro- 


| gressive Farmer. 


e Newspapers—A total of 4,000) 
(same number as last) 


| papers 
year) will cover “every Buick 
|dealer point in the U. S.” No 
|newspaper has been dropped from 
|the list, but the money has been 
|shifted around to put greater em- 
|phasis on the bigger dailies. A 
page and three-quarters ad will 
run in the top 25 markets on an- 
nouncement day. 


e Outdoor—Here too, Buick is go- 
ing full-steam ahead. During Oc- 
tober, 13,000 Buicks will be pic- 
| tured on as many outdoor posters. 


e Radio—Up to ten Bob Hope 
five-minute radio shows on NBC- 
Monitor each weekend will be 
sponsored, beginning one week be- 
fore announcement day and con- 
tinuing until mid-December. 

Also on radio, Buick is using 
a pre-announcement campaign 
including heavy spot coverage in 
283 markets on 403 stations. + 


— | 
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c. L. (Chuck) SELLEN, Jr. 
Sales Manager, 

Packaged Fish Dept. 
BOOTH FISHERIES CORP. 
Seattie 


“Seattle-Tacoma 
needs special attention” 


Mr. Sellen says, “The Seattle and Tacoma areas cannot be con- 
sidered as one big market. They are two different markets, each 
having its own characteristics and peculiarities. 

“When placing newspaper advertising, it’s too easy to think that 
Seattle newspapers have an impact throughout the Puget Sound 
country. That is not the case. The rich Tacoma market is thoroughly 
covered only by the Tacoma News Tribune, the Seattle dailies hav- 


ing so little circulation in this market that it 


is almost negligible. 


We always think of the Tacoma market as a top market and place 


the News Tribune on all of our schedules.” 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 
Circulation more than 83,000 


Represented by SAW YER-FERGUSON-WALKER COMPANY, Inc. 


New York + Chicago + Philadelphia + Detroit + Atlanta + Los Angeles + San Francisco 
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Highlights of This Week's Issue 


Run of press newspaper coler increases 
readership of an ad 80% and retention 
94%, according to a report on the Hous- 
ton Chronicle’s study of r.o.p. color’s 
influence on readership ................Page 1 


Cutting advertising during a _ recession 
will slow down a company’s sales 
recovery, Buchen Co. study re- 
veals Page 1 


Mission beverage soft drink account re- 
turns to Dowd, Redfield & Johnstone 
from Ried] & Freede after it is dis- 
covered that it is not practical to split 
the account. Dowd, Redfield also han- 
dies Cott beverages, made by the same 
company which makes Mission.. Page 1 


Pillsbury drops Mills from its name, offi- 
cially noting its expansion into non- 
milling field in recent years and serv- 
ing notice of its plan to diversify 
more Page 2 


Diamond Walnut Growers is offering a 
premium in its ads this fall—a wooden 
bowl Page 2 


Premium industry is more important as 
a marketing tool, in terms of money 
invested, than any other advertising 
medium except newspapers, Brown 
Bolte, president of Sullivan, Stauffer, 
Colwell & Bayles, tells the Premium 
Advertising Assn. of America ....Page 2 


Plymouth will increase the number of sta- 
tions carrying its stereophonic trans- 
missions of Lawrence Welk (via tv 
and radio) to 80 markets ............Page 2 


Chrysler Corp. will launch a four-week 
“pre-announcement” campaign for its 
1959 models on Sept. 16 


A T-shaped newspaper ad for Tintex 
washing machine dye gets thumbs 
down from two agencies and 26 news- 
papers. Only one newspaper would 
accept it Page 3 


Direct mail industry is warned by Law- 
rence Chait that most serious problem 
facing it is that the entire industry 
could easily be legislated out of exist- 
ence Page 3 


J. H. Filbert Inc., margarine and mayon- 
naise maker, switches its account from 
Sullivan, Stauffer, Colwell & Bayles 
to Young & Rubicam 3 


National Broadcasting Co. stands prac- 
tically alone at the bridge this season 
in offering telecasts in color ....Page 3 


WRCA-TV, New York, switches in Miss 
Rheingold commercial before end of 
western, draws irate watchers’ re- 
proof Page 3 


Federal Communications Commission con- 


tinues its investigation of network pro- | 


vacation 
Page 6 


gramming procedures during 
lull 


Anxieties and fear of strangers turn out 
to be the big stumbling blocks in house- 
wives’ minds over having their rugs 
cleaned by professionals, Chicago Trib- 
une motivation study for the Carpet 
& Rug Cleaners Institute of Chica- 
go Page 10 


Dentists are lonely, insecure and feel 
rejected and need a boost from the ad- 
vertising profession, dentist tells ad- 
men Page 11 


New monthly medical magazine will carry 
ads for Warner-Chilcott only ....Page 18 


Business paper linage hit new low for 
the year in August, Industrial Mar- 
Keting TeEPOrTts ocecccccccccccereeeeeelPage 28 


Farmers are responding more and more to 
new products, Des Moines Register and 
Tribune's “1958 Iowa Brand Inven- 
tory” reveals Page 30 


Furniture makers and retailers get to- 
gether to push furniture sales via tv 
in new Bold Action Furniture Sales 
program Page 40 


Kal, Ehriich & Merrick, Washington 
agency, moves into new handsome, 
efficient quarters 


Cramer-Krasselt offers new syndicated 
poster service for banks, offering “‘cus- 
tomized” 24-sheet posters at a low 
cost Page 48 


Martex will push full-price merchandise 
in a mass medium during an off-season 


month Page 50 
Evidence for subliminal advertising is 
“insufficient,”” Advertising Research 
Foundation report says ................ Page 50 
Sunoco Oil Co.’s outdoor advertising 
speaks in 48 languages to 800,000,- 
000 people throughout the free 
world Page 51 


Abbott Laboratories gets the Gold Mail- 
box Trophy for “Tops of all °58 Direct 
Mail Leaders” at the Direct Mail Ad- 
vertising Assn. convention ......... Page 58 


Two oil companies agree not to claim 
their gasoline and oil additives are 
approved or recommended by the U. S. 
BOVEINMENE  .......000-cererserrerereereesseereeeel OBO 64 


Rose Marie Reid, women’s swimsuit 
maker, launches its biggest ad cam- 
paign in November, using a total of 49 
pages in consumer magazines in the 
U.S. and abroad 68 


Kimberly-Clark offers first national mon- 
ey back offer for Kotex this fall Page 70 


Cole of California will emphasize light- 
ness of its swimsuit in its new ad 
series Page 82 


Cyrus Nathan, exec vp of North Adver- 
tising, passes his leisure time by col- 
lecting clocks Page 93 


Housewives don’t know how to make 
good coffee any more, National Coffee 
Assn. says. Will solve problem by put- 
ting brewing instructions on coffee 
cans Page 94 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path 
Coming Conventions 

Creative Man’s Corner 
Drawthinks 
Editorials 

Employe Communications 
Getting Persona! .... 
Leoking at Radio and TV .. 
Mail Order and Direct Mail .. 
| Obituaries 
On the Merchandising Front 
| Photographic Review 
Production Tips 
| Rough Proofs 
| Salesense in Advertising . 
This Week in Washington 
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Where your 
corporate 
advertising 
fits the scene 
... and fits 
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NEW YORK 
50 Broadway 


CHICAGO 
TVW Monroe St 


the reader’s needs! 


CLEVELAND 
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LOS ANGELES 
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It’s the paying audience that pays attention 


Your advertising message inany ABC magazinespeaks our magazines, whether they’re bought by subscrip- 
directly to an audience that’s paying for the medium. __ tion or on the newsstand—and where they’re bought. 
= A paying audience pays attention . . . Can other media say as much? 
r What’s more, you don’t have to guess who or where We’re grateful to have the ABC .. . and to have an 
ae an ABC magazine’s audience is—or how many are in audience that pays—and pays attention. Aren’t you? 
it. The Audit Bureau of Circulations gives you the 
verified circulation facts. 
The ABC, like your best friend, will tell you the 
truth about us . . . how many readers buy copies of 


9 Rockefeller Plaza, New York 20, N. Y. 


LIFE (ure International, tire en Espafiol), TIME (time Canadian, 1Me Atlantic, Te Pacific, Twe Latin American), FORTUNE, SPORTS ILLUSTRATED, ARCHITECTURAL FORUM, HOUSE AND HOME, 
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Vets Name St. Georges 
American Veterinary Medical 

Assn., Chicago, has named St. 

Georges & Keyes as its new agency, 


tions. Fairall & Co. is the former 
agency. 


JUST ASK FOR MARIE.. 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addressographing, 
addressing, multigraphing, fill-in on 
multigraphed letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the 
detail work. 


Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


a Leller Nip 


431 S. Dearborn St. - Chicago 5, lilinois 


| agreement 
John Doerfer, they promised to} 
mark time until they had had a} 


This Week in Washington ... 


By Stanley E. Cohen 
Washingten Editor 


| WasuHincTon, Sept. 11—Don’t be 
|deceived by the silence that has 
| prevailed since the Federal Com- 
munications Commission complet-| coe Barrow left off, the commis- | against 
ed its hearings on proposals te cut|sion’s permanent network study} shows in selecting programs for 


down the influence exercised over 
tv by networks. While FCC was 
vacationing, its staff has been on 
the go. 

At the staff level there has been 
intensive effort to work up a re- 
port on option time. As far back 
as April, anti-trust officials 


| warned FCC that they regard op- 


tion time as illegal. But under an 
with FCC Chairman 


chance to look over the facts and 
recommendations which come out 
of FCC’s lengthy network rules 


FCC Quietly Continues TV Net Probe 


primarily to handle public rela-)| 


| study and hearing. 


| 


| own. Taking up where Dean Ros- 


|staff is contacting networks, pro- 
| gram producers and others. In the 
| offing is a detailed new report on 
'such questions as whether net- 
|works should be allowed to pro- 
| duce programs or to have an inter- 
est in independent program pro- 
ducing organizations. 

This programming study was 
scheduled to be part of the original 
| Barrow report. Dean Barrow’s staff 
had put about a fourth of its man- 
hours into it, but was hamstrung in 
litigation over access to the busi- 


ness files of tv film producing or- 
ganizations. In the end the courts 


Advertising Age, September 15, 1958 


|made the information available; | 


but Dean Barrow ran out of time. 
Among the things Dean Barrow 
jsaid FCC ought to find out is 
|whether network programming | 
| prevents stations from exercising | 
their responsibility; whether non- | 
network producers can produce 


_® In addition, FCC’s staff is doing |programs of network quality; and | 
some new tv investigating on its| whether networks discriminate in| 


|favor of their own programs and 
independently produced 


network transmission. 


You hear ru- 

Why FTC Men ™ors at the Fed- 
Shun Ad Cases ¢*@! Trade Com- 
mission of new 

personnel appointments in the off- | 
ing which will result in more vig- | 
orous activity in the field of mis- | 
| leading advertising. 
| Exhibit A, reportedly, is the ex-| 
pected appointment of Charles 
Sweeney as chief of radio and tv 
| advertising. He’s one of the most 
| highly respected men on the anti- 
deceptive practices staff, with a| 
| 


career that covers many of the 
most important advertising cases 
handled by FTC in the past 20 
years. If he gets the radio-tv job, 
he can be expected to move on 
many fronts—including informal 
and consultative efforts with the 
industry—to get at things the com- 
mission wants to remedy in broad- 
cast advertising. 

For what it is worth, and this 
opinion reflects nothing more than 
staff gossip at FTC, much of FTC’s 
trouble in the false advertising 
field has been caused by loss of 
good personnel. Within the staff 
there is a feeling that the fastest 
road to advancement—or to a prof- 
itable job in private industry—is 
in the anti-trust field. The most 
aggressive staff people get them- 
selves assigned to anti-trust cases; 
and they “sell” the commission on 
more cases in the anti-trust field. 
“No matter what you do in a false 
advertising case,” moans one FTC 
insider, “you aren’t going very far 
at FTC, and nobody outside is in- 
terested in hiring you.” 


Sen. Richard 
Neuberger Neuberger (D., 


LetsCashGo Ore.) faced a 
conflict -of- 


interest situation recently when 
American Heritage offered a 


| $500 check for an enlightening ar- 


| ticle he had written on the bloody 


voyage of the bark Tonquin. 
The senator is a writer by pro- 
fession. But he also was the spon- 


| sor of a section of the 1958 postal 


| 
| 


| 


‘ 
In Washington radio, it's WRC. From 7 to 9 a.m., weekdays, WRC is first in total homes, 
first in total listeners, first in adult listeners, and first in average quarter-hour rating’ To reach 


the cream of Washington's huge new spending power, in the morning and throughout the 


day, call WRC. . 


. first! 


* NS! Report—Washington. D. C.. Area—April-May 1958 
s 


NBC RADIO LEADERSHIP STATION IN WASHINGTON, D.C. SOLD BY NBC SPOT SALES 


rate law which gives second class 
entry to American Heritage and 


'cuts its postal costs by well over 


$100,000 annually. 

He says the article on the Ton- 
quin was sold long before the post- 
al rate question arose. But to elim- 
inate any question of propriety, he 
instructed American Heritage to 
turn the $500 over to Portland 


| State College. 


Internal Reve- 


Tax Yardstick mue Service says 
Is Truncated employes who get 

mileage and fixed 
|per diem allowances in lieu of 


subsistence while traveling on 
business won’t ordinarily have to 


|give a full accounting on their 


income tax report. But they won't 
live very lavishly, either. 

The concession is available only 
if the per diem doesn’t exceed 
125% of the per diem allowed for 
federal employes in the area. In 


| practice that means the maximum 


usually won’t be more than about 
$16 for room, board and out-of- 


| pocket costs. = 


FAAG Names McClure 


Barney McClure, exec vp of 


|Evans, McClure & Associates, San 


Francisco, has been appointed 
western governor of the First Ad- 
vertising Agency Group. At the 
present time, FAAG members are 
located in 28 marketing areas 
through the U.S. 


Peterson to Son De Regger 

Thomas G. Peterson has pur- 
chased an interest in Son De Reg- 
|ger Advertising, Des Moines, and 
|has been elected vp of the agency. 
| He formerly was with L. W. Ram- 
| sey Co., Davenport, and previously 
|operated his own agency in Fort 
Dodge, Ia. 


Capper-Harman- 
Slocum 


advertises to reach advertising buyers 


in September 
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this is the magazine 


: The girl—America’s Young Woman Under 20 (8% million strong! )—spends over $4 billion of her own 
j money every year and billions more as family shopping consultant. The magazine—sEVENTEEN—is her 
favorite, read by 75% of the nation’s teen-age girls within 3 issues. 

This girl and this magazine understand each other fully, admire each other deeply. Result? Such 
outstanding advertising readership that SEVENTEEN scores 11 firsts, 14 seconds and 5 thirds out of 30 
comparable units in the 56th Adnorms Report. Such amazing buying action that 65.2% of SEVENTEEN’s 


every-issue readers have bought from its pages.* No wonder SEVENTEEN tops all women’s monthly 


magazines in advertising linage for the past 4 years! 


and this is the teacher’s supplement... 


...a plus for seventeen advertisers 


A sister publication of SEVENTEEN, and the only magazine of its 
kind, sevENTEEN-at-School adapts sEVENTEEN’s editorial content 


seventeen- 


into lesson plan form...carries your advertising—via 


SEVENTEEN—into the classrooms of 75% of the nation’s high 


school Home Economics teachers. In addition, your educational 


materials are made available to the 19,500 Home Economics 
teachers who are its regular subscribers. 


For further details, write: Director of Homemaking Education, Dept. A, 
SEVENTEEN Magazine, 488 Madison Avenue, New York 22, N. Y. 


*Gilbert Youth Research 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue - New York 22 - PLaza 9-8100 
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Jones Blasts 
‘Old Pro-ism’ 
in Ad Field 


MacManus, John Head 
Rips Admen Who Fail 
to Use New Ideas 


Denver, Sept. 11—There is tuo 
much “Old Pro-ism” in advertis- | 
ing and selling today, Ernest A.| 
Jones, president of MacManus, 
John & Adams, charged here to-| 
day. 

Ripping into admen who watuss | 
to use new ideas, Mr. Jones main- | 
tained that the “agency or individ- | 
ual unwilling to provide real cre-| 
ativity in every aspect of mer-| 
chandising is headed for serious | 
trouble.” Mr. Jones spoke before 
the Denver Advertising Club. 

“It is ironic that the Old Pro in| 
his constant search for the serene | 
security of the sure thing should | 
engage in the most dangerous prac- 
tice of all—showing only variations 
of what was bought last year or 
ten years ago,” Mr. Jones said. 
“Some remarkable things have 
been accomplished in merchandis- 
ing because the man with the idea 
didn’t know it was impossible.” 


s Urging admen to come up with 
exciting and adventuresome ideas 
in their campaigns, Mr. Jones list- 
ed as a good example the publish- 
ing of the annual report of Charles 
Pfizer Co., in special 16-page sup- 
plements in the New York Times, 
Chicago Tribune and the Los An- 
geles Times. 

More than 2,000 complimentary 
letters on the supplements were 
received by the president of Pfizer, 
Mr. Jones said, and he added that 
his agency increased its billings by 
using newspapers instead of just 
mailing the reports as had been 
done in past years. 

The sharpest demand ever to 
confront creative advertising is the 
preparation of commercials for tv 
special shows, according to Mr. 
Jones. 


® MacManus, John & Adams de- 
velops memorable “special” com- 
mercials for the tv specials, Mr. 
Jones said. He mentioned Victor 
Borge and his snow-covered Pon- 
tiac with his wife and brother-in- 
law inside, and Phil Silvers dis- 
covering that the banner his cousin 
painted spelled Pontiac as exam- 
ples of special commercials that 
people remembered. + 


Campbell-Mithun 
Is Named for All 


Kroger Divisions 


CINCINNATI, Sept. 11—Campbell- 
Mithun, Chicago, has picked up 
the other half of the Kroger Co. 
account resigned last month by | 
Campbell-Ewald, Detroit. | 

As predicted by ADVERTISING AGE 
(AA, Sept. 1), the 11 Kroger divi- 
sions (billing about $1,250,000) 
handled by the Detroit agency will 
join the other 11 (billing about the 
same) in the Campbell-Mithun 
shop effective Nov. 1. 


® Campbell-Ewald resigned the ac- 
count because, it said, it found it 
unprofitable to handle only part of 
the account. 

Campbell-Mithun first entered 
the Kroger picture in 1956 when it 
began handling Kroger’s St. Louis 
division. Ten other divisions were 
added in July, 1957, the same time 
Campbell-Ewald was assigned its 
11, The Chicago agency now has 
all 22 divisions plus the manufac- 
turing division, with tota] billings 


of about $2,500,000. # 
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SFrOTHERS 


NEWCOMER—Richman Bros. Co., 
Cleveland, men’s wear manufac- 


turer, enters the national media 
| field for the first time in its 79- 


| year history with this color page 


in Sports Illustrated, Sept. 22. 
Lang, Fisher & Stashower, Cleve- 
land, is the agency. 


‘Greenville Banner’ 
Is Indicted in Buy 
of Rival ‘Herald’ 


WASHINGTON, Sept. 10—The De- 
partment of Justice announced to- 
day that a newspaper merger in 
Greenville, Tex., led to the indict- 
ment of the Harte-Hanks publish- 
ing organization for violation of 
the Sherman Act. 

According to the government’s 
announcement, a federal grand 
jury at Dallas issued the indict- 
ment, charging that the Greenville 
Banner was operated at a loss with 
the intent of eliminating the 
Greenville Herald, “and in fact did 
so.” 

The indictment involves three 
Texas companies and three indi- 
viduals who are part of the Harte- 
Hanks organizations. The compa- 
nies are Harte-Hanks Newspapers, 
Abilene, Tex.; Herald-Banner 
Publishing Co., Greenville; Harte, 
Hanks & Co., an Abilene partner- 
ship; Houston Harte, of San An- 
gelo, Tex.; Millard Cope, of Mar- 
shall, Tex., and Bruce Meador, 
Abilene. 


s According to the indictment, the 
Harte-Hanks organization, which 
had controlled and operated the 
Banner since 1954, utilized reve- 
nues of other Harte-Hanks news- 
papers to finance the operation of 
the Banner at a loss. 

Among the practices mentioned 
were lowering subscription rates 
for home and mail delivery of the 
Banner; distributing copies free; 
reducing the display and classified 
advertising rates; increasing the 
size of the advertising staff and 
the number of pages published; 
seeking to curtail credit resources 
of the Herald and attempting to 
purchase it. 

The Banner finally bought the 


|Herald for $300,000 in 1956. # 


Kroger, Westinghouse Run 
Recipe Contest forTeens _ 

Kroger Co. and Westinghouse 
Electric Corp. are jointly sponsor- 
ing a recipe contest for teen-agers 
aged 12 through 19, in Alabama, 
Arkansas, Georgia, Illinois, Indi- 
ana, Kansas, Kentucky, Michigan, 
Mississippi, Missouri, North Caro- 
lina, Ohio, Pennsylvania, Tennes- 
see, Texas, Virginia, West Virgin- 
ia and Wisconsin. 

$100,000 in prizes, topped by a 
$5,000 award and a European trip 
for three, plus the title Junior Cook 
of the Year, will be given in the 
competition, open from Sept. 15 
through Nov. 30. 25 regional win- 
ners will meet for a cook-off to de- 
termine the grand winners, 


| Breathless’ Ad o 
| Theme Revived 


New York, Sept. 11—The eea-| 
ka ads leave you “breathless” 
again. The famous Smirnoff vodka 
slogan, “It leaves you breathless,” 
was resumed last week. 

Frank C. Marshall, advertising 
manager of C. F. Heublein & Bros., 
Hartford, Conn., maker of Smirnoff 

/vodka, largest selling and most 
| widely advertised brand on the 
_market, told ADVERTISING AGE that 
the company decided to resume 
| the use of the slogan after a lapse 
|of two years because “we could see 
no particular reason for not using 
hg 

It is currently appearing in 
about 300 newspapers and eight 

national magazines—Ebony, Es- 
quire, Holiday, House Beautiful, 
Life, The New Yorker and Time. 

Lawrence C. Gumbinner Adver- 

tising Agency handles the account. 


= It will be remembered that the 
slogan was dropped two years ago 
(AA, Oct. 29, °56). At the time 
some vodka marketers tentatively 
agreed to omit the word “breath- 
less” from all advertising copy aft- 
er Jan. 1, 1957. The drys were agi- 
tating rather vociferously that fall, 
and it was felt that dropping the 
“breathless” theme would be a 
good public relations move on the 
part of the industry. 

Heublein agreed to go along as a 
matter of friendly cooperation, Mr. 
Marshall said. But, he emphasized, 
there was never any coercion of 
any kind brought to bear, and the 
company merely agreed to cooper- 
ate temporarily as a gesture of 
good will. It never had any inten- 
tion, he said, of abandoning the 
slogan permanently. 


= It could not be learned whether 
other vodka producers would re- 
sume use of variations on the 
Heublein “breathless” theme, as 
some of them tried to do a couple 
of years ago. Heublein started 
using the theme back in 1949. 

Resumption of the theme in 
Heublein ads has revived talk that 
the company would use women in 
illustrations of its prepared cock- 
tail ads. This was denied by Mr. 
Marshall. He said the origin of 
such talk probably stemmed from 
the fact that in its current ads for 
prepared cocktails it features “duet 
drinking” where women are im- 
plied but not shown (AA, Feb. 24). 
It portrays situations such as “the 
happiest hour of the day”... “that 
wonderful welcome home hour,” 
etc. 

“We have nothing prepared and 
no plans for using women in our 
advertising,” Mr. Marshall said. 
“Naturally, we have talked about 
it, as I suppose everybody else in- 
side and outside of the liquor busi- 
ness has. Times and tastes change. 
But at the moment, all I can say} 
is that we have no plans to use. 
women in our ads.” + 


Wilson Heads NBP Committee 
A new director of National Busi- 
ness Publications, William A. Wil- 
son, president of Pit & Quarry 
Publications, Chicago, has been ap- 
pointed chairman of the associa- 
tion’s committee on agency mem- 
bership. He was formerly vice- 
chairman of the committee. 


McGraw-Hill Boosts Luntz 
Jerome D. Luntz, editor of Nu- 
cleonics, a McGraw-Hill publica- 
tion, has been appointed associate 
publisher of the publication, a new 
position, effective Sept. 15. He will 
continue as editor. He has been 
with the publication since 1947 and 


has been editor since 1953. 


Advertising Age, September 15, 1958 
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WRITES LIKE 
FOUNTAIN PEN 
New £.n«£ayp Fountain-Ball Pen 
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SHAPED—Eversharp Pen Co. will use 

two-color newspaper ads like this 

in the market-by-market intro- 
duction of its new pen. 


New Eversharp Pen 
Hits 2 West Coast 
Markets on Oct. 15 


ARLINGTON HEIGHTs, ILL., Sept. 12 
—Eversharp Pen Co. plans a mar- 
ket-by-market introduction of a 
new ball point pen, starting in Los 
Angeles and San Francisco on Oct. 
15. The company plans to be in 34 
markets by Dec. 1. 

The pen is heralded as “At last! 
A Ball Point That Writes Like a 
Fountain Pen!” in two-color, 1,- 


500-line newspaper ads. The new | 


pen features a triangular barrel— 
“Specially designed for the natural 
triangle space between your three 
writing fingers!” It sells for 98¢. 


lowed in each market by spot tv 
and co-op retailer ads. Benton & 
Bowles, New York, is the agency. 

Eversharp Pen Co. was formed 
late in 1957 when Parker Pen Co. 
bought the writing instrument di- 
vision of Eversharp Inc. (AA, Dec. 
23). In January Eversharp opened 
new headquarters in this Chicago 
suburb. + 


Great Northern Boosts Four 
Great Northern Paper Co., New 
York, has made four changes in its 
sales department. They are: A. R. 
Casper, formerly vp in charge of 
sales, has been named vp-market- 
ing; R. A. Haak, formerly vp-pub- 
lic development, succeeds Mr. 
Casper; J. H. Staples, formerly as- 
sistant to the president, has been 
named assistant manager of sales- 
newsprint, and J. A. Sayre, for- 
merly manager of sales, has been 
appointed sales coordinator in 


charge of customer services and 


sales training. 


SPECIAL OFFER TO NEW ee 


Now—for only 51.97 a week you can own a Maytag Automatic 
Washer or Dryer— geen mmm 


MAYTAG == 


SPECIAL—Maytag Co. is making this 
offer to new mothers in r.o.p. color 
in newspapers in 115 markets and 
in supplements on Sept. 21. The 
offer was tested in July in Denver 
and Madison, Wis., with “good re- 
sults.” Leo Burnett Co., Chicago, 
is the agency. 


Most Agencies Did 


‘Well in First Half of 


‘58, 4A’s Poll Finds 


New York, Sept. 11—About 70% 
of advertising agencies polled by 
the American Assn. of Advertising 
Agencies report that business dur- 
ing the first six months of 1958 


| Was as good or better than the like 


period of 1957. The Four A’s find- 
ings were almost identical to re- 
sults of a survey by ADVERTISING 
AcE in July, which found 68% of 
top-billing consumer and indus- 
trial agencies unhurt by the re- 
cession (AA, July 21). 

The Four A’s, which got 225 re- 
plies to the questionnaire covering 
billings in the first half of the 
year, said that 113 agencies were 
ahead of the same period last year 
by anywhere from 0.5% to 131%; 
30 shops reported “the same”; and 
81 agencies were down from 1% to 
60%. One agency did not answer 
the question. 


s Estimates for the second half 
of the year showed 100 agencies 
optimistic, expecting billings in 
the period to rise from 1% to 
125%; 61 see no change and 61 
agencies forecast a decline in vol- 
ume of from 1% to 50%. Geo- 
graphically, agencies in the west- 
ern region were most optimistic, 
predicting billings gains by a 3-to- 
1 ratio. 

Of the 113 agencies reporting 
gains in the first half of the year, 
97 billed under $20,000,000. Of the 
81 shops reporting losses, 63 agen- 
cies billed less than $5,000,000 an- 
nually. 

This was the second and final 
report by the Four A’s on agency 


| business volume during 1958. Pre- 
The newspaper ads will be fol-| 


liminary findings published by the 
association in August indicated 
that 65% of 188 agencies then sur- 
veyed were unhurt by the busi- 
ness slump (AA, Aug. 11). # 


No Purchaser Shows: 
‘Picayune’ Combines 
‘Item’ with ‘States’ 


NEW ORLEANS, Sept. 12—On 
Monday the New Orleans Item 
will be combined with the New 
Orleans States. The daily will be 
called the New Orleans States- 
Item. 

The Item was bought by the 
Times-Picayune Publishing Co., 
the States’ publisher, two months 
ago (AA, July 21) with the proviso 
that the newspaper would be re- 


|sold within 60 days to any quali- 


fied buyer who would pay the $3,- 
400,000 purchase price plus $75,000 
for legal expenses. 

No such buyer turned up. 


@ The demise of the newspaper 
is the subject of a sorrowful fare- 
well column scheduled to appear 
on Page 1 of Sunday’s Item. David 
Stern, publisher, says that he and 
his associates came to New Or- 
leans ten years ago with the firm 
intention of remaining here per- 
manently. “But in the past few 
years, it became increasingly clear 
to us that we were facing a slow 
but sure economic strangulation,” 
he says. 

Mr. Stern places responsibility 
for the newspaper’s economic dif- 
ficulties on four major factors: 


me Rising costs, the cumulative effect 
‘|of the demands of the nine unions, 


lack of sufficient advertising, and 
the U.S. Supreme Court decision 
on unit rates of advertising (a ref- 
erence to the litigation over the 
Times-Picayune Publishing Co.’s 
combination rates). # 


Henderson Joins Branham 

Jack Henderson, formerly ac- 
count executive with KTVI, St. 
Louis, has joined Branham Co., St. 
Louis, to service radio and tv prop- 
erties. 
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“a very, very personal look at the 


How many doors to an engineer’s mind? 

Here are two you can use successfully... 
MACHINE DESIGN’s editors have proved it. 

One is technical information. The other is 
strictly personal. 

Helpful facts —about what products will do, 
how to use them, what’s new, different, or better 
about them —interest engineers. This kind of 
technical information, the kind engineers use 
every day in their jobs, is MACHINE DESIGN’s 
“stock in trade’’. It is the reason there is a 
long-standing preference for MACHINE DESIGN 
wherever design engineers work today. 

Get personal with engineers, as engineers, and 
you tap an area of intense additional interest. 
MACHINE DESIGN’s editors do it with articles on 


how to get promoted, how to get along with people, 


how to dress, how to use time better. And these 
articles are among the best read of all 
MACHINE DESIGN editorial material. 


This extra interest —beyond the basic technical 
editorial interest of MACHINE DESIGN —is helping 
boost reader traffic and the advertiser benefits 
that go with it. Advertisers today enjoy up to 
55°% better average advertising readership 

than two years ago. Inquiry volume is 40° 
greater now than last year, triple the inquiry 
volume of two years ago. 

Why not put the very personal pulling-power of 
MACHINE DESIGN to work for your company in 
1958? Wherever new products are being developed, 
you'll find men reading MACHINE DESIGN. 


a publication 


Penton Building / Cleveland 13, Ohio 
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>} Even / know that...only the 
ATLANTIC CITY PRESS covers 


— 


It doesn't take a club—-to drive home the fact that Atlantic City is the 
first metropolitan area in retail sales per household in the U.S.A. Yet 
that's just part of the complete market thoroughly blanketed by Atlantic 
City Press circulation. The only morning paper in Atlantic, Cape May 
and Cumberland Counties, the Press gives the only consolidated cov- 
erage in all of Southern New Jersey. 

Separate, local daily editions carry your message to the heart of buying 
power represented by over 200,000 top-dollar consumers. Buy sales 
instead of statistics, with the Atlantic City Press! 


Atlantic City Press 


Southern New Jersey's ‘Good Morning’ Newspaper 
Rolland L. Adams, President 
Gallagher-DeLisser, Inc., National Representatives 
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| ‘Chicago Tribune’ 
Seeks Rug Cleaning 
Hex: Locates Freud 


Cuicaco, Sept. 9—Seeking rea- 
sons why people don’t have their 


Carpet & Rug Cleaners Institute of 
Chicago have conducted a study of 
540 Chicagoans who own either 
loose rugs or wall-to-wall carpet- 
ing. 

The study’s conclusions pose a 
formidable list of stumbling blocks 
to professional rug cleaners: 

“Feelings of guilt and anxiety 
surround the entire subject of car- 
pet and rug care,” the Tribune 
reports. “The homemaker is made 
to feel anxious and guilty about 
this subject in a variety of ways 
before, during and after the clean- 
ing process.” 


SOUTHERN Mewderseys BEST market 1] insets vue tt 
Lire 


'@ In the first place, the study 
says, a woman feels a personal 


i 


THE CINCINN 


Evening Paper 
DELIVERS MOST 
to Readers 
and Advertisers 


Always predominantly an evening paper 
audience, Greater Cincinnatians today relish 
the new evening paper which continues and 
augments the finest of those many features 
and facilities which long made both the 
Post and Times-Star individually great. 


Advertisers reap the benefits! 


ATI POST & TIMES-STAR 


ROBERT K. CHANDLER, Mawnager, General Advertising 
Represented by the General Advertising Department, SCRIPPS-HOWARD Newspapers 


* 


anxiety about having to ready 

her home for the arrival of the ' 

rug cleaners, either to remove a x] 

rug to the plant or, in the case } 

of wall-to-wall carpeting, to 

clean the carpets in the home. 
“Wall-to-wall carpet cleaning : 

presents the fear of having : 

strange men in the house. This 

is due in part,” says the study, 

“to what the housewife fears 

the neighbors will say, and in 

part to her own fear of stran- 

gers.” 4 


s The housewives don’t want 
to tie up too much of their time 
and make too many advance ar- | 

! 


rangements to have the cleaning 
done, the study goes on, but at 
the same time, housewives want i 
to be ready for them when they ' 
come and not be taken by sur- 
prise. 

Then, once the cleaning is 
undertaken, there begins a dif- 
ficult period in family life. “The 
temporary absence of the rug } 
changes the atmosphere of the 
home, makes it ‘seem like an 
empty house ... as if we were 
in a cave’. The family feels yy 
disorganized, insecure and de- Vv 
pressed, and the comfort, har- ) 
mony, tranquility and cheerful } 
atmosphere are gone temporari- \ 
ly from the home.” 


= Then, after the rugs are { 

cleaned, other problems arise, 4 
the seport.continues, that add to i) 
the displeasure involved in hav- 
ing the rugs freshly cleaned on 


the floor. 

“The woman of the house re- { 
stricts activities of other mem- 
bers of the family during this | 
period; for example, husbands i | 


and children are not permitted 
to bring food into the living 
room, and all shoes must be re- 
moved at the door for a while.” ' 
Some results of these atti- } 
tudes are indicated by statistics : 
developed by the study: 54% of i, 
the homemakers believe rugs or | 
carpeting should be cleaned 
professionally on the average of 
once a year; 14% believe rugs F 
should get professional care 
about once every two years; 9% ( 
said twice a year; 8% indicated 
every three years was adequate, 
and 7% believe a rug should 
never be cleaned professionally. { 
High cost of cleaning and sus- \ 
picions that professional clean- Pe 
ing shrinks rugs were the lead- 
ing complaints against profes- 
sional cleaning, but two-thirds 
of the respondents said there 
was nothing they dislike about 
professional cleaning. 


® As for the do-it-yoursel? 

cleaning idea, more than half 

of the people who do their own ‘ 
rug cleaning said they thought 7 
the cleaner they used did a good . 
job. 22% said it was “easy to 
use,” and 8% mentioned the 
savings factor. 

On the other hand, 27% said 
do-it-yourself cleaning is “too 
much work,” 7.8% said the 
“rugs were not as clean as a 
professional job” and 5% said 
self-cleaned rugs “get dirty 
quicker.” + 


McCalls 


advertises to reach advertising buyers 
in September 
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Advertising Age, 


Down-in-Mouth | 
Dentists Need Ad 


Boost: Purinton 


NEW York, Sept. 9—Atten- 
tion advertising and marketing | 
men: Do you know that most 
dentists are lonely, insecure, re- 
jected and generally down in 
the mouth? 

Well they are. Dr. A. V. (Al) 
Purinton says so and he should 
know—he’s_ been practicing, 
teaching and lecturing on den- 
tistry for the past 30 years. 

“Dentists are lonely human 
beings,” Dr. Purinton told a 
group of ad and marketing peo- | 
ple today. “They stand in a lit-| 
tle 2x4 room all day feeling! 
sorry for themselves because | 
they don’t have the gratitude of | 
their patients.” 

And they don’t get gratitude, 
said Dr. Purinton, because 
there’s nobody to speak for 
them; dentists are “voiceless.” | 


® “Advertisers and agencies 
must be the dentist’s voice,” Dr. 
Purinton said. “They must get 
the message across in ads that 
dentists are important. They | 
must put these words in the 
dentist’s mouth and the dentist | 
will repeat it like a parrot. 

“The dentist is a doctor, not} 
a cobbler,” Dr. Purinton said. 
“He’s a specialist in the field of | 
medicine having charge of the! 
oral cavity.”’ The oral cavity, he 
explained, is a “pretty impor-| 
tant part of human equipment, 
and the public should know 
how important. 

“That’s where the advertising | 
industry comes in,” Dr. Purin- 
ton said. “Ads should stress the| 
customer’s needs and demands} 
in selling all the products con- 
nected with dentistry. 


s “The dentist is not the cus-| 
tomer,” he said, “he’s the last | 
link in a chain that moves the 
product to the real customer, 
the public. 

“Advertisers and agencies 
should stress the service factors 
involved in advertising prod- 
ucts, such as what specifically 
does the product do for the den- 
tist and what does it do for the 
patient.” 

He said the advertising field 
can boost the bridge business by 
playing up the importance of 
dentistry to the public. “Look 
what the oral cavity does for 
us,” he said. ‘We communicate 
with it, we smile with it, we) 
laugh, eat and nourish ourselves | 
with it. We even kiss our wives) 
with it. And while most people | 
don’t realize it, the dentist is| 
the only one who can take care | 
of it.” + 


Two Join K&E in L. A. 

Kenyon & Eckhardt, Los An-| 
geles, has appointed Helen Gur- | 
ley a copywriter for Max Factor 
products and Joel Harvey a 


product manager. Miss Gurley 
has been with Foote, Cone &| 
Belding for the past 10 years. | 
Mr. Harvey previously was with 
Doyle Dane Bernbach Inc. 


| 


The 
New Yorker 


advertises to reach advertising buyers 
in September 


ptember 15, 1958 


Top Form to Goehring 

Top Form Mills Inc., maker of, 
nylon tricot lingerie, has appointed 
Goehring, Pennoyer Agency, New 
York, to handle advertising for its | 
Top Form merchandise and for its 


|new Lady Russel line of quality | 


lingerie. 


Hitchcock Boosts Howat 

Hitchcock Publishing Co., Whea- | 
ton, Ill., has promoted Bruce B.| 
Howat from production director to | 
director of marketing, in charge of | 
research, promotion, advertising | 
and public relations. 


WANT TO SELL MORE TO CITIES, COUNTIES, 


| Advertise in a " 
PUBLIC WORKS MAGAZINE 


where the Engineers, Consulting Engineers 
and Technical Administrative Officials of 
ALL THREE can see your advertisements. 
May we supply more facts and figures? 


PuBLIC WORKS Publications, Ridgewood, N. J. 
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Another true-to-life story about some make-believe characters 


How to turn up the volume 


in Chicago 


ae music 


Music Unmodulated, big hi-fi distributor in Chicago. 


filled the offices of 


This was stereophonic sound, the discovery that was setting the music world on its ear! 


But there was discord in the Executive Suite. Turner 


Lowd, president, and his sales manager couldn’t agree (o:3) 


on distribution strategy for M.U.’s new line of stereophonic equipment. 
‘*“You’re not coming through to me, Mike,”’ shouted Turner. ‘‘Why 


worry about adding new dealers for stereo? Hi-fi sales are booming 


—— at re 
B OOM under our present setup!”’ 


“But stereo will appeal most to the top half of the market, T. L.! 


We should pick up more dealers with middle and upper income customers 
a anes SN 


. .. the kind some of the new shopping centers attract!” imi = 


“Shopping centers!” boomed Turner. ‘‘Who can keep track of 


shopping centers in this market? Who knows which ones do the most 


business? ... What kind of customers they pull? Who knows...” Just 
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then (wouldn’t you know?) in waltzed Joe, ( ») that Tribune fellow 


who filters out all those facts about the Chicago market. 


“Music men,” Joe greeted them, “let me help you find out where your 
present dealer network is good and where it’s bad. Then let’s talk 


shopping centers!” 


Turner and Mike got out a list of their dealers, coded to show each one’s 
volume. Joe produced a map of metropolitan Chicago SoG. 
showing the shopping centers and the percentage of business that each one does. 
Together they plotted the dealers on it. 

“Well, Mr. Lowd,” Joe said, ‘‘you’re well represented 
in most of Chicago. But Mike has a point in wanting to get near some shopping centers. 


“For one, the new Appleblossom center. Jeet. It draws from more 
—S— 


than 10°% of the families in the entire market. More than half its customers come from 


Chicago’s most exclusive suburbs—an area that’s crawling with hi-fi 


bugs. But observe this, gentlemen. You have no dealer within 


miles! Big chance for added sales volume here!” 


From here on in, Turner and Mike listened with both 12) ears 
while Joe analyzed each shopping center. With his help, they settled on 
a new lineup of dealers for stereo. 
Just for the record, Music Unmodulated decided to concentrate its advertising 
in the Tribune. (Customers in the trading areas of 62 out of 64 
shopping centers prefer the Tribune as a shopping guide over any other Chicago newspaper.) 
Maybe you sell stilts or stemware instead of stereo. But if you want 


to turn up your volume in Chicago, see Joe. 


Chicago Tribune _ se 
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The Editorial Viewpoint... 


Collins Is Not Impressed 


Oldtimers in the ad business will remember Kenneth Collins as one 
of the meteoric lights of the business, who was especially prominent 
for a long and exciting—and not necessarily quiet—stint as promotion 
boss at Macy’s. 

Well, Collins runs a column in Women’s Wear Daily, and back in the 
spring—on May 22 to be exact—he took off on national advertising. 
We've been saving his column for a day when we thought maybe some 
of you were feeling a wee bit smug. This is the day, and here’s what 
Ken Collins had to say: 

“Well, folks, we are seeing another American myth exploded. It is 
that our national advertising is so potent it can sell anything. So prev- 
alent has been this belief, many books have been written about the 
sinister practices of the Madison Ave. lads. They are supposed to con- 
trol our destinies from the first daily swab of a teothbrush to the last 
can of beer at night. It has been a pleasant conceit. But, in the lan- 
guage of the song, it ain’t necessarily so. For plenty of national ad- 
vertising is falling flat on its impotent face. In fact, many of the gray 
flannelers are proving so inept, one concludes they couldn’t sell a like- 
ly blonde to a barracks full of Marines . 

“Here we have a country chockablock full with things people really 
want. And here we have millions of consumers with their pockets 
filled with money. Getting the two together should be like yelling 
‘Come and get it’ to a bunch of hungry hogs. Store advertising people 
know this. And every day show how to do it... 

“Meanwhile, what does the national advertising fraternity do? Well, 
via the Advertising Council, it wraps itself in the American flag and 
tells us how sound the economy is. To women that must be quite a 
come-on. Other advertising groups organize ‘Buy Now’ campaigns on 
the assumption shoppers are looking around for tin cups to fill. And 
the automotive advertisers plead, ‘You Auto Buy.’ I guess folks feel 
sorry for the car makers—but no one forgets that charity not only 
begins at home but usually stays right there. 

“In fairness, agencies with retail clients or with products that must 
be sold frequently are acting sensibly. But those top-lofty outfits, with 
their remoteness from the customer—who will teach them how to 
sell? Retail sales managers could do so—but I wouldn’t blame them if 
they didn’t. For throughout generations, the agency boys and girls 
have pretended that retail advertising managers were very distant 
relatives—the kind you keep away as far as possible. Avowing now 
that they are long lost brothers will be a strain on both sides. 

“But who knows? Joseph was kind to his kinfolk, even after they 
sold him down the river. So maybe retailers will be equally gracious. 
It’s a possibility. And the agencies could use some help.” 


Those Quiz Show Blues 


We must be naive. Our reaction to all the investigations of quiz 
show honesty is that the shows seem to be “honester” than we thought 
possible—and the shouting seems to be emanating from crackpots and 
people running for office, who are making a good thing out of a pretty 
weak case. 

There has been a considerable amount of discussion about the ef- 
fect of the investigations on the audience size of quiz shows. A sizable 
portion of those who ought to know feel that the publicity—and es- 
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Gladys the beautiful receptionist 


—D. F. Raihle, vp, American Hardware Mutual Insurance Co., Minneapolis. 


“They’re worried about the account exec; think he’s lost interest 
because his ulcer has healed.” 


pecially the indications that the shows are indeed on the level—will 
help whip up interest in this particular form of telemusement. But we 
doubt it. 

There may be temporary increases in quiz show audiences, but we 
believe the investigations will speed up the natural process by which 
they are already moving toward oblivion. There are too many of them; 
they are too similar; and now that their internal mechanism is show- 
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ing, they will lose their glamor. 


But they have performed nobly. 


Entirely aside from what service 


they may have performed for sponsors or networks, there can be little 
doubt that—along with Russian sputniks—they have helped generate 
a new interest in mental dexterity in this country. 
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What They're Saying 


Ego Satistaction No Real 
Measure of Success 

It is my considered conviction 
that those of us in the applied arts 
are far too preoccupied with our- 
selves, far too subjective. Inasmuch 
as we are in arts whose ultimate 
forms are for the use of other peo- 
ple, it might be wise for us to com- 
pletely reverse our point of view 
to one of a good deal more respect, 
affection and, particularly, under- 
standing of the people for whom we 
are working. 

The fine artist is probably the 
only one who may completely pre- 
occupy himself with his own reac- 
tions. The results of his thinking 
and his feelings may be totally 
subjective. He may not make a liv- 
ing for himself or his family, but 
his ultimate audience is his own 
conscience and, in fact, he can only 
be true to himself if he works and 
thinks on this basis. 

Exactly the opposite is true of 
the craftsman, industrial designer, 
architect, typographer, etc. His 
greatest net worth tothe arts 
themselves is reflected in the joy 
and pleasure which others take in 
the function and beauty of the 
product he has studied and an- 
alyzed in their behalf. 

~—Dave Chapman, head of Dave Chap- 
man, Industrial Design, Chicago, in a 
speech before the American Crafts- 


men’s Council, 2nd Annual Confer- 
ence, Lake Geneva, Wis. 


Who Wears the Tattoo? 

A man’s decision to be tattooed 
has nothing to do with whether or 
not he is a sailor, his educational 
level, or his being drunk at the 
time. This was learned when a 
team of doctors at the University 
of Oklahoma School of Medicine, 
Oklahoma City, attempted to find 


out what the tattooed man is real- 
ly like. They wanted to know 
whether the average doctor’s pic- 
ture of him as an ex-sailor who 
was tattooed while drunk, or the 
virile character played up in cig- 
aret advertisements is nearer to 
the truth. After individual inter- 
views of 138 men at the Oklahoma 
City Veterans’ Administration Hos- 
pital, of whom 65 had one or more 
tattoos, the doctors decided that 
the usual idea of the tattooed man 
is not necessarily borne out by the 
facts. However, the tattooed man 
does differ from other men in a 
number of ways. He is more likely 
to have been divorced and the son 
of divorced parents. He is more of 
a rebel, has more trouble with au- 
thority, is more likely to have been 
in jail. Tests indicate that he has 
a greater tendency to have a psy- 
copathic personality and scores as 
more masculine. The tattooed man 
is no more likely to be in the 
psychiatric ward than elsewhere in 
the hospital. 


—Drs. Joe Yamamto, W. Seeman, 
and B. K. Lester, “Find Out What 
Tattooed Man Is Really Like,” Science 
News Letter, May 31, 1958. Reprinted 
in the July 26 issue of the Journal 
of the American Medical Assn. 


‘No Interest in Brands‘? 

The long term interest of both 
processors and retailers of branded 
foods requires that consumers buy 
the branded product frequently 
and then consume it so as to buy 
again and again. Many retailers 
interrupt here to say, “Not quite. 
We have no interest in brands. We 
sell all sorts of good food products 
and we make our profit on over- 
all volume, whatever the brand.” 


—Harold B. Rorke, Keyes, Madden & 
Jones, Chicago, in The Food Broker 
Magazine. 


Rough Proofs 


Southern gals have always been 
noted for beauty, charm and talent, 
and Miss Mississippi didn’t miss 
when her chance came in the At- 
lantic City Miss America competi- 
tion. 


Both Sheraton and Hilton are 
planning to get into the interna- 
tional credit card business, along 
with American Express and Din- 
ers’ Club. 

The Internal Revenue Service 
moves in a mysterious way its 
wonders to perform. 


“It pays to call in a business suit 
when you call on a business man,” 
says Business Week. 

It’s sometimes done, but it’s not 
considered good form to solicit a 
prospect on the golf course. 


Chrysler seems to be seriously 
interested in getting into produc- 
tion on a small car for the Ameri- 
can market. 

The principal problem seems to 
be how much you have to shrink a 
big car before it becomes a small 
car. 


There’s a new era in the adver- 
tising business. Jane Trahey dis- 
cussed frankly for publication the 
advantages and problems of oper- 
ating a house agency. 


There’s nothing wrong with that 
slogan created by Practical Build- 
er, “Sell like ’60 in ’59!” 


A new study by Audits & Sur- 
veys Co. for Sports Illustrated 
shows that while 92% of its read- 
ers watch sports, a hefty 87% are 
participants. 

Even the divot diggers could 
qualify. 


It’s an ill wind that blows no- 
body good, and the new postal rate 
increases have resulted in the Di- 
rect Mail Advertising Assn. adopt- 
ing a code of ethics and standards 
for the exchange and rental of 
mailing-lists. 


400 representatives of the con- 
suming public are going to Detroit 
early next month to give Ford their 
views on the ’59 line, and the com- 
pany will be greatly disappointed 
if they don’t agree there’s a Ford 
in their future. 


The usual debate is going on over 
whether advertising should be 
called a business or a profession, 
and the first job seems to be to 
make sure it’s a good business. 


After spending several harrow- 
ing years in the automotive busi- 
ness, Jim Nance is back in circu- 
lation. Maybe by now he would re- 
gard the appliance field as a quiet 
and peaceful vocation. 


“Psychologists hit subliminal 
ads as ‘chimera,’ laud clarity, repe- 
tition,” the headline says. 

From the viewpoint of a work- 
ing adman, these boys are talking 
sense. 


Copy Cus. 
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ANY WAY YOU LOOK AT IT, you get a clear ent on every page. Significant news and vital 
view of the news in The Inquirer. Fresh make- _ information, clearly presented, earn for The 
up, new format and dramatic type changes Inquirer highest readership in Delaware Valley, 


provide a readable, eye-catching first page. according to recent studies. And this readership 
And these important improvements are appar- extends to your advertising, too. 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


DETROIT 


The Philadelphia Mnguirer 


Constructively Serving Delaware Valley, U. S.'A. 


SAN FRANCISCO LOS ANGELES 
RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATBICK ASSOCIATES 
Penobscot Bldg. 155 Montgomery St, 3460 Wilshire Boulevard 
Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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Delaware Valley, U.S.A. —14 
county Retail Trading Area... 
home of 5,200,000 people... 
Philadelphio is the hub. 
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Advertisement 


HOW PEOPLE RESPOND TO LIFE 


| %& BANKSVILLE, N.Y. Since LIFE’sstoryon U.S. road- 
side inns, La Crémaillére restaurant has served 25% 
more customers; had to turn away many more. 
* NEWTOWN, CONN. When LIFE reported on Scrab- 
ble’s popularity in America, the game won thousands 
of new fans from Great Britain to the Belgian Congo. 
* BRIARCLIFF, N. Y. LIFE’s series of children’s par- 
ties—one featured a Briarcliff family—was so popular 
the ideas are being put into a book. 
* STAMFORD, CONN. A uniquely modern church, 
shaped like a fish, made the pages of LIFE. Now, 
2,000 visitors a week come from all over to see it. 
% WESTPORT, CONN. Writers, artists, advertising 
people ask so many questions whose answers can only 
- be found in LIFE, that library keeps complete LIFE 
; file—1,133 issues—refers to them constantly. 


These are just a few of the results LIFE brings every 
week. Are you using LIFE to get results for your product? 


“; 4 
ee 


How people respond to [i all around 


N the course of 13 issues LIFE reaches more than 7 out of 10 house- 
holds all around New York. 


These New York Suburbanites — homemakers, commuters, or people | 
who work right in their own communities—share a love of LIFE. No 
matter how busy their schedules, they follow LIFE’s exciting pages 
week after week. Alert, vital people, they invariably do something 
about the many things they see and read in LIFE. 


How does LIFE get such a loyal, active following every single week? 
The answer lies in LIFE’s unique way of handling the news. Nothing 
makes understanding swifter, interest livelier and response surer than 
LIFE’s picture reporting. 

Week after week, LIFE’s famous photographers bring the news 


By WILTON, CONN. 


POs Se 

Millions for a scent. Both N. Lee Swartout and Charles N. Granville, above,were 

commuters who yearned to work in their hometown. They started a perfume busi- Young success. “LIFE’s story about little Kathy Schaberg’s dancing debut 

ness and their extraordinary selling idea—wafting Angelique Black Satin and White at my school made such a hit that my pupils were invited to make countless ' 

Satin perfumed bubbles over Wilton—made LIFE. local performances and then to appear on highly rated TV shows. I was 
Says Pres. Granville of Angelique and Co., Inc., ‘After LIFE hit the stands, our asked to write two articles for a national magazine, invited to join a teach- 

switchboard was swamped for days. Stores everywhere, even overseas, asked us ing staff on the West Coast, and I had to turn down as many as 700 new 

to send merchandise air-express. The stores sold out completely during the three pupils in one season,” says dance master Phil Jones. 

weeks from then until Christmas, and in January our total sales volume more “As a result of this overwhelming response from our story in LIFE, I am 


than tripled. LIFE really put us on the map and gave us world-wide recognition,” revising my teaching program to accommodate hundreds more applicants,” 
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~@ routs, n. v. 
a 
Natural interest. In 1953, LIFE presented a four-color series on natural 
history. Out of it came a unique idea. 

An Ideal Toy Corp. official writes, “LIFE’s World We Live In articles 
inspired us to create hobby kits for building dinosaur skeletons which have 
been highly successful. We give LIFE full credit for the interest children, as 
well as adults, are showing in making these models.” 


§ NEW YORK 


: brilliantly alive for LIFE’s vast audience of readers. 

ree Take this swift, sure LIFE news coverage, add to it LIFE’s great 
series and feature articles—and you’ve got everything a reader could 
ask for... and hence, overwhelming response. 

The New York area stories on this page are just examples of the 
kind of exciting things that happen—and keep on happening—to the 
people and to the products that appear in LIFE. 

LIFE—9 Rockefeller Plaza, New York 20, N. Y. 


Only (8173 gets so much response... 


so swiftly, so surely 


@ SCARSDALE, N. Y. ' 


ee 


Spreading school idea. When Perkins & Will designed this unusual 14-class- 
room structure, LIFE pictured it in 1954. 

Says Dr. Archibald Shaw, Superintendent of Schools, “Virtually every 
day since the Heathcote School was in LIFE, architects, students and par- 
ents from all over the world have visited us, and we have attracted valu- 
able teachers.’ Architect Perkins adds,““We have more than doubled the 
size of our staff and we attribute a great share of our firm’s growth to 
the LIFE coverage of our buildings.” 
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rE} PARSIPPANY, N. J. 
. 
a 
Major attraction. ““When LIFE wrote up our batting range in 1951, it was 
the only such range in the world and the pitching machines used by us 
and the Major League teams were hand-fed. LIFE’s story created such 
demand for ranges, I invented the Automatic I.Q. Pitching Machine and 
started a full time business manufacturing it. 

“Today, it’s used by Major League ball clubs, and over 120 cities here 
and abroad have batting ranges. We recently had an order from Venezu- 
ela for 44 machines costing $1,475 each! And itall started thanks to 
LIFE,” reports John De Mare, I.Q. Baseball Machine Corp. 
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IN EL PASO— 
Building permits for the first 74 months 


of 1958 totaled $1 MILLION MORE than the 
entire record year of 1956. Yes Indeed— 
EL PASO is a FINE PLACE 


The Zl 


To Do Business. 


Morning and Sunday 


E] Paso Herald-Post 


Paso Times 


Evening 


Van Natta Suchy Baker 
ROYAL SERVICE—Jo Ann Suchy (Miss Warren County) has an alert 
servitor in Frank Baker, 1st vp of the Chicago Federated Advertising 
| Club and vp of Grant, Schwenck & Baker, during Miss Suchy’s 
| tour of Chicago sponsored by Formfit Co. Pouring coffee is the 
queen’s attendant, Nancy Van Natta. 
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NEW YORK 


New Medical Journal 
to Carry Ads for 
Warner-Chilcott Only 


New York, Sept. 9—The first 
volume of a new monthly medical 
magazine in which only the ethical 

|products of Warner-Chilcott Lab- 
oratories will be advertising was 
issued last week by the Warner- 
Lambert Pharmaceutical Co. 

Called World-Wide Abstracts of 

"i |General Medicine, the publication 
is edited by Dr. Morris Fishbein, 
former editor of the Journal of 
the American Medical Assn., and 
| Martinus W. Woerdeman, chancel- 
lor of the University of Amster- 
dam, and will be distributed to 
between 125,000 and 150,000 U.S. 
physicians and medical institutions. 


Ww 


= World-Wide Abstracts is a pub- 
lication of the Excerpta Medica 
Foundation, a non-profit oganiza- 
tion headquartered in Amsterdam 
me which publishes a series of medical 
journals that are subsidized by 
various international government 
and philanthropic agencies. 

The Warner-Chilcott venture is 
described as “not a gimmick or a 
house organ” but “a service jour- 
nal to the medical profession” by 
Elmer Bobst, chairman of Warner- 
Lambert Pharmaceutical Co. He 
said it would cost more than $1,- 
000,000 annually to publish the 
magazine. 
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If you’re looking for a place to plant ee 


a major promotional effort ...look to the pioneer “”” 


fr 


station of Western New York —WBEN-TYV. Here in 


WBEN.-TV land, national, regional, and local 


advertisers have found a fertile field for intensive 


coverage, penetrating results and sales impact. 


They have found that since 1948—your TV dollars count 
for more on Channel 4! It’s an important market, 
and HARRINGTON, RIGHTER and PARSONS, our 


national representatives have the details of the 
important story on how to cultivate it soundly 
solidly. Contact them or our Sales Department, 


mt Pea 
WBE N-TV CBS in Buffalo 


THE BUFFALO EVENING NEWS STATION 


PENNSYLVANIA 


POTTER 
OCoudersport 


The first issue contains 40 pages 

including a special article on cor- 

& onary disease by Dr. Paul Dudley 

; White, abstracts from articles in 

several dozen worldwide medical 

journals and _ seven-and-a-half 

pages devoted to advertising prod- 

ucts of Warner-Chilcott Labora- 
tories. + 


Goodrich Promotes Two 

James C. Richards Jr., formerly 
vp-sales of B. F. Goodrich Chem- 
ical Co., has been named vp-sales 
of B. F. Goodrich Industrial Prod- 
ucts Co., effective Oct. 1. He suc- 
ceeds R. V. Yohoe, who will become 
president and chief executive offi- 
cer of B. F. Goodrich Canada on 
Oct. 1. All of the companies are 
divisions of B. F. Goodrich Co., 
New York. 


Xe, 


Vogue 


advertises te reach advertising buyers 
in September 
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PLAN NOW... 
FOR 
BONUS VALUES 


Plan to be among the firms participating in 
INSTITUTIONS Magazine’s special-emphasis January 

1959 PURCHASING AND PLANNING ANNUAL. Your 
advertising in this top-rated issue will produce 

maximum sales results from those having maximum 

buying potential. 


Representatives of INSTITUTIONS Magazine will be 
happy to answer any further questions you have 
on this January 1959 issue of INSTITUTIONS Magazine. 


Send the business reply card below, TODAY. 
Or contact the INSTITUTIONS Magazine office 


nearest you. 


Advertising offices: 

Chicago, 1801 Prairie Avenue, CAlumet 5-4680 

New York, 110 East 42nd St., OXford 7-1660 
Cleveland, 913 Citizens Bldg., PRospect 1-0750 

Los Angeles, 2700 W. Third St., DUnkirk 7-7215 

San Francisco, 625 Market St., YUkon 6-0647 
Denver, Colorado National Bank, KEystone 4-1669 
Portland, 520 S.W. 6th Ave., CApitol 6-2561 

Atlanta, 1722 Rhodes-Haverty Bldg., JAckson 2-8113 


CLOSING DATES: Advertisements to be Set November 10, 1958 
Complete ates * November 20, 1958 


PUBLISHING DATE: In December to insure a full year of usability. 


Institutions Magazine 
1801 Prairie Avenue 


Chicago 16, Illinois 


Furnish me with complete information immediately on PURCHASING 
AND PLANNING ANNUAL, together with all possible market data on 


the $40-billion-a-year mass feeding, mass housing Institutions market. 
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Plus thousands and thousands of others who will plan for, purchase and use billions of 
dollars of Institutional products during 1959. 
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DOMINANCE. 


INSTITUTIONS Magazine’s January PURCHASING AND PLANNING ANNUAL is the 
dominant achievement of a dominant medium. If your advertising dollars must produce 
even greater sales in 1959, this unique, vital advertising medium offers 


+++ your most effective all-year opportunity to create product familiarity with the 
important buying and specifying factors in Institutions everywhere. 


+++ your most direct route to an audience responsible for the major portion of 1959's 
$40-billion purchasing and planning decisions in the mass feeding, mass housing 
Institutions market. 


To get the most from your advertising dollar . . . To secure for your product an increasing 
share of the ever-expanding Institutions market . . . Display your own product dominance 


with complete product data in the PURCHASING AND PLANNING ANNUAL. 


Dominance does make the difference—every time! 
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‘DOMINANT 1 " SHLES | POTENTIAL 
. rail PURCHASING AND PLANNING ANNUAL's 
audience is the dominant one for you—men and women 
who make the bulk of Institutions’ purchasing and plan- 
ning decisions. The decisions that can affect tremendously 
the sales and profit structure of your organization, The 
fact that this issue will be saved and referred to again 
; and again assures your advertisement repeated, all-year 

_ @kpesure among the dominant buying and specifying 


in the PURCHASING AND PLANNING ANNUAL thon in 
any other publication edited for Institutions. 


No question, the fundamental service of INSTITUTIONS 
Magazine's January PURCHASING AND PLANNING 
ANNUAL is to give advertisers new and added sales 
potential in the dominant Institutions market . . . it's timed 
and planned for every-day, year-round sales support. 
Concentrate your complete product story in the PUR- 
CHASING AND PLANNING ANNUAL to accomplish your 
most important job—selling for greater prone n 'S' 


more times, more thoroughly, 


id by more people, 


ry ‘ ’ - 
er DOMINANT. w mRecTORY SERVICE NT a 
tend EE de ks 
Z 3 ny 2 % 


Pg 


_ 


— Magazine's January PURCHASING AND 
_ PLANNING ANNUAL contains the only specialized-for- 


Institutions directory service available to Institutions’ pur- 


rr the 
facturers of these products. 
®@ An alphabetical listing of trade names of adver- 


—— _— chasers and planners. tised products used in institutions, together with 
a Institutions’ buyers, specifiers, their consuliants, designers the names of the manufacturer of each trade- 

wel w and suppliers, constantly need up-to-date information on eX product. ; 
, sources of supply. In the most complete form available, @ A Directory of Manufacturers containing the names 
4 they find in the PU®CHASING AND PLANNING and addresses of manufacturers whose advertised 


ANNUAL 's Directory Section: 


@ An alphabetical listing of thousands of advertised 
products used in mass feeding, moss housing 


products are bought and used in the $40-billion-o- 
year Institutions market. 


Here's information your customers and prospects will be 


and addresses of the a “ 


t Your Advertising Agency 


WHAT IS THE MARKET IN INSTITUTIONS 


e More than 500,000 individual units 


e Over 5,000,000 existing rooms requiring 
constant maintenance and refurnishing 


America eating 125 million meals away-from home every day 


7 

e $12 billion in new construction annually 
e $6 billion in remodeling, additions, etc. 
7 


Concentrated buying power—75% of the total sales market is 
controlled by 40,000 of the 500,000 individual units 


Power ‘59 sales with the year-round impact of the 
PURCHASING AND PLANNING ANNUAL— it goes 
where mass feeding, mass housing Buying Power is concentrated. 


esta blishmentay Under each product listing will 
wh. ae 4 ait : ‘te . . 


referring to throughout 1959 when prbades ond 


planning decisions are made. np 


a ae iy sat te Peer ear. Ww ry ha we ee wt 


makes the difference 


WHAT IS THE DOMINANCE OF INSTITUTIONS MAGAZINE 


More ABC-paid circulation 

More buying power readership 

More editorial content 

More 4-color and black and white photographs 

More advertisers’ sales messages 

More reader and advertiser merchandising, reference and 
inquiry services 


e More industry campaigns 
e More professional references 
e More industry contact and penetration 


..» THAN ANY OTHER PUBLICATION SERVING 
THE WHOLE INSTITUTIONS FIELD 
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| CONCENTRATE YOUR COMPLETE PRODUCT STORY IN INSTITUTIONS MAGAZINE'S 
MILITARY ts ei JANUARY 1959 PURCHASING AND PLANNING ANNUAL 
INSTALLATIONS = ae ae Me 


FE tit” ft 
; EQUIPMENT 
BUILDINGS ——TeALERS 


FURNISHINGS - MAINT 
— BUILDING PRODUCTS 


=o ia  @  —- BESIGHERS __ WHOLESALERS 


me: ak ue eet came onmaiiioes 2 ry eae Ree Ee rd, Solid ame ie gh Ls eran ; < ae it Sn. atenatacees 2 ; 
ee Paes, Al ee ak ee aS pe Oe Re NN Rea er aetna og eA yee RB 2 ak emma ta me cee : ; : A ti emetic 
; 4 ee = ‘a ten oa 
; i! ; bas ; : i i ea 
x f ¥ v. va ae oy. 
z ; a ; 5a ‘ Re oe: 
: ‘ i Y ; Se. ; ‘ F 
ee by, ; t 34 by ’ 
? . : 2 sf ‘ 
. ’ £ : ¥ 7 
Fi 2 # 
- E i a. 23 Te 
, . + >) 1 . i ps “ 
HOTELS 5 : MOTELS ee —_- RESORTS 
% “ nae 3 pa" - - 
5 ; : 5 . 23 : 
~ vy a 3 ¥ 3 s 
. y F K a i ‘ 2 ‘e 
- he ¥, 4 na z - are A 
¢ s ; : 53 : : ‘ 2 
2 < ‘ 4 nd Fed 4 4 , q < Ere ; 
Ri ae 4 “ky ne oe : PR yi ; A BST m 4 ay 
pel RT Sa ve. \S ¥. - SP PBs oy . 3 ea 
the 3 aT Mi “ pent ey b # ae ae 
ae a4 : hu ; Fs Re Ra vs = ay a ' Basin a ht See 7 Se 
i. + as ms ¥ ? cs as : he rs owen hye ~ ee io ae age es eo 
c 3 a a ; a ‘| f pa ; % “7 er 
a: ; — oo ; ay , : a : a ee oe ee. 
ee . Pe s q E 3 a be teen ibaa 
6 _ a — oe =e 
ps — on : . . ~ i es — «(| eee, 
ry V _ . ‘i > - DP “ Soa 4: ax 
= ae S SR : z, : ay 4 “ Ns A - OE. ne Reena. 
Fae t ; ie t i or r Gs cae is 
aren a i: : x % 2 - , a ‘4 ‘ oF Slee mo 
Sh ‘ eo . A bac’ ns Be: : : M5 De a: Uae 
rif ‘) ae, ; se : Te _ Ff , a pt ae 
Beste ; os be: ¥, 7 ; Be 16 i bm (a * 1 aoe ? 
ait 4 ee ae x s -¥ ae a y vies? ee 
sae *. ni * a ‘ : “oH ie sae ae aos 
cay. som a ‘ . ‘ " b ~ : 3 : 4 cr gS ri ‘Nae 
jal ie > ee WO ra pal : seals = ‘ i Bs g Te THe et ae Tig aie ae Ree er 7 ¥ ge «has ? ¥ iat os 
seta a - . pds Bd 4 . aa ee ta Fe + ae aa oo dk Onis a ne he Saye} he ed re Svat 5 ar) es 
mee . ~ ne "eae ate ue pe y A hes fst yan ae bd” aa om, : 
. . _ - Pare l 
™ ae 
#e 4 ¢ nee a . Si, ica { “e | Si irl. : igs 4 7 7% “ —_ . . eit aay 
ie iy - nS J wine oA os e ‘ jo, 2s ee oes eg 1 oe oe Se eS ae ae 4, Re SS mae ih 0 FE ae iin ee oe a a shes papers ee 
oa ; a “a ‘i < Be “ j A. eee ; " 7 f Pheer 
: . & _ oe — & = - fo 2 
ae i ° 5", ul > ys f De z Weer ae i ann. 
eee BS 3 ' 2 ; — i eG “At a a 
cu ; te ¥ : ; . ia i R Ha Se Se 
cae x ni : 5 ate 5 te Set te Ci My 
tae? ‘ : = 4 . 5 _— iF " Pei z ey Fen aE 
a : FOUNTAINS ; tf | o ae 
eee ‘ } A , : a 2 1 eye as ; 
Shia ‘4 : 3 : ‘ . x 7 ae “ > 3 : Pa ates 
ta | : a ia INSTITUTIONS ‘iis 
1 ¢ % ae OTe a 
. . a 7 a My a 4 : af Mae ore 
sigh a ra e ? 7 s as - 2 La {eee 
ia® ers, Tit Ta AED eee es Fo aly : ; na 2 x : aad he 3 tea oe 
Re , AEN eet SS eo eo ee as Sh eee f 
ah : oa é ’ Pe “ +e, ce, UI pe ee ag 
HOGS. rs 2 ee Banos ‘a ae " 
oa ~# ae se > rs as 
ba Seed amar ai ries —— —— ee ke 
= aes a4% mates ‘ i Rage te te a Sehe «4 ae eas Ce eee ah oe ifs sgt eS og el a ie ae 
By gh atts | ie ern = ee ey : i Oe oman % 4 ‘ y Spay - :: ak 4 ee ae a ; 
Si. b = Snes : se kaa as ae eee z a aw"? ny z 4 Pr ii lee 
cae i ry eg Ee a ig SU ; ii : ; Se re ioe aie 
ape oh Be aren es” aes ; = Fs : . wa 7 a snd 
ant! ‘ ‘s i Dy: a  caliele ae aE i < bys ; , Te * ‘ cs Amen i 
es oy pees 4 Da apg ae eee, Se : ar ' a + 4 7 
oy z "te Pe geet oe ie es Se ae 4 q “e es 4 { 
sues ; = se8 Pcs Mes ates aes wey, See eS ‘ . ae _— FF : “35 7 
a0 i ce a ty INDUSTRIAL 
nine ee ac Be de Toe : ’ “y 2 ‘ & * 
ae Sp ee 22 ee jt F 2 — oy 4 
a _ a a : CATERERS = A 
ie : a a ee ; i ; . st eae 
peg fe aie ae “a eh As ok 3 om SS et? J eae ory ee RE cy . og Se Cee. 
i> b. Fy LPS eer Ps rr: ‘ at Py rt’, Rae Se ae: ere tiae pera Bett mee 7 3 . : ” s 1 pe eg 
ze 3 : pee 2a 6 eal le ‘ nike ; Retin les : a 7 Et. as Oa Sass, og 
b Kae oles Es ee aaa ine ap gs a Bis ¥ , Gs ; Eee 
i D ae Se eee a “e 2 Bi, ™ 5 — oo dai 
. . : Ra Spateghe ae ge eae ‘ Tyan 4 . r ties eaten it 
3 ; oe rae TO aa ae ey ae f ; be A a ase Se ee 
: } “ i Sarena are Boy ats nin ie: Try" : f p 7 Sai cag ag uN 
; oy 5 ea, ae te ae ae ‘ z. . & ‘ eee ee 
; " F 2 3 a es fr : . on y - few ny f bd Gane ie 
b iy pre Sea anaes rst Sa 7 : ; ; ‘ae : f 2 Pe 
i ape 5 ve Bes ae ae ae Sex a ia ¥ 4 Se teas 
¢ ae x tha 4 hea ae 3 ATW F, nl : Sit Pokey , 
oe o ae | M PAC | Saas at eee er iu ; 3 ; ‘ ; ; set aes yates 
3 died a A aa aa pike es ‘ dig £ ea 3 ie i ge ft 
ao : Rid eu we oe ae Sine age Pe ate ‘ i : Pack re 
y= ae rat Wes co a, vee Es is ae ree es ee Pgh PES eS Si Baer ‘ CNS ear MC Bue Se 5: 
ad ape es ie iti - ei ae 7 epee " fait nf 4s s ate Be See u ‘4 = hee ope 
ha Bee cc ee ae a a eee at 
eet, soar Sint, sl gr ea eS See BSA ce phe SI La ee ee SE ee ee 
ir ai» Te oe ee peer Fe AS ee iis AEs etl ; i ie ere i eo mee 0 
= ARS ee 3 ae, aie) ati Ee oad ‘ ee thieg ies § bl eS ace akan 
od ; $ “2 y rs ; roa he : 
! — a im i . : 
} sae Seer erty AIRLINES ; #e a a R 
« ku iar. ” . a oh WN ee eats 
ks = re ey : = ‘ . i i 
re J ? % rt " 
et iy : 8 ‘ * Fe a : s 
q a od. if . & . : 8 
i, - * ae bo oe ga Bee ‘ = . a : r 
x so Ene ph Pe ; Meh avs ; aes 
PS No Re A Re Ree ' Mawennia aks" 
Se MSIE, Oo: (ke i, Oe eae Rae ee i 
sak Ne eae Te | geen an io oz ¥ Ba 4 
OES SA ee ae ee > OAR a ‘ Se Se ile 
a - nba SeR IVS, | 
7 So i, SR aa ir 
e Pen ae) “ay 
ie i ne ee 
Batis wes m4 MA oe 
: cea a" D ee 
a eee Ps a oe 
a om 2 A gay a ae 
i — aes — 
ii kent Saja 
¥ a f bins J e x Cf STN. e mo. fnrreo tn Tnetit, air Ss oe Re ae 2 teres 
é Py. 4 oo api Sis ne Gr pl 5, ot ee 2 , een (JOTCE lO £ ee OS ‘ 
: % 3 Be ae ailady Moan ie cea creamer e ( 22  N aN carte to Se i ans hy Na MMi SEE kn bh ae in ys SO rae ee ie 
: q Sa seroma creme TM A oe ig ee a SB, canta ah ih ndaa a 4 epee ee Sh ahs; 2 Ate. 
COE eR ORM ar ee 
——— iets ae 
2 Le Par ae rps Pie i . Secwieeatonta: vi 
’ a te S iaebin as ” ¥ i see Se re ; a hal a 
satin asn On , pies: pales a Mane. 2 pe its ay aC Men) Sy Ne a Ea ek Sait: ¢ aie ERE eet > Easy aed ete 
" Ta = OR a, " R es : z PRE a oe dk tate Sy eats PEE Be a sh epalt 
at Coad oa ee ae s — io ; — i ; om Se Saad 
ane DERN I oes Se . OSig tn ee wade : wa E “gy co Ree % : i 
; oy bs hy a re | en institutions | te Bo *, a ee 
a 2 I aa ee ene a bai Sh ala ae oe <a ; - : a 
~— $40-billion-a-vear | Ing an f = mS, Hs 
i othe Sbeul se . : ‘ ‘4 ‘ = 
Planning decisions are made for | ; |e [. @ 
es ectsions are made for : > © re bs 
od ie eae - _ a a ; ane, Ae 
m - eas a4 +e ei Ate Sa ee Be 
FOOD + FOOD SERVICE EQUIPMENT — » @ s pre 
) - an pin es oo ee  - 
a i ok aa ae y MN f ae 
( : en e Bets a mes i | i : * ‘are 
Par a E baa git eae Pik ae ; Pee. : a 24 - : i re 
Cy Se A Wieegas a Tae : : : : ; é ~ ; bee 
: Pe it te OP 4 - a oe NR © : “4 See Bg? OR MES ate ay fe Ce POLS eae OE Ree ea ean 
. . caer . ren . aa be ae Risen ere ee | ee Mead an y: a ye Ye 
oe Par ee ree: ie See LS eee x 7 Pe ae 8 fy Se Lis x ‘ oa 
2 ’ ‘ as) nts : “ th x Aiken Oya FA Vt Mirena e Sp 4 e Ac hy eee) ee ak ae eames vara SST So oe ‘at 5 
oe r. 3 a , ee Sak, ‘ ca , 4 
ay 3! ; i iad » a” = eee ue “ ag J 
CONTRACT = i: a - S a § | 
; u é th. ft : Pa E os ~ Mee : ae a ge 
ff i ion i FOOD | 
* + b 
as BE | 
a 2 fe BS ¢ 3; 
: ei — @ -_ @ 4 
3S oe ie ; . ; Ss 
Ss ain i? was | fe ee | = @ 
* . wi y Z a! 
Eipine Pes, ae 
Otome nee 
: 4 ; oo ~ pel ae hata ce a 
4: na yD Sal et ae Fa on 2 = J is eA a io ¢ ay & 5 7 | a = Ae eerie 
ee ie ee ee ee Uae mar eeeemene ee ee ee ne See tone aa ee eae ae ‘ ae ee 
Nit galt rr ee nee er ee Neh eR. |. eres ena Bl kaa RTT ey A ate egy = caged e i ee  re ieR okoee r Pne ae mpeae uta, Ry er 
ee Ree rut pe a ae, aaa. cm, hues i ie pans aes eC ataracammamrm a ica anc +e ee ifaar ra Psa yg ete vet ah ae poe ieee. sh hanya eed ie RU OPPS ac las We Ca Sore <n Loe 
Set eens (ts Oe al eh aan ‘hey Borsa, eer ata ae yy ee / ET ee Ni Senge 0. gh es a a 
NG Sc es ART hes Ae 6 ll SS Ce ene ae tale sa Voge Re SEE RN es iene et PON SD a so errr re 
5 ie ami hg 29) om ee gl pit intend teat LP: i Cogiiiy See, ee a RS te 
Bean, eR ae Dy eae a TRY RE Do ces CER A Soy rae merges ee 
a on Ae 3 ma ve eg eet 


Advertising Age, September 15, 19 


Business Papers’ Ad 
Linage Hit 1958 
Low in August: ‘IM’ 


CuIcaco, Sept. 9—Business pub- 
lications’ advertising volume, with 
the exception of one class, dropped 


to all-year lows last month. Pub- | 


lications in the industrial group 
are the exceptions, showing a 
slight comeback from their July 
low. 

Totals at the end of August, 1958, 
show a drop of 11.1% (36,848 
pages) from the volume reached 
at the end of the first eight months 
of 1957. Total pages for the month 
of August dropped 15.4% (5,756) 
below the same month last year. 
These figures represent the com- 
bined volume of over 320 business 
publications reported monthly in 
Industrial Marketing. 

Export publications, after hold- 
ing their own for one month, 
dropped sharply, showing an Au- 
gust decrease of 19.2% (256 
pages). The year-to-date percent- 
age dip is only 6.8%, representing 
a 707-page loss. 


® Product news publications, con- 
tinuing the slide started last June, 
are down 10.7% from the volume 
achieved in August, 1957. For 
the year-to-date, this group has 
dropped 3.9% (775 units) from 
last year’s total of 19,703. 

Moving up from last month’s all- 
year low, publications in the in- 
dustrial classification this month 
hold second place for the biggest 
loss. Down in August by 16.6% 
(4,267 pages) from last year’s 
monthly figure, on a year-to-date 
basis these publications were off 
13.4% (30,679 pages) compared 
with the August, 1957, total of 
228,242 pages. 

Class publications last month 
dropped to their lowest point this 


year, showing a 6.3% (196 pages) | 
loss for the month of August. This | 
compares with a 0.1% (30 pages) | 


decrease in the year-to-date vol- 
ume reported at the end of August, 
1957. 

Publications in the trade group 


dropped 16.0% (785 pages) in Au-| 
gust and were down 10.4% (4,657 | 


pages) from the 1957 eight-month 
total of 44,578 pages. + 


‘School Exec’ Finds BPA 
Audit ‘Tough, Definitive’ 

The School Executive, which an- 
nounced last week that it is adding 
a BPA audit on top of its present 
ABC audit, has reported it is find- 
ing the BPA paid circulation audit 
to be a “tougher, more definitive 
audit than the ABC check on cir- 
culation.” 

G. W. Harris, circulation di- 
rector of Buttenheim Publishing 
Co., publisher of The School Ex- 
ecutive/Educational Business, said, 
“We're not permitted to do certain 
things with BPA that we always 
have done wih ABC... and there 
is no such thing as a ‘miscellane- 
ous’ category with BPA.” The 
School Executive will continue its 
100% paid circulation policy and 
its membership in ABC. 


McDonald-Thompson Moves 

McDonald-Thompson, publishers’ 
representative, has moved its Port- 
land office to larger quarters at 
1423 S. W. Columbia Ave. 


TV Guide 


advertises te reach advertising buyers 
in September 


ww & 


P aes 


58 
American Optical Adds F&S&R 


American Optical Co., South- 
bridge, Mass., has appointed Fuller 
& Smith & Ross, New York, to han- 
dle its ophthalmic division and all 
national consumer advertising. 
Sutherland-Abbott, Boston, the 
previous agency, will continue to 
|handle advertising for the safety 
division. J. G. Kelly Co., Buffalo, 
continues as agency for the instru- 
ment division. The move was 


made, according to the company, 


because of the recent changes in 
its merchandising concept which 
places heavy emphasis on national 
consumer advertising. 


KH] to Broadcast Rams Tilts 
KHJ-AM, Los Angeles, will 
broadcast all the pre-season games 
of the Los Angeles Rams foot- 
ball team. Six games will be 
broadcast, with the following par- 
ticipating sponsors: Falstaff beer, 
through Dancer-Fitzgerald-Sam- 


ple; Farmers Insurance, through 
Honig-Cooper, Harrington & Min- 
er; Jim Clinton Stores, through 
Milton Weinberg Advertising; 
Simca Dealers of Southern Cali- 
fornia, through Vanderhurst Ad- 
vertising. 


Plantations Advertising Moves 

Plantations Advertising Co., 
Providence, R.I., has moved to 
larger quarters at 340 Weybosset 
St. 
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GOOD NEWS 


for every sponsor or producer of 
films, TV commercials and _ pro- 
grams, trade shows . . . the Inter- 
national Screen Production Hand- 
book that tells who’s who, where’s 
what and for how much in every 
important production center. For 
details write 507 Fifth Ave., New 
York 17, N. Y. 
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DYWNA-SOAR « «« derived from Dynamic Soaring—stands for a 
revolutionary Air Force vehicle for which preliminary 
design contracts are now being awarded. It will rise 
like a ballistic missile, then glide around the world 
in a series of skips at speeds in excess of 17,000 
mph. Depending on both centrifugal and aerodynamic 
forces for its lift, it will be an orbital reconnaissance 
and strategic bombing system, and a vehicle to 
further exploration of outer space. 


Like other developments in Space Technology, 
Dyna-Soar, even though not scheduled to fly until the 
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SPACE TECHNOLOGY encompasses all 
of man’s efforts devoted to the explora- 
tion of the universe, from his attempts to 
understand the basic laws of nature and 
the darth, to travel by men and machines 
throughout the solar system and beyond. 


Man and his machines . . . aircraft —missiles 

—space vehicles .. . are based on earth, 

and must deal with the earth's environment 

in order to reach these distant goals. : 
They must, also, deal with hostile, unknown 

environments. 


Space Technology, therefore, includes 
every discipline of the physical and life 
sciences and every facet of engineering 
necessary to translate these sciences into 
successful flight through space. 


Sell Today the Market of Tomorr 
1960's, will affect thousands of buying decisions : = a visi 


tomorrow, next week, next month. AVIATION WEEK 

anticipated this kind of vehicle in its March 18, 

1957 issue—has also described it in other technical 

articles—in the November 11 and December 16 issues 

of last year, and in the “Research for Space” edition 

of June 16, 1958. ¢ | 

The most authoritative source on Space Technology, , 
AVIATION WEEK is also your most effective advertis- A McGraw-Hill Publication @ @ 
ing medium to the entire Aviation industry including 330 West 42nd Street, New York 

the multi-billion dollar Space Technology market. 
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THE ALLEN-KLAPP 


ONS OF The 


FIRST 100 MARKETS 


with 56 % population on the Illinois side 


Two Evening Newspapers that 
Cover 3 of the 4 Quad-Cities 
without Duplication — Full 
ROP Color Available Daily! 


Advertising Age, September 15, 1958 


BurFraLo, Sept. 9—S. M. Flick- 
jinger Co., supplier to more than 
700 independent grocery stores, 
has pointed to its recent sale of 65 
carloads of Scott Paper Co. prod- 
ucts as an indication that inde- 
pendent food merchants can com- 


pete with chains in moving 
products in quantity. 
The Scott sale—worth about 


$500,000 retail—was the largest 
single sale of household paper 
products in grocery industry his- 
tory, Flickinger said. E 

The wholesaler serves stores in 
central and western New York, 
northwestern Pennsylvania and 
/eentral and northeastern Ohio. In- 
cluded are 650 Red & White Stores, 
/19 R&W Supermarkets, 17 Super 
Duper Food Centers and five 
Lucky Dollar Markets. 

Promotion for the Scott sale in- 
cluded page newspaper ads in 33 
dailies and 50 weekly newspapers. 


Bg ea ad Set a 


KENTUCKIANA’S 
MOST HONORED STATION! 


WHAS-TV 


LOUISVILLE 


As a member of society, WHAS-TV pulls 
out all the stops. Viewers have learned to 
expect the BIG effort from WHAS-TYV. 

Twelve national awards have been won 
by “Operation Cancer,” “Inside Our 
Schools,” “Crusade for Children” and the 
“Good Living-Maternity Series.” 
WHAS-TV cervical cancer series won 
McCall’s top 1957 Award. 


iFitis BIG 


anD IMPORTANT, 
i’s on WHAS-TV 


highway safety, atomic attack and local 


air power; weekly programs such as 
“According to the Law,” “Let’s Look It 
Over,” “Lure of the Library” and “What's 
Your Question?”; documentaries on can- 
cer, slum clearance, heart, blood and 


A obesity ... have convinced Louisville area 


Special series on the state legislature, 


Your Advertising Deserves WHAS-TV Attention . . . 


WHAS-TV 


Fishie 


Foremost In Service 
Best In Entertainment 


Co eens UE eae TS, 


viewers that if it is BIG and IMPOR- 
TANT, it’s on WHAS-TV! 


with the ADDED IMPACT OF PROGRAMMING OF CHARACTER! 


WHAS-TV CHANNEL 11, LOUISVILLE 
316,000 WATTS — CBS-TV NETWORK 
Victor A. Sholis, Director 


Represented Nationally by 


HARRINGTON, RIGHTER & PARSONS, INC, 


| used 


aes cu 


Wholesaler Pushes Paper Goods for Stores, 
Calls Promotion Key to Vying with Chains 


Television spots were used in Co- 
lumbus, O., and radio spots were 
in Buffalo, Syracuse and 
Jamestown. Handbills supplement- 
ed the drive. 


s The bulk purchase was an- 
nounced Aug. 22. Many of the 
stores which bought the paper in 
carload lots reported sellouts by 
the end of the month. 

Intensive in-store display and 
promotion were put behind the 
sale, and several stores decorated 
boxcars or trucks with signs and 
did business at railroad sidings or 
parking lots. 

“If independents will work co- 
operatively, they can compete with 
the chains,” said Hil C. Olney, 
exec vp of Flickinger. “Independ- 
ents already have a flexibility and 
autonomy which no chain organi- 
zation can enjoy. 

“In years past, I am sure, the 
growth of chains was in no small 
part brought about by in-store 
promotions,” he said, indicating 
that the independent grocer today 
is “learning the value of strong in- 
store promotion. 


= “We know the independent store 
owner doesn’t have to be a giant 
supermarket to compete with the 
chains,” Mr. Olmey said. “We be- 
lieve the independent operator can 
make his 5,000’ store do almost as 
much work as the store twice or 
even three times that size.” # 


Hoffman Forms Agency 

Robert P. Hoffman, former ac- 
count executive in the San Fran- 
cisco office of Kenyon & Eckhardt, 
has established Hoffman Advertis- 
ing Agency, with offices at 820 
Pacific Ave. Hoffman’s initial cli- 
ents include the Belfast franchise 
division of Belfast Beverages Inc., 
for Schweppes, Belfast and Mug 
root beer; the Stauffer Home Plan 
for northern California; and 
Macy’s radio-tv advertising. Hoff- 
man will handle the Belfast ac- 
count advertising in all of the 11 
western states and will soon open 
a Southern California office. 


Thomann, Belding Publishers 

Louis F. Thomann, formerly 
western editor of Printers’ Ink, 
and Don Belding, retired from 
Foote, Cone & Belding, have 
formed Grizzly Publishing Co., 
which will own and publish the 
weekly newspaper, The Grizzly, at 
Big Bear Lake in the San Bernar- 
dino, Cal., mountain area. Mr. Tho- 
mann is editor of the newspaper. 
He will continue operating an edi- 
torial service, and as field editor 
of Western Advertising. The Griz- 
zly has been published for the past 
17 years. 


Ellis Promotes Island 

Robert Ellis, formerly with Car- 
son/Roberts, Los Angeles, has 
been appointed manager of the 
chamber of commerce and public 
relations director of Avalon, Cata- 
lina Island. He will head a drive to 
double convention and resort busi- 
ness on the island. In Los Angeles, 
he also was with the Daily News 
and Columbia Broadcasting Sys- 
tem. 


Baby Talk 


advertises to reach advertising buyers 
in September 
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Portland retailers watch the women go buy. 
That’s why they use the newspaper that 
reaches WOMEN. Last year they placed 
4,193,367 more lines of advertising in 
The Oregonian than in the 2nd paper. 

They know there’s more buying when they 
use the newspaper that’s big as all Oregon 
... The Oregonian. 


How big is the Oregon retail market? 
Almost 2%-billion annually .. . that’s double 
Cleveland and almost 3 times Atlanta! 


the Oregonian 


Portland, Oregon 


leads in retail advertising 


Largest Circulation Newspaper in the Northwest 
231,829 Daily; 295,740 Sunday 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Statement, 6 months ending Mar. 31, 1958 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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- 
2nd Parce 


1947 
Daily Circulation 


1957 1947 1957 
Total Advertising 
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NOW! wea ano 


The complete, low-cost services of 


DOOLITTLE & CO. 


Photo-Offset Printing * Offset Plate Making 
Planographing ¢ Addressing Typewritten and Mechanical 
All Letter Services * Complete Bulk Mailing Services 

Premium Redemption Service ¢ Processed Letters 


A complete direct mail service backed by 38 years’ experience, 
providing the maximum in service, speed and economy. 


DOOLITTLE & CO., INC. 
320 N. Dearborn St. 6-8 W. 20th Street 27 Calendar Ave., 
Chicago 10, lil. New York 11, N.Y. LaGrange, Iil., 
SUperior 7-1722 CHelsea 2-6092 FL 2-2433 
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Frederick Boyd, 72, 
Former Union News 
Official, Is Dead 


New York, Sept. 9—Frederick 
Cc. C. Boyd, 72, a director and 
former vp of the Union News Co., 
died Sept. 7 after surgery at Or- 
ange Memorial Hospital, East Or- 
ange, N. J. 

Born here, he left school at 13 
to become a printer’s devil. He 
was a traveling salesman at 17 
and an executive in a dry goods 
concern at 23. In 1919 he joined 
Union News Co., subsidiary of 
American News Co., as a depart- 
ment manager. A few years later 
he was named a vp and contin- 
ued with the company until his 
retirement in 1946. At his death 
he was a director of both Union 
News and American News. 

During the depression Mr. Boyd 
was on the board of the National 
Recovery Administration, and 
during World War II, he was with 


REASONS 


WHY THE POST 


IS YOUR 
BEST NEWSPAPER BUY 
IN HOUSTON 


1. Highest readership 


according to studies by Daniel Starch & Staff. 


The Post is read more by both men and women than any other Houston newspaper, 


2. All-time high in circulation 
Another all-time high record in weekday and Sunday circulation has been set by 
The Houston Post: Weekday: 216,309 . . . Sunday: 225,374. 

3. First in retail linage gains 
The Post has shown an increase in its share of total retail and general advertising 
linage each year for the past five years. The Post was first in full run daily retail 
linage in May, June, July, 1958. 

4. Sixth in the U.S. in circulation gains 
The Houston Post ranked sixth in the nation in daily circulation gains during the 
period of March 31, 1957 to March 31, 1958, according to Editor & Publisher, 
July 5, 1958. 

5. People pay more to read it 
Texans pay $279,000 more yearly to read The Houston Post. The Post’s monthly 
subscription rate is 20 cents higher than that of any other Houston daily. 

6. Southwest’s most readable daily 
During the past five years The Houston Post has won 65 state-wide and national 
journalistic awards. Time Magazine (Feb. 24) called The Post “the Southwest’s most 
readable daily”. 

7. Top coverage of the South’s largest market 


to The Post. 


W. P. Hobby 
Chairman of the Board 
Oveta Culp Hobby 
President 


Your advertisement is seen by more Texans in The Houston Post than in any other 
morning newspaper. In Houston, the South’s largest market, the growing trend is 


the Office of Price Administration. 

He was a numismatist of note; 
his collection of U.S. gold, silver 
and copper coins was considered 
one of the finest private collec- 
tions. His interest in books on 
coins led him to underwrite pub- 
lication costs of several important 
books in this field. In 1937 he was 
asked to appraise the huge coin 
and paper money collection of the 
late Col. E. H. R. Green, son of 
Hetty Green of Wall St. fame. 

He was life member No. 5 of 
the American Numismatic Assn. 
and a fellow and benefactor of 
the American Numismatic Socie- 
ty. He served several terms as 
president of the New York Nu- 
mismatic Club and was a con- 
tributor to the Yale University 
coin collection. 


CHARLES H. SAPPER 

ERIE, Pa., Sept. 9—Charles H. 
Sapper, 38, vp in charge of the 
Erie office of Lando Advertising 
Agency, died Sept. 4 in his home. 
Mr. Sapper joined Lando in 1954 
and was promoted to vp just two 
months ago. Prior to joining the 
agency, he spent more than 10 
years in the industrial and retail 
fields. He had served in manage- 
ment and sales executive positions 
for rubber and steel manufactur- 
ers. 

A native of Pittsburgh, he was a 
graduate of the University of Pitts- 
burgh. He was a veteran of World 
War II, and served as a warrant 
officer in the U. S. Army from 1942 
to 1946. He was a member of the 
board of directors of the Sales Ex- 
ecutives Club of Erie. 


GEORGE J. COBAK 

AKRON, Sept. 9—George J. Co- 
bak, 49, president of the Cobak- 
Jessop Advertising Co., died of a 
heart attack in his home Aug. 23. 

Mr. Cobak had been an account 
executive with the Jessop agency 
since 1947. In June, 1957, he pur- 
chased the 24-year-old company. 

Born in Glassport, Pa., Mr. Co- 
bak had been a resident of Akron 
for the past 20 years. He attended 
St. Vincent College, Latrobe, Pa., 
and had graduate courses at the 
University of Pittsburgh, Duquesne 
University and Carnegie Institute 
of Technology. 

He also studied at the University 
of Akron. He was associated with 
the Pittsburgh Press in 1927 and 
later worked on the Akron Times- 
Press and other Scripps-Howard 
newspapers. 


‘Give Better Electrically’ 
Tag Prepared 

Live Better Electrically’s Christ- 
mas promotion, “Give Better Elec- 
trically,” will include an official 
tag produced by the tag and label 
division of Roth- 
child Printing 
Co., New York. 
The red and 
green die cut tag 
resembles a gift 
box, is designed 
to remind the 
buying public, at the point of pur- 
chase, that electrical gifts are “a 
wise choice for Christmas.” 

The kick-off of the campaign 
will be a “dutch door” ad of ten 
14-pages in The Saturday Evening 
Post, Nov. 15 (AA, May 5). 


Tourist Court 
Journal 


advertises to reach advertising buyers 


in September 


es . is : 4 -- a ie a = a ree =.= Zz . P a ree : sl 4 : F Z eos hig a d * Sab: < i 2 = = a o pee, tee E aa ba es - -s 
| - | m 
| ae 
: MORE ; 
ge s 4 
" eaiESS © : 
ios y ‘ S 
ae . 
ves — —— | - 
Ss cisiaitelil jig 
s + 
ve | 
= . 
; 5 | " 
| ~ 
a 
es | 
FP | : 
ee * 
oe | | 
aa | : 
i : 
me 
| Pe: 
Ss ; 
i 
7 
4 
oe : - 
B} THE Houston Post 
Ai 2 bd 
: : BY LUHISCOVDE 
7 Represented Nationally by Moloney, Regan & Schmitt 
| ca a eee i ; ae 2 See si eae he SCC 5 ii ia a od sok in ae : 
Se $ = 


Through half-inch ads 


one school building grew to twenty 


Small-space advertisements can pull like trac- 
tors—when they are powered with the right words 
run consistently. 

Example: Back in 1936, a technical school began 
the use of Ayer-prepared ads. Student body, 200. 
Buildings, one. 

Today this school has 2000 students and 20 


N.W. AYER & SON, INC. 


buildings worth $5 million. Its president estimates 
that 60 per cent of the enrollments came from answer- 
ing advertisements in magazines. 

In the educational field, as elsewhere, word gets 
around about Ayer successes. Already, over half of 
the private schools which advertise nationally do 
so through Ayer. 


Philadelphia + New York + Chicago + Detroit 


San Francisco + Hollywood + Boston + Honolulu 
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In the of! precduction, 


@lrillitag exploration market, 


WORLD OIL consistently offers 
WORLD OIL 


you greater coverage 


through specialization. 


GULF PUBLISHING COMPANY F.0. BOX 2608 HOUSTON 1, TEXAS 


A 


Ward, Frojen Adds Champale 

Champale, Los Angeles malt 
liquor company, which bottles un- 
der that name, has named Ward, 
Frojen Advertising, Los Angeles, 
to handle its advertising. The liq- 
uor, which is sold throughout Cal- 
ifornia, will be backed with an ad 
campaign in radio and tv in the 
Los Angeles, San Francisco, Sac- 
ramento, Stockton, Fresno and San 
Diego markets. Bob Culbertson 
Advertising recently resigned the 
j/account. Ward, Frojen has moved 
to new quarters at 3350 Wilshire 
Blvd. 


Cowles Boosts Webber 

| Harold H. Webber, vp and board 
|}member of Cowles Magazines Inc., 
|New York, has been named presi- 
dent of Home Reader Service Inc., 
an affiliate of the company, a new 
post. Prior to joining Cowles, he 
was exec vp of Foote, Cone & Bel- 
ding. 


F. P. MAXWELL, DELTA POWER TOOLS 


HOW DELTA USES 
THE YELLOW PAGES 10 
PIN-POINT ITS 1,000 DEALERS 


“This and all Delta ads carry the line ‘Look in the 
Yellow Pages of your telephone directory for your 
nearest franchised Delta dealer’,” says F. P. Maxwell, 
Vice President, Delta Power Tool Division of Rockwell 
Manufacturing Co., Pittsburgh, Pa. 


“We can design a power tool that industry and the 
public need, and arouse interest in it through national 
advertising. But the final and most important step is 


Z fe eg Drill presses, circular 
telling the prospective customer where he can buy it. ann ons inthe, grind, 0 © Ete 
“ec . cut-off machines, radial 
At present, more than 1,000 dealers are listed under saws . . . home workshop power tools. 


the Delta trade-mark in 276 directories. Trade Mark 
Service is extremely successful and plays an important 
part in our marketing program.” 


Do you want to pin-point branch offices, distributors 
or retail outlets for prospects? Call your telephone 
business office for information! 


Ou 


DELTA DEALERS like William K. Toole Co. 
Pawtucket, R. L., cash in from Delta’s 
advertising by being listed under its 
trade-mark in the Yellow Pages. “This 
attracts the prospects who look for the 


Delta brand,” says William K. Toole II. 


DELTA POWER TOOLS 


Low-cost. high-production 
metalworking and wood- 
working tools for industry. 


“WHERE TO BUY THEM” 
INDUSTRIAL & HOMECRAFT 
EALERS 


K 
aes eae PA wtucket 3-9000 


THE DELTA TRADE-MARK and cealer listings 
in the Yellow Pages of 276 telephone 
directories help dealers benefit locally 
from Delta’s national advertising. 
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New Products Catch 
Farmers’ Fancy, 
Survey Reveals 


Des Morngs, Ia., Sept. 9—Accep- 
tance of new-fangled products 
continues to grow down on the 
farm—in Iowa, at least. 

The 1958 Iowa Brand Inventory, 
compiled by the Des Moines Regis- 
ter and Tribune, reveals, for in- 
stance, that 80.5% of Iowa farm 
families are consumers of cake 
mix, 56.1% of electric skillets, 
58.6% of instant coffee, 36.7% of 
powdered milk and 89.5% of lip- 
stick. 

A sample survey using 5,000 
city-town families and 2,000 farm 
families, all subscribers to the 
Sunday Register, was used for the 
pbrand inventory. 
| Besides revealing the trend to- 
| ward modern products in rural 

Iowa, the survey shows Iowans are 

ahead of the U.S. average in use 
of such items as clothes dryers, 
|food freezers, television sets and 
| electric shavers. 


® The bulk of the sixth Iowa sur- 
vey is devoted to brand prefer- 
ences among 167 products, includ- 
ing food and household items, to- 
| bacco products, drugs and toilet- 
'ries, home appliances, automotive 
| products and farm equipment. 

| The study gives a breakdown on 
brand preferences among city- 
town respondents and farm re- 
spondents. 

| Trends noted in the survey in- 


'clude the switch to filter tip cig- 
jarets. Percentage of subscriber 
| families using king-size filter cig- 
|arets jumped from 26.9% in 1956 
|to 39.1% in 1958. Use of liquid 
| detergents continued to rise, gain- 
|ing acceptance in 69.1% of the 
| households. # 

| 


Harlan & Steedman Adds 5 

Harlan & Steedman Advertising, 
San Francisco, has been appoint- 
;ed to plan and direct advertising 
|for California Ink Co., San Fran- 
| cisco. The agency also has been 
appointed to handle advertising for 
E. W. Bennett Co., San Francisco 
| producer of Brilliantshine metal 
| polish; E-H Research Laboratories, 
|maker of electronic instruments; 
| Sleep Shade Co., all of San Fran- 
cisco, and Lindsay Ripe Olive Co., 
Sacramento. 


Fein Forms Sales Service 

Louis S. Fein, formerly manag- 
er of the western sales division of 
Macfadden Publications Inc., has 
formed Newsstand Sales Service, 
52 Beaumont Circle, Yonkers, N.Y., 
to assist individual publishers in 
sales and promotion plans. 


Schmidling Joins Fairall 

J.T. Schmidling has been named 
an account executive of Fairall & 
Co., Des Moines agency. He for- 
merly was with Western Advertis- 
ing Agency, Chicago. 


Burke Joins Wyble Agency 
George Burke, formerly public 
relations manager of Proctor Elec- 
tric Co., Philadelphia, has joined 
Gene Wyble Advertising, Millville, 
N.J., as an account manager. 


Boston 
Herald Traveler 


advertises to reach advertising buyers 


in September 
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outdoor 
says everything 
Butternut has 


Poster designed by Schmidt Lithograph Company 


My. E. B. Hueter, Advertising Manager, 


te = Interstate Bakeries Corporation, says: 
“In the highly competitive baking industry, advertising 
OUTDOOR SELLS 


impact through dominance of copy, illustration and color 
is imperative. Only Outdoor delivers all these elements, 


APPETITE APPEAL 


OUTDOOR SELLS plus mass circulation, at such low cost per thousand. 
VALUE Outdoor has been the backbone of our advertising plan for 20 consecutive 
OUTDOOR SELLS years, It is the only vehicle through which we can present, locally and 


PACKAGE IDENTIFICATION dramatically, our attractive package in full color. We are proud of our 

series of award-winning designs produced under the direction of Vee M. 
OUTDOOR SELLS Bear. Our policy of buying nothing under 100 showings, where available, 
BRAND NAME attests our faith in this medium.” 


8 out of 10 people remember OUTDOOR Advertising!* 


Standardized Outdoor Advertising, 24 and 30-sheet Posters<and Painted Bulletins. 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


OA! 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON . CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising. 
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METROPOLITAN PEORIA 
IS LARGER THAN ANY MARKET 
IN ILLINOIS 
(except Chicago) 


Metropolitan Peoria, Illinois, has more people 
(293,200) . . . more consumer spendable 
income ($577,124,000) . . . more total retail 
sales ($405,744,000) than any market in IIlinois, 
except Chicago. 

Peoria Journal Star delivers a daily circula- 
tion-to-homes ratio of 94.2% in Metropolitan 
Peoria . . . 100,000-plus circulation . . r- 

oe a 13-county billion- dollar market. ROP. 

or 7 days a week ... ideal test market. 


Peoria Senelial Star 
Ward-Griffith Co., National Reps. 
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Diiperaiiication Ahead 


(Continued from Page 2) 
|reasons that a housewife probably 
| wouldn’t respond to a General 
| Electric cake mix.” 

Pillsbury in recent months has 
looked into several possible acqui- 


| 


purpose should occasion arise.” 
There are presently about 1,040,- 
000 shares outstanding, including 


‘the 100,000 sold for $5,500,000 to 


the public this summer. 
A second proposal will change 


| sitions of companies and products, | Pillsbury’ s articles of incorpora- 
but none of these discussions have, |tion to permit it “to carry on any 


|as yet, resulted in a purchase. 


|@ Stockholders approved the 
|name change at the company’s 
‘annual meeting today. At the 
same time, three other expansion 
proposals were adopted: 

One will authorize the company 
|to issue 400,000 additional shares 
lof common stock—about $22,000,- 
000 worth at current prices—to be 


|business.” This is to overcome any 


legal doubts that the present 
articles might bar entry into some 
fields, such as manufacturing of 
machinery. 

“We've developed the  turbo- 
milling process and built some 
machinery in our own machine 
shop,” said Mr. Gerot. “Making 
this machinery may become a 
good-size business some day.” 


“available for prompt issuance for| A third proposal will increase 
cash or for property, or for any |the authorized size of the board 
|of directors to 17 members instead 


How to fish for men 
with the help of Air EXpress and Extra-Fast Delivery. 


This is the story of a big profit that didn’t get away. 


Seems that when a run of fish develops anywhere in the 
country, men from miles around rush to buy rods, reels, 
hooks, everything. The fish won’t wait, and fishermen 
can’t. So an alert manufacturer casts his net in these 
moneyed waters, and lands the business — with the help 
of Air EXpress. He speeds deliveries to stores, even 
thousands of miles away, no later than overnight. 


If you, too, would like to land extra sales — no matter 
what you sell — call Air EXpress, the name with the 
“X” in it. For Air EXpress is the only complete door- 
to-door air shipping service to thousands of U.S. cities 
and towns. It multiplies your selling opportunities with 
10,212 daily flights on America’s scheduled airlines — 
plus fast pick-up with 13,500 trucks (many radio con- 


CALL AIR EXPRESS & ... division of RAILWAY EXPRESS AGENCY 


trolled) — plus a nationwide private wire system. Yet 
Air EXpress is inexpensive; a 15 lb. shipment from 
South Bend, Indiana to Grand Junction, Colorado costs 
only $8.03 with Air EXpress — $1.68 less than any other 
complete air shipping method. Explore all the facts. 
Call Air EXpress. 


SS Se 
AUR PRESS 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


of the present 15, 

| The new name is the fifth for 
Pillsbury in its 89-year history. 
It has been called Charles A. 
|Pillsbury & Co., Pillsbury-Wash- 
|burn Flour Mills Co., and Pillsbury 
Flour Mills Co. besides Pillsbury 
Mills Inc. and its new name. 


. The company began moving into 
‘areas of new consumer products 
junder Philip Pillsbury in the early 
and middle 1940s. 

About 1945 the firm took a 
|survey of housewives. It found, to 
|its amazement, that when shown 
,only the double-dotted circle that 
\forms part of the Pillsbury trade- 
| mark, 38% recognized it as Pills- 
'bury’s. When the trademark’s four 
Xs were included, it was recog- 
nized by 70% of the women. 
This meant the company had-— 
more than it previously realized— 
|a tremendous asset in its trade- 
| mark and name, said Mr. Gerot. 
The company stepped up its 
efforts to expand in the field of 
;consumer products where it could 
capitalize on its name. They were 
successful. 

“We soon realized something 
|powerful was happening,” Mr. 
|Gerot wrote recently. “We were 
beginning to tap the latent power 
of the Pillsbury name. 

“And even today we know we 
have not begun to exhaust the 
potential strength of that name 
| and reputation,” he said. + 


‘Life’ Sets Big Institutional 
Drive in Magazines 

In line with Life’s decision to 
/eut back television advertising in 
‘favor of frequent institutional in- 
|sertions in other major magazines 
| (AA, May 12), Life has shaped 
“tentative” plans calling for “at 
| least four spreads in Look and The 
| Saturday Evening Post, one spread 
|and two single pages in Reader's 
| Digest and two pages each in La- 
dies’ Home Journal and McCall’s.” 
Life also is running a page in ev- 
ery one of its own issues. 

Life insertions have already ap- 
peared in the Sept. 13 Post, the 
Sept. 16 Look and the September 
McCall’s and will be carried in the 
October issues of Reader’s Digest 
| and Ladies’ Home Journal. 


WRCV-TV, 
Philadelphia 


advertises to reach advertising buyers 
in September 
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Start your new 
newspaper schedules 
in Boston 
with the basic buy 
of most national 


and retail advertisers 


IN ALL MAJOR CLASSIFICATIONS, THE HERALD-TRAVELER GETS 
THE LARGEST SHARE AMONG THE THREE BOSTON NEWSPAPERS. 


He? 


Co ses = 


Department Stores 44.8% Retail Grocery 41.4% National Grocery 41.9% 


You can tell from Media Records linage figures Boston “Money Belt” where Boston buying bulks 


that the Herald-Traveler — first by far for over up. That’s why it continues to be the first choice 
25 years — has actually increased its leadership in Boston of most national and retail advertisers. 
over the second paper. Its six month lead in 1958 
was double its lead for the same period in 1956 TOTAL DISPLAY LINAGE First six months, 1958 
Herald-Traveler. . . 13,399,530 44.4% 
The Herald-Traveler delivers the Big Bulk of Second paper... . 11,366,886 37.7% 
Boston’s total purchasing power, particularly in the Third paper... - 2,400,276 17.9% 


Tk Boston Herald-Traveler 


Boston's Basic Buy 
One Contract Delivers the “Big Bulk” in Boston 


Represented nationally by George A. McDevitt Co., Inc. | New York — Chicago — Philadelphia — Detroit — Los Angeles 
Special travel and resort representative Hal Winters Company, 7136 Abbott Avenue, Miami Beach, Florida. 
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1. BIGGEST CIRCULATION GROWTH, NUMERICALLY 
AND PERCENTAGEWISE — from 367,984 ten years 
ago to more than 1,000,000 today. 


2. FIRST IN VOLUNTARY CIRCULATION METHODS 
—no pressure methods, no premiums, no 
door-to-door salesmen. 


as 


News &' Worl apart 


< cree 


a advertising \ 


LOWEST PER-THOUSAND COST—rate per 
page per thousand is $4.97, lowest of any 
news magazine or management magazine. 


fa a SL 


Between now and the end of 1958, as well 
as in 1959, advertisers can cover America’s 
high-income people of importance in this 
magazine which keeps growing in coverage, 
in usefulness, in impact. The sales power of 
“U.S.News & World Report”’ grows stronger 
each year while the per-thousand cost to the 
advertiser goes down. 
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4... BIGGEST NEWSSTAND CIRCULATION GAINS 1Q©. BIGGEST IMPACT ON IMPORTANT PEOPLE ™ co ae war — 

a 30,000 ten years ago to 125,000 in —in survey after survey America’s most ee cs.) ee te. Mor 

: important people name ‘‘U.S.News & World i, ee The ¢ 

Report” as the magazine they find ‘most ee aoe tae sent gh 

7 useful’”’ to them in their work, and the 3 ee tiser, by 

“4 ° * . et ; : size of ir 

5. HIGHEST CONCENTRATION OF IMPORTANT & ee ee ee enue —— 

PEOPLE—four out of five (78.5%) hold mana- io jae © The rej 

gerial jobs—highest managerial concentra- fe He portant leaders vote on the maga-° ee ee ne mg 

tion of the news magazines. - zine “most useful’ to them in their work. ae come 

Lopate tion in ez 

“U.S.News & World Report’ a eats The Ro 

- Second place magazine ‘ a See eee — u 

G.. PENETRATION— provides thorough cover- | : | a oa eats 

age and deep penetration into all levels of 7 “Third place magazine | re ee | Hablemos 

management. Managerial circulation is di- a | 18.9% 2 | Industria, 

vided almost equally between general officers tae ~ Fourth place magazine ig “e ected 

and other executives and managers. a | 10.4% | tls ‘ oor ular, Re 

Fifth place 71%. ; ne ee ‘thon iy 

1 : . Vision (I 

; Sixth place magazine z 5 7 — a 

7. HIGHEST FAMILY INCOMES subscriber 7 : : Bind Servi 
family incomes average $15,009, highest of ae | . 

the news magazines, highest of any maga- oft chai eee Prowl 

zine with more than 1,000,000 circulation. es ne San ere el nave ie Se ae Ron : expects t 

; ess, industry, finance, government and the professions. le scriptions 

magazines studied were: Business Week, Fortune, Nation's cies and 

Business, Newsweek, Time and ‘‘U.S.News & World Report.” venture ¢ 

The pu 

Rome ha: 

&. HIGHEST CONCENTRATION OF HIGH-INCOME . gal 

AMILIES—highest percentage of families with 3 11. BIGGEST TEN-YEAR ADVERTISING PAGE GAINS ie vertisers 


incomes of $7,500 or more and $10,000 or ‘ —more than triple the page gains of any 
more of any news magazine. oie other news magazine. 


.. HIGHEST VISIBILITY FOR ADVERTISING < 12. FIRST IN BUSINESS AND INDUSTRIAL 


—latest full-year figures (1957) show that es ADVERTISING_more advertising pages direc- 
“U.S.News & World Report’ published " ted to business and industry than any other 
1,700 more pages of news than any other ak news magazine. Biggest consumer advertis- 
news magazine. oa ing page gains for first half of 1958. 


= . HIGHEST QUALITY CIRCULATION AT LOWEST 
a | PER-THOUSAND COST IN THE FIELD—$4.97 
U.S.News COMPLETE 


& torn —— NEWS MAGALINE 


j 
1 
; 


Here is a quality market of high-income managerial . wenle a 
people—your best customers and prospects for the ‘ rs 
coming year. Check all twelve reasons why this is so. eer 
Here is your best advertising buy in the field for 1959. i ee : A 


U.S.NEWS & WORLD REPORT 
America’s Class News Magazine 


Your agency has all the facts. They are based on public records and 
sound independent research. The detailed reports are always available 
at our advertising office—46 Rockefeller Plaza, New York 20, N.Y. 
Other advertising offices in Boston, Philadelphia, Cleveland, Detroit, ee 3 ; } 
Chicago, St. Louis, San Francisco, Los Angeles, Washington and . Si "84 ’ ; 
London. § a ‘wed Sale 


1959 advertising rate base 1,100,000 net paid circulation ahs Se” la, ack bh 
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Se will be able to buy either the com-;measurement and analysis to a|Mendelsohn Takes New Post 
New rvice Checks plete report or any of three sections | level commensurate with that ex- Dr. Harold Mendelsohn has re- 
Ad Expenditures in —(1) transportation and travel,| isting domestically,” he said. signed as head of radio-tv research 


(2) business and industry and (3) | 
| consumer. 


This is not Mr. Rome’s first ac- 
Latin America Books | tivity in this field. His company’s 
| first project was “The Rome Re- 

( Continued from Page 2) |= Mr. Rome emphasized that he/| port of High Fidelity Advertising,” 

8. Champion Spark Plug, $22,-| hopes to expand the coverage of a monthly report covering high 


a 681 ‘his measuring service to the point! fidelity advertising in some 55 
e 9. Coca-Cola, $21,552 where he will be covering virtually | publications. Mr. Rome said this 
10. Monsanto Chemical, $21,348) 41) advertising placed in interna-|report is now subscribed to by 
The expenditure figures are/ tional media. nearly every component and record 


based on one-time rates. The Rome 
Report also shows, for each adver- 
tiser, the publications used, the 


“It is the ambition of Rome Re-| 
search to bring international media 


industry. # 


at Market Planning Corp., Mc- 
Cann-Erickson affiliate, to take a 
new post in the marketing and so- 
cial research division of Psycho- 
logical Corp., New York. Dr. Men- 
delsohn expects to develop “new 
radio-tvy research services for ad- 
vertisers and advertising agencies.” 


manufacturer in the high fidelity Cobak-Jessop Boosts Protheroe 


Cobak-Jessop Advertising Co., 


Akron, has appointed H. Taylor 
Protheroe general manager, suc- 
ceeding the late George J. Cobak 
| (See obituary on Page 28). Mr. 
Protheroe has been with the com- 
pany since 1953. 


Graybill Adds Ayer Duties 
Harry Graybill, vp of N. W. Ayer 
& Son, San Francisco, has been 
named to succeed Carl Zachrisson 
as office manager. Mr. Zachrisson, 


also a vp, will handle new busi- 
ness and client services. 


size of insertions and the use of 
color, cover and bleed ads. 


® The report is broken down into 
40 product classifications and also 
includes a summary showing the 
amount of space—and advertising 
dollars—carried by each publica- 
tion in each product class. 

The Rome Report covers the fol- 
lowing publications: Agricultura 
de las Americas, El Exportador 
Americano, El Exportador Amer- 
icano Industrial, A Fazenda, Guia, 
Hablemos, Ingenieria Internacional 
Industria, La Hacienda, Life en Es- 
panol, Management Digest (Latin 
American edition), Mecanica Pop- 
ular, Revista Industrial, Revista 
Rotaria, Time (Latin American ed- 
ition), Transporte Moderno, Visao, 
Vision (Mexican and Latin Amer- 
ican editions), Selecciones and Sel- 
ecoes (the five Latin American 
editions of the Reader’s Digest) 
and Servicios Publicos. 


® These 24 magazines are pub- 
lished by 14 companies. Mr. Rome 
expects to get enough annual sub- 
scriptions from publishers, agen- 
cies and advertisers to make the 
venture a commercial success. 
The publisher subscriptions (Mr. 
Rome has already obtained eight) 
will be scaled according to adver- 
tising revenue. Agencies and ad- 
vertisers will be charged less and 


3,465 
DRESSES 
SOLD 
BY 
MAIL, 
PHONE, 
| AND OFF 
a THE FLOOR!* 


*One ROP color ad 
did it for Richards 


in Miami. 
: 
iz £ COMME, 
, 910 East 138th Street 
5 New York 54, N.Y. 


Sales Offices: Boston « New York 
Chicago « Dallas 
San Francisco 
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Advertising Age, September 15, 1958 


Textured Yarn Appoints Two 
Textured Yarn Co., Philadelphia, | 
has appointed Scott F. Alexander, 
formerly general manager of Kauf- 
man Plush Co., Philadelphia, di- 
rector of marketing of the com- 
pany’s Tycora yarns in the home 
furnishings industry. At the same 
time, the company appointed Mrs. 
Vicki Nadler director of merchan- | 
dising and development for the| 


‘Miss Rheingold 


Wins at End in 
TV Horse Opera 


(Continued from Page 3) 


tol-packin’ pursuers, was unable to 
locate a station executive at 7 p.m. 
and took the authority to chop off 
a chunk of the last reel. 

“That was a mistake,” the sta- 


‘tion admitted, in what may be the 


first understatement of the new tv 


season. 


/s How did Rheingold feel about 


having its commercial thrown in at 


company’s fabric division. She has| production staff, seeing toward the|a time when viewers were only 
second half-hour that it was a/|interested in finding out how the 
choice of Rheingold belles or pis- | movie came out? ADVERTISING AGE 


been with Textured Yarn for a 
year. 


called Liebmann Breweries’ ad 
manager, William L. Dye, to find 
out. 

He said he had received one post- 
card complaint, but that he did not 
plan to protest WRCA-TV’s han- 
dling of the run-of-schedule com- 
mercial. 

“You can’t fight with the tv sta- 
tions,” the mild-mannered Mr. 
Dye added. “We have no control 
over the scheduling of the com- 
mercial, which is done far in ad- 
vance. There may come a time 
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when the stations need the busi- 
ness and we can afford to exercise 
control, but at the present we don’t 
want to cause any friction.” 

Did Mercedes McCambridge, 
| who vowed vengeance on Joan and 
|rode with the posse, ever get a 
chance to spit in the heroine’s eye? 
New York viewers will have to 
watch their tv listings for a re-run 
date to find out. # 


Peoples Gas Boosts Cassidy; 
Names Miner to PR Post 

Clayton G. Cassidy, director of 
public relations and advertising of 
Peoples Gas Light & Coke Co., 
Chicago, has been named assistant 
to the vp in charge of sales, effec- 
tive Oct. 1. In addition to adver- 
tising, his new duties will include 
sales promotion and long-range 
sales planning. 

Peoples Gas also has appointed 
William R. Miner, formerly public 
relations director of Needham, 
Louis & Brorby, Chicago, public 
relations director. 


a4 99 
D became Dopey 


From too much confusion 
Of gimmicked-up sound 
In redundant profusion! 


In these days of high prices and 
low boiling points, a lot of broad- 
casters are relying on all sorts of 
attention-getting devices. Unfor- 


tunately most of them serve only 


to distract and confuse. 


KHJ Radio, Los Angeles, believes 
| that the best attention-getter (and 
| attention-holder) is solid, mature 
programming, designed to specif- 
ically meet the variety of tastes 
that make up America’s 2nd 
Market. 


Nobody ever built up a loyalty to 
| a kazoo or a glockenspiel, but for 


36 years Los Angeles listeners 
have been loyal to KHJ’s ForeE- 
GROUND SOUND and to the person- 


alities on our air. 


Never underestimate the variety 
of tastes in the Greater Los 
Angeles area. Here is a medium 
programmed to satisfy them all, 


KH J Qa 


RADIO Wii? 
| LOS ANGELES 


1313 North Vine Street 
Hollywood 28, California 


Represented nationally by 
H.-R Representatives, Inc. 
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Advertising Age, September 15, 1958 


Daigh Joins Henderson ‘Organic Garden’ Hikes Base 
Donald L. Daigh has been named Organic Gardening & Farming | . 
director of the television and radio has increased its circulation guar- G t t g p ] 
A e department of Henderson Adver-j|antee from 175,000 to 200,000, ef- e€ in e r S 0 n a 
viation tising Agency, Greenville, S.C. He | fective February, 1959. Rates will 
formerly was with William Esty|go up at the same time, with the 


W k Co., New York. | one-time b&w page rate $720. 
ee Among U.S. admen swelling the European travel trade is Carl E. 


| Behr Jr., Procter & Gamble account exec at Leo Burnett Co., Chi- 

Hartwig Joins Hugh Dwight Bernard Retires trom Chilton | cago, who sailed on the Kungsholm Sept. 4 for a one-year visit in 
Robert Hartwig Jr., who former-| Bertram Bernard, office manag- Western Europe. Mr. Behr 
ly operated his own company, Ad-|er of the printing division of Chil- has taken a leave of ahesene 
vertising Production Service, has|ton Publications, has retired after from Burnett, following in the 
joined Hugh Dwight Advertising, |50 years with Chilton and Federal | footsteps of. Jim Dunaway 
e Portland, Ore., as coordinator of | Printing Co., which was absorbed | Burnett copywriter who ae 
planning and service. by Chilton. cently completed a one-year 


trip around the world. Mr. 


Behr is traveling with his wife, 
. 
is the 


median income 


advertises to reach advertising buyers 


in September 


Sally, 4, and Fritz, 2—all in 
a Volkswagen Microbus, and 
camping out along the way... 
Vagabonding through Eu- 
rope in a station wagon this 
summer were the Shepherd 
Mead family (husband, wife, 
three children, and French 
poodle). Mr. Mead is the ex- 
Benton & Bowles creative vp, 
whose new novel, “The Ad- 
men,” was published Sept. 10. 
They expect to settle down in 
Geneva for the school term.. . 
Herbert Ringold, vp of Phil- 
ip Klein Advertising Agency, 
Philadelphia, and his family 
have departed for a year’s stay 
in Italy, fulfilling a life-long 
ambition. They will tour Itali- 
an cities, then settle in Rome 
where the young Ringolds will 
attend American schools. . 
FISH sTORY—The second heaviest Lee P. Henrich, advertising 
tuna so far this summer at Hamp-_ director of Rogers Peet Co., 
ton Bays, L. I., was brought in on New York, has returned from 
| spinning tackle aboard the Marie a two-month visit to Rome, 
| M, after an hour and a half battle Paris, Madrid, Berlin and 
| 18 miles off the Shinnecock In- many other cities of Europe. 
let. Angler was Herb Haft of Grey He traveled 15,000 miles, he 
Advertising. said, “by plane, train, car and 


YOU'RE ONLY wage 
Sam Neald, space representative for the Ladies’ Home Journal, 


was one of 12 winners in a 130-man elimination at Westchester’s 


Winged Foot Golf Club who qualified for the National Amateur 
wee Golf Tournament in San Francisco Sept. 5... 
The Rev. Wiliam C. Faust, who is manager of pr for the Electric 


Storage Battery Co., Philadelphia, has been appointed chairman of 


cm NEBRASKA the United Fund’s religious emphasis committee, which will enlist 
the support of the city’s churches and synagogues on behalf of the 


| campaign opening in the fall, and also relate spiritual values to the 

| J YOu DON’T USE KOLN-TV! | work of the drive’s health and welfare agencies. Mr. Faust is an or- 

dained minister. of the Episcopal Church, and serves as assistant in 
St. John the Evangelist Church in Lansdowne, Pa... 

James F. Clancy, retired sales promotion manager of Radio Sta- 

tion WTIC, Hartford, has been appointed a member of the board, 


ex-officio, of the suburban West Hartford, Conn., Senior Citizens’ 
Center Study Committee. He is supervising publicity... 


A good reason for this high income figure 
—37% of the heads of ELKS Magazine 
households are officials and proprietors of 
business. In this classification of the 
Starch 52nd Consumer Magazine Report, 
the ELKS is far ahead of other 

magazines surveyed. 


Furthermore, the Starch Report proves that 
Elks are a top market for every type of 
product and service of American industry. 


Advertisers can effectively reach this 
market of 1,204,117 Elks through 
THE ELKS MAGAZINE. 


Have you noticed how much 
the Nielsen NCS No. 2 has 
expanded Lincoln-Land? 


No matter how you slice it in Nebraska, you'll still 
LINCOLN A-Z ARB SURVEY come up with only two big TV markets. One is | 
JANUARY, 1958 Omaha, the other is Lincoln-Land. 


VFW AWARD—Robert W. Sarnoff (left), NBC chairman, poses at the 


To cover Omaha. obvious! ou need an O convention dinner of the Veterans of Foreign Wars, where he re- 

Viewed Most Viewed Most T yfher wo etsy a 23 Omaha | cslved the Geld Medal eyerd from Richard. L. Rowdebush, VFW 

Before 6:00 P.M. | After 6:00 P.M. V station. o cover incoln-Land — 232,397 TV commander-in-chief—the highest award the. national VFW leader 

KOLN-TV 29% 48% families and 69 counties—you need KOLN-TV. | can bestow. At right is Secretary of State John Foster Dulles, who 
Station B 21 19 No other station fully covers the area. .. addressed the convention. 

Station C 16 13 } , 

ms - Ask Avery-Knodel for all the facts on KOLN-TV— Gorden Lewis, manager of sales and service for ADVERTISING AGE, 

- the Official Basic CBS Outlet for South Central | gave his daughter, Lee Lorraine, in marriage to John Johnson, of 

‘. Nebraska and Northern Kansas. Homewood, IIl., Sept. 6. The couple, who were married in Barring- 

m ton, home of the Lewises, are June graduates of the University of 


wr nn The Felver Jlalions CHANNEL 10 © 316,000 WATTS © 1000-FT. TOWER De Pauw, Green Castle, Ind. The groom will go after a Ph. D. in 
a psychology at the University of Southern Illinois. . . 


WKZO-TV — GRAND RAPIDS KALAMAZOO = 

WEZO RADIO — KALAMAZOO BATTLE CREEK John Bricker II, exec vp of Outdoor Advertising Inc., has stolen 

WIET FM — GRAND RAPIDS KALAMAZOO George Gobel’s tv wife, Jeff Donnell. The two were married Sept. 2 
~ Ausedated with = in Van Nuys, Cal., and the actress announced she is quitting as 

pn an a er Gobel’s make-believe spouse. “I’m John’s wife now,” she said. . . 


Avery-Knodel. Inc Time advertising’s Bob Gordon is on leave of absence as part of 
Meee ta ata a three-man U.S. trade mission to advise Yugoslavs how to boost 


Exclusive National Representatives COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET | tourist trade... . 
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During the first half year of 1958 


The Washington Post and Times Herald 


gained over 250,000 lines 
in retail grocery advertising 
... 559% more than 


the gain of both other 


Washington papers combined 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hotel 
and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep.—West Roxbury, Massachusetts; Lou Robbins, New York 
and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck , The Comic Weekly; Robert S. Farley—Financial Representative in New York 
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It Means More in the Mountain West! 


Your product means more in the all new Improvement Era, 
dominant magazine in the prosperous, growing Mountain West. 


Los Angeles, Calif.; Tyler Sangston Co., 342 
Madison Ave., New York, New York; Davis and 
Sons, 30 North LaSalle St., Chicago, Ill.; M. B. 
Bock & Associates, Baker Bidg., 7th St. and 
2nd Ave. S., Minneapolis, Minn.; Verl F. Scott, 
Advertising Director, 50 North Main Street, Salt 


mprovement Era 


To food and grocery accounts the Era offers 
free point-of-purchase shelf tapes, letters to the 
trade, regular participation in church women's 
organization monthly homemaker and cooking 
schools. Ask the Era representative at advertis- 
ing offices at these locations: Townsend, Mill- 
sap Co., 110 Sutter St., San Francisco, Callif.; 
Townsend, Millsap Co., 159 So. Vermont Ave., 


ne AX New! 


Advertising Age, September 15, 1958 


Furniture Makers, Retailers Join in 
‘Bold Action’ Plan to Push Sales via TV 


Denver, Sept. 10—A new for- 
mula for selling furniture on tele- 


vision called Bold Action Furni- | 


ture Sales will be launched by a 
group of manufacturers and 24 
dealers starting Sept. 22. The ef- 
fort is said to be the first in the 
furniture business in which man- 
ufacturers and retailers have blue- 
printed a promotion on items es- 
pecially designed, manufactured 
and priced for tv advertising. 

The campaign is based on a tv 
spot saturation promotion featur- 
ing specially priced merchandise 
initiated this past spring by the 
American Furniture Co. to aug- 
ment its regular newspaper ad- 
vertising. As a result the Denver 
store reported a sales increase at 
a time when most furniture stores 
were experiencing declining busi- 
ness. 


. Robert S. Kohn, A i Fur- 
Magazine i .< iremhigh en feemed 
WHO-TV 
iS FIRST 
WHO-TV 
iS FIRST 
: iS FIRST 
, WHO-TV 
iS FIRST 
WHO-TV 
A SURE THING! IS FIRST 
WHO-TV 
IS FIRST 
) WHO-TV 
WHO.TV delivers solid coverage of 46 counties “a IS FIRST \) 
in strategic Central lowa—a $2 billion market! 6 WHO-TV 
, on iS FIRST 
This is the heart of America’s leading Np Me WHO-TV 
agricultural market —where the average AA “IS FIRST 
a farm income is over $11,300 or 78% above Ne wHo-Tv 
the national average! Yet, it is also a rapidly ) iS FIRST 
expanding industrial market. For example, ms WHO-TV -_ 
Re Des Moines, the shopping center for all of he IS FIRST 
vi Central Iowa, has more than 400 diversified \ WHO-TV 
™ industries with a payroll of $100 million, an me er iS FIRST 
average family income of $6000, and retail \N\WHO-TV 
sales of $343 million! iS FIRST 
There are 392,700 TV families in this rich WHO-TV 
46-county area—and you need only WHO-TV IS FIRST 
to cover them all! Par 
7 The newest Metropolitan Des Moines WHO-TV f 
¥ ARB Survey (Feb. 8-March 7, 1958): IS FIRST | 
WHO-TV 
FIRST PLACE QUARTER HOURS IS FIRST 
| oer Sa es WHO-TV 
| em ae ae” ae IS FIRST, 
ed STATION K 162 186 34% 39% WHO-TV) 
STATION W 47 51 10% 11% 
TIES 8 4 2% 1% ee is FIRST) q 
" : WHO-TV | 
i Talk to PGW for more about a sure thing iS FIRST 
in lowa—WHO-TV! WHO-TV 


iy iS FIRST . 
4 WHO-TV' 
; IS FIRST 


7 WHO.-TV is part of 
7 Central Broadcasting Company, 
te which also owns and operates 
WHO Radio, Des Moines 
WOC-TV, Davenport 


WHO-TV 


Channel 13 - 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., 
National Representatives 


ie 


Affiliate 


| Bold Action Sales to enlist the co- 
operation of several leading man- 
ufacturers in providing special 
items so that the same successful 
formula—based on _ cost-slashed 
merchandise—could be used by 
}other furniture stores throughout 
the country. 

Manufacturers now participat- 
ing in the plan and providing 
dealers with cut-price items in- 
clude the Simmons Co., Kroehler 
Mfg. Co., Berkline Corp., Associ- 
ated Factories, Artistic Furniture 
Co., Sam Moore chairs and West- 
ern Table. The 24 dealers have 
approximately 100 retail outlets. 


® The advertising theme of the 
September drive, which will fea- 
ture one unusual sales value each 
week, is “Breaking the price bar- 
rier.” Daily one-minute tv spots 
scheduled by the retailers on 24 
tv stations in that number of mar- 
kets, on 13-week cycles, will open 
with an eye-catching demonstra- 
tion of how the furniture’s cus- 
tomary price has been slashed. 
|Pictures of the week’s items in 
varying perspectives will follow. 
| All films will have cut-ins for in- 
dividual store names, locations 
,and other information to encour- 
age mail and phone orders as well 
as credit buying. Total tv invest- 
ment for all dealers will be ap- 
proximately $200,000. There will 
|be additional newspaper advertis- 
| ing. 

Sales executives from all par- 
ticipating stations were indoctri- 
nated in details of the promotion 
|}at two Denver meetings in July 
|and August. The plan will hold a 
j};mew series of meetings at the 
|American Furniture Co. during 
| October to present this program 
to additional furniture dealers 
who have expressed interest. 


a “We expect that by the time we 
| go into our second 13-week cycle 
|we will more than double the 
number of participating stores,” 
Mr. Kohn said, in announcing the 
plan with Norman E. Cash, presi- 
{dent of the Television Bureau of 
| Advertising. 

| Stores participating in the first 
13-week cycle are: American Fur- 
niture Co.; Banner- Whitehill 
| Corp., Indianapolis; Barnett Fur- 
jniture Co., New Orleans; H. L. 
|Benbough Co., San Diego; R. N. 
|Cardozo & Bros., St. Paul; Curtis 
Bros., Washington; Davidsons, Des 
Moines; Director Furniture Co., 
Portland, Ore.; Finger Furniture 
Co., Houston; Finke Furniture Co., 
Evansville; Glick Furniture Co., 
Columbus, O.; Heath Furniture 
Co., Amarillo; Karotkin Furniture 
Co., Austin, Tex.; Liberty Furni- 
ture Co., Spokane; May, Stern & 
Co., Cincinnati; C. Niss & Sons 
Co., Milwaukee; Reichart Furni- 
ture Co., Youngstown; Roy Fur- 
niture Co., Syracuse; Rubenstein’s, 
Eugene, Ore.; Standard Grunbaum, 
Seattle; Stern & Co., Philadelphia, 
and Union Fern, Troy, N. Y. # 


Mitchell Promotes Colin 

Stephen J. Colin, formerly in 
charge of traffic and production at 
Harold M. Mitchell Inc., New York, 
has been appointed media director. 


San Francisco 
Examiner 


advertises to reach advertising buyers 


in September 
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NEW 
SAN ANTONIO- 
CORPUS CHRISTI 


er SEES 


EDITION 


New San Antonio-Corpus Christi edition also covers 
Austin, Harlingen, Laredo and Weslaco areas 


New Utah-Idaho edition covers Salt Lake City, Ogden, 
Provo, Boise, Idaho Falls, and Twin Falls areas 


Now 51 regional editions will be included with TV Guide 
magazine’s colorful, feature-packed national section. TV Guide 
already reaches the 2716 counties accounting for 97.9% of total 
U.S. families and 98.2% of total retail sales. The two new 
editions will make its coverage even broader and better. 

The astonishing flexibility of TV Guide magazine enables you 
to use it as you can no other. With 43% of its circulation in 
Nielsen ‘‘A’”’ counties and 29.8% in “‘B,”’ it offers you, through 
its national section, a prosperous coast-to-coast audience of 
huge proportions, concentrated where distribution is best and 
sales are highest. The 51 editions also enable you to buy it 
regionally, permit you to concentrate and pinpoint your message 
in any areas you choose. 

The TV Guide story gets better so fast and furiously that 
you’re out of date if you haven’t heard it in the last two months! 


CIRCULATION BASE 61/2 MILLION 


effective October 4 


t £ 


TION 


NKETING THE U.S.A. 


NEW 
UTAH-IDAHO 
EDITION 


You CAN BUY TV GUIDE 
OR BY 61 REGIONAL EDITIONS 


a 


NATIONALLY 


New England Area 

New England Edition 
Connecticut Valley Edition 
St. Lawrence Edition 


Middle Atiantic Area 
New York Metro. Edition 
New York State Edition 
Binghamton Edition 
Philadelphia Edition 
Pittsburgh Edition 
Hazleton-Williamsport 
Edition 
Scranton-Wilkes-Barre 
Edition 


E. North Central Area 
Chicago Edition 
IMinois Edition 
Detroit Edition 
Michigan Edition 
Lake Ontario Edition 
Cleveland Edition 
S. Ohio Edition 
Indiana Edition 
Wisconsin Edition 


Best-selling weekly magazine in America 


W. North Central Area 
Kansas City Edition 
Missouri Edition 

St. Louis Edition 
Minnesota Edition 
Wichita Edition 

lowa Edition 

Nebraska Edition 


South Atlantic Area 
Washington-Baltimore Edition 
Fla. Gold Coast Edition 

Fla. State Edition 

Gulf Coast Edition 

Georgia Edition 

N. Carolina Edition 

S. Carolina Edition 

Virginia Edition 

W. Virginia Edition 

E. South Central Area 
Alabama Edition 
Kentucky Edition 
Tennessee Edition 


W. South Central Area 


Dallas-Ft. Worth Edition 

Houston-Galveston Edition 

San Antonio-Corpus Christi 
Edition 

Louisiana Edition 

Oklahoma Edition 


Mountain Area 


Colorado Edition 
Utah-Idaho Edition 


Pacific Area 

S. California Edition 

N. California Edition 

Central California Edition 

W. Washington State 
Edition 

E. Washington State 
Edition 

Oregon Edition 
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Over the years the agency’s of- | 
fices had been scattered through | 
the big office building owned by | 
the Washington Star at 11th and! 
|E Sts. Four years ago, when the | 
| Star began planning a new fringe | 
jlocation of its own, the agency | 
|started thinking about the quar- 
ters it should occupy in the future. 

Visitors entering the Wisconsin 
Ave. headquarters step through a 
big glass doorway into a hand-| 
some reception room. The foyer’s | 
white vinyl-tiled floor, striped | 
with gleaming brass, curves into 
a nubby, pebble-gray carpet. Each 
wall and ceiling has a different 
texture. 

Ehrlich Linkins Kal Merrick Directly off the reception room 


SET-uP—Shown in one of the executive offices at Kal, Ehrlich & Mer- are offices of the account execu- 


: ‘ f 
rick are KEM partners Harry L. Merrick Sr., president; Norman C. Gite eeaiion ance 


i 


LINE-UP —Ac- 
count executives 
of Kal, Ehrlich & 
Merrick step out 
of their offices A 
for this shot from ; 
the reception 
room. Alvin Q. . 
Ehrlich, fourth on f 
the left, is stand- : 
ing in the main 4 


Kal, chairman; Alvin Q. Ehrlich, exec vp, and Bernard Linkins, sec- width of the building. corelier. j 

retary-treasurer. 

® Executive offices are somewhat pool. | the conference room are offices for , 

Kal, Ehrlich’s ality in developing the firm, Ber-|jarger and more handsomely fur-| Beyond the offices, proceeding to | copy, direct mail, radio and tv di- 
nard Linkins, joined the staff as|nished, but there are no suites | the rear, are a library and confer-| rectors and copywriters. 

New Quarters Are art director. He, too, later became/with batteries of secretaries. The ence chamber, the latter outfitted! The art department, with shoul- j 

a partner and still supervises the|partners, like the account execu-| with a motion picture projection|der-high to ceiling glass studio i 

Handsome, Efficient art and layout departments. tives, all rely on the secretarial! booth and sound equipment. Near! walls, is divided into layout and 


Wasuincton, Sept. 9—Clean, { 


functional layout and decor are the 
outstanding characteristics of the } 
new headquarters building recent- 
ly occupied by the Kal, Ehrlich & 


Merrick Washington Agency on 
Wisconsin Ave., outside the capi- 
tal’s business district. 

The entire 50-man staff and all 
departments are housed on one 
floor. Storage and utility space are 
located in the basement of the 
structure, and there is provision 
for expansion to upper levels in 
the event additional space is re- 
quired in the future. 


= The agency regards itself as the 
oldest and largest in the Washing- 
ton metropolitan area. Its history 
goes back to 1922, when it was 
founded by Norman Kal. Then 22, 
he already had been on the adver- 
tising staffs of the Hecht Co., the 
Times-Herald, Washington Post 
and Evening Star. 

Harry L. Merrick, who was 21 
at the time, became the agency’s 
first employe because of his ex- 
perience writing ad copy for a 
Washington newspaper. Alvin Q. 
Ehrlich came to the agency in 
1931, after several years’ experi- 
ence in advertising for specialty 
stores. 

Messrs. Merrick and Ehrlich 
joined Mr. Kal as partners in 
1935. 

In 1933, an important person- 
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Just like Paul 
and his jantern a 


people 
REACT 
; to the 
7 voice and vision 
6 6of NBC in | 
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South Bend - Elkhart 
call Petry today! 


ME t- 
WNDU-TV wor HARRIS : 
BERNIE BARTH & TOM HAMILTON This is another in our series about successful people in advertising; Peters, Griffin, Woodward, Ine. Spot Television » ‘ 
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final art divisions. 

The building is air conditioned 
throughout. Ceilings are sound ab- 
sorbent materials; and floors are 
of white and brown-toned, marble 
vein vinyl tile. There is a pag- 
ing system, controlled from the| 
switchboard in the reception room. | 
Built-in ceiling speakers provide | 
volume-controlled background| 
music in every room of the struc- | 
ture. + 


Webcor Boosts Simkowski 

George R. Simkowski, formerly 
assistant ad manager of Webcor 
Inc., has been appointed sales pro- 
motion manager. Prior to joining 
Webcor two years ago he was with 
the promotion department of 
Mishawaka Rubber Co., Mishawa- 
ka, Ind. 


Walsh Joins Mutual 


James P. Walsh, formerly on the 
sales and sales promotion staff of 
General Foods Corp., has joined 
the New York staff of Mutual 


Transportation Advertising Inc. 
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NEW 49ERS— 
Northern Com- 
mercial Co., 
Alaskan mer- 
chant, happily 
endorses Alaska’s 
statehood with 
this “Together- 
ness” page in the 
Anchorage Daily 
Times, Aug. 27. 


“Hit the line hard!"’ says Mr. Hammerharder — and he does! Day after day 
and night after night his Spot TV announcements drive through the middle of 
the big markets and bowl over his opposition in the smaller ones. 


Then, his whole budget takes a rest between halves. 


Mr. Hammerharder’ 


s advertising scores heavily, because Spot Television enables 


him to apply it with great power — and no waste. 


Your PGW Colonel would like to send you “A Local Affair’, a booklet that will 
show you how powerful Spot Television is on the local scene where your sales 


are made — or lost. 


§ 
WEST 
KBOI-TV Boise 2 
KBTIV Denver 9 
KGMB-TV —_— Honolulu 9 
KMAU KHBC-TV Hawaii 
KTLA Los Angeles 5 
KRON-TV = San Francisco 4 
KIRO-TV Seattle-Tacoma 7 


” len 


Just write to PGW Spot Television, 250 Park Avenue, N. Y. C. 


MIDWEST EAST 
WHO-TV Des Moines 13. NBC WwBZ-TV Boston 4 NBC 
WOC-TV Davenport 6 NBC WGR-TV Buffalo 2 NBC 
WDSM-TV Duluth-Superior 6 NBC-ABC KYW-TV Cleveland 3 NBC 
CBs WDAY-TV Fargo 6 NBC-ABC Wwwi-TV Detroit 4 NBC 
ABC KMBC-TV Kansas City 9 ABC WJIM-TV Lansing 6 CBS 
CBS WISC-TV Madison, Wis. 3 cBs WPIX New York 11 IND 
WCCO-TV Minneapolis-St.Paul 4 CBS KDKA-TV Pittsburgh 2 CBS 
IND WMBD-TV Peoria 31 CBS WROC-TV Rochester 5 NBC 
tes SOUTHWEST SOUTHEAST 
KFDM-TV Beaumont 6 CBS WCSC-TV Charleston,S.C. 5 
KRIS-TV Corpus Christi 6 NBC WIS-TV Columbia, S.C. 10 
WBAP-TV Fort Worth-Dalias 5 NBC WSVA-TV Harrisogburg, Va. 3 
KENS-TV San Antonio 5 CBS WFGA-TV Jacksonville 12 
WTVI- . Miami 4 
WOBJ-TV Roanoke 7 


Pioneer Station Representatives Since 1932 


NEW YORK «© CHICAGO + DETROIT * HOLLYWOOD © ATLANTA + DALLAS «© FT.WORTH «+ SAN FRANCISCO 
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It's Mom Who 
Bugs Buy of New 
Car, Ford Finds 


ANN ArsBoR, MICH., Sept. 9— 
While husbands are usually the 
first to mention buying a new car, 
wives may often try to talk them 
out of it, according to a Ford Mo- 
tor Co. researcher. 

George H. Brown, marketing re- 
search manager of the Ford divi- 
sion, said wives place less value on 
having a new car than do their 
husbands. As a result, they may 
argue against buying a new model, 
or at least argue for a lower-price 
make. 

This resistance “reflects a differ- 
ence between husband and wife in 
hierarchy of values, rather than 
opposition to a new car on the 
basis of some other inherent fac- 
tor,” he stated. He said furnishing 
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| the home, saving money and pro- 
| viding for the children are goals 
| which are valued somewhat more 
highly by wives than by husbands. 

Mr. Brown spoke at a confer- 
ence on household decision mak- 
ing sponsored by Consumer Be- 
havior Inc., a non-profit organiza- 
tion, and the Committee on Family 
& Economic Behavior of the Social 
Science Research Council at the 
University of Michigan. 


# In a similar vein, Mirra Koma- 
rovsky, sociology researcher at 
Barnard College, told the same 
meeting that middle class families 
probably share more decisions in 
money matters than those in the 
top or bottom economic brackets. 

Necessities of life require nearly 
all the resources of low-income 
families, she explained, leaving the 
wife to do most of the household 
buying. 

In contrast, middle-income fam- 
ilies can pick and choose among a 
wide range of alternatives. But 
since their resources are limited, 
the husband and wife consult each 
other more and make major deci- 
sions only when they have reached 
agreement. 

Those in the top income brack- 
ets have greater leeway in satisfy- 
ing their economic desires, she 
said. Not only can more of their 
desires be fulfilled, but husbands 
and wives tend to specialize their 
interests; the woman of the house 
sets the standard of consumption, 
while the husband concentrates on 
investments and long-term eco- 
nomic planning for the family. # 


]. E. LaShay & Co. Changes 
Name, Address; Adds Two 

J. E. LaShay & Co., Chicago, 
has changed its name to Shaffer, 
Lazarus & LaShay and moved to 
162 N. State St. 

Joining the agency are Jerome 
B. Shaffer and Arthur Lazarus, 
formerly pr director and general 
manager respectively of Holzman- 
Kain Advertising, Chicago. Arthur 
Lazarus is president of the new 
agency. 


Barkus & Kaplan Shop Opens 
A new agency, Barkus & Kap- 
lan, has opened offices in the 
Western Savings Fund Bldg., Phil- 
adelphia. Principals of the new 
agency are Theodore Barkus, for- 
merly with Ralph A. Hart Adver- 
tising, Philadelphia, and Arthur S, 
Kaplan, formerly with Petrik & 
Stephenson, Philadelphia. 
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Meriden + Wallingford, Conn. 


If it's households you 
want to reach, here's the 
household Effective Buying 
Income to give you buying 
response! For Meriden, 
$7154. For Wallingford, 
$8579.* For coverage, it's 
97% with The Record and 
Journal. No other Con- 
necticut ABC daily has over 


400 circulation here. 
*SM '58 Survey 


The Meriden 
RECORD and JOURNAL 


Meriden * Connecticut 


Nationol Representatives: 
Gitman, Nico.t & RuTHmMaNn 
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; ‘ |the walkout illegal and ordered | 
Detroit Strike | the men back to work. The press- | 
En . $13 id men at first voted to continue the 

ds; Dailies Loss | strike but later decided to return 
Set at $1,000,000 to work. # 


Detroit, Sept. 9—The three dai- Kemper Sponsors 2 TV Shows 
ly newspapers here lost nearly $1, -| Kemper Insurance companies 
000,000 in advertising revenue last yi) sponsor an 11-week package 
week because of a three-day strike | 5¢ two 15-minute NBC network tv 
which ended Sept. 6, trade SOUrCeS | shows—the “Kemper Football 
estimated today. reboard” and “NBC News”’— 


Sco 
The Free Press, News and Times | hi L l 
did not publish on Sept. 4, 5 and > is fall. The Sootbhall scoreboard 


6 because of a strike of pressmen | 


ally televised football games, start- 
ing Oct. 11, and the news shows 
will begin on Sept. 22. Kemper 
sponsored the two shows this past 
year. John W. Shaw Advertising, 
Chicago, is the agency. 


Heinz Offers Cutlery 

H. J. Heinz Co. has launched a 
promotional offer of stainless steel 
cutlery for two labels from beans, | 
macaroni or spaghetti and $1 for 
most of the premiums and 50¢ 


will be seen following five nation-|for a paring knife. The offer will 


Advertising Age, September 15, 1958 


be advertised with one tv com- 
mercial a week in 114 markets 
from Sept. 14 to April 26. Cans 
will bear special labels and point 
of purchase materials will be used. 
Maxon Inc., Detroit, is the agency. 


Three Companies Build 

Van der Boom, Hunt, McNaugh- 
ton Inc., Los Angeles agency, Men- 
‘ne Co. and Ray C. Watson Co., 
publishers’ representatives, have 
jointly announced the formation 
of Advertising Building Corp. The 


new company will build a new 
building which will be jointly 
owned by the three organizations. 
The tentative completion date is 
March. 


Diners’ Club Opens Drive 

The Diners’ Club, New York, 
has launched a newspaper adver- 
tising campaign with page ads in 
newspapers in key markets boost- 
ing its single-billing credit card 
system. Cole, Fisher & Rogow is 
the agency. 


at the Free Press, who walked 
out because of the firing of a union 
steward (AA, Sept. 8). All of the | 
newspapers resumed publication | 
Sept. 7 and came out with fat is- | 
sues. 

A $1,000,000 damage suit filed in| 
U. S. district court by Knight 
Newspapers Inc., publisher of the 
Free Press, against the union’s lo- | 
cal has not been dropped, a Knight | 
spokesman told AA. The suit also 
seeks $150,000 damages for each | 
day of the strike. 

Officers of the union had hicmned} 


PHONE NOW! 
~ MARKETS 

SNAPPED UP 
EVERY DAY! 


spol 3Ue2t 


5 


starring 


LEE TRACY 


Beer! Pabst! CBS in New 
York! KTTV! Triangle! West- 
inghouse! Storer! Meredith! 


Choice markets still available! 
Phone now! —PLaza 5-2100 


Television Programs of America, Inc. 
488 Madison Avenue - New York 22 
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The $40 billion light construction market 


reach ALL of tt! 


Do you know that new residential construction in any average 


year accounts for only 40% of the total light construction market? 


Another 40% is generally remodeling and repair. 20% is 


non-residential construction. As a rule, the typical builder is 


active in all three . . . and, most important, it is the builder 


who selects the “type” and “make” of product going into his jobs. 


Unless your sales message reaches the largest possible 


audience of builder-buyers, you are falling short of the target. 


For this reason smart advertisers are choosing 
PRACTICAL BUILDER in 1959—it reaches the most builders, 


most effectively—and at the lowest cost. These are the 


media measurements that count! 
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BofA Reports on ‘Auto Buy’ 
Drive: ‘Dramatic’ Proof 

The Bureau of Advertising, 
American Newspaper Publishers 
Assn., has issued a brochure re- 
porting on the success of the “You 
Auto Buy Now” campaigns. Ed- 
ward A. Falasca, creative vp of 
the bureau, said the results show 
that “here was the most dramatic 
demonstration since prewar that 
salesmanship and advertising are 
decisive forces in the American 
economy.” 


According to the bureau’s re- 


campaign in daily and weekly 


|for the Metropolitan Opera and 


port, U. S. automobile registration | newspapers and on radio stations| the Phoenix Theater. The maga- 


figures in April and May were up| 
13.6% over the February-March 
figures; however, in a sample of 
“Auto Buy” cities, registrations 
for April and May were up 26.3%. 
Most of the “Auto Buy” drives 
took place in April and May. 


Jersey Oil Council Plans Push 

The Oil Heat Council of New 
Jersey, Newark, will launch late 
this month a new advertising 


throughout the state as well as in 
outdoor advertising. It is expect- 
ed to be the largest campaign 
launched in the East by any state 
fuel oil association. Gotham-Vlad- 
imir Advertising, New York, is the 
agency. 


‘Playbill’ Adds Two 

Playbill, weekly theater publi- 
cation distributed in New York, 
has been named official program 


zine said an additional 40,000 
weekly circulation will be offered 
as a bonus to advertisers at no in- 
crease over present rates. In-sea- 


son rate is $1,200 per b&w page, | 
based on controlled circulation of | 


215,000. 


Hyatt Joins ‘Redbook’ 


Stuart Q. Hyatt, formerly with | 
KGA Inc., has joined the adver- | 


tising promotion staff of Redbook. 
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Practical Builder 


The only magazine edited exclusively for builders »« 5 South Wabash Avenue, Chicago 3, Illinois 


*You, too, can benefit from this business-building 
theme. Ask your PRACTICAL BUILDER representative 
for market data, promotional materials and details. 


Reach the whole market and you'll 
Sell like ’60 in 1959! 


PRACTICAL BUILDER is edited to serve the whole light construction 
market, and edited exclusively for builders. 
Its new industry-wide campaign, “Smart people build or buy BEFORE a boom!” 
is being used by builders, dealers, manufacturers—by building professionals 
everywhere. It is stimulating more home sales all over the nation ... NOW!* 
This campaign is another outstanding example of the real help, the progressive 
leadership, that PRACTICAL BUILDER provides to the building industry. 
And it is this leadership which attracts more readers, and has made 
PRACTICAL BUILDER the preferred magazine among builders throughout 


the country. This dynamic force at work for you in ‘59. . . will make sales! 


Offices in New York, Cleveland, Miami, San Francisco, Portland, Los Angeles 


Une the nation's first televised refresher series on Salesmanship to 
increase your earning power All-star cast. The nation's best salesmen 


plus sales managers of St. Lowis' major corporations Presented in 
cooperation with Station KETC and Swank Motion Pictures, Inc 
hy Frank Block Associates, Advertising and Public Relations 


|"SALES MAGIC’—A special series of 
tv programs on sales training will 
be presented in St. Louis starting 
| Oct. 1. The series will be produced 
‘by Frank Block Associates in co- 
operation with KETC-TV. 


WHEELING 
37: TV 
MARKET 


"Television Magazine 8/1/57 


One Station Sells Big 
Booming Ohio Valley 


NO. 8 IN A SERIES: 
NATURAL GAS 


| An outstanding contributor to the 
prosperous progress and the far-reach- 
ing future of the WTRF-TV area is 
the Manufacturers Light & Heat Com- 
pany of the Columbia Gas System, 
Since 1945 Manufacturers has ex- 
pended more than $165 million to im- 
prove its distribution of vital natural 
gas to the industrial giants which make 
the WTRF-TV area the Ruhr of 
America... gas, too, for heating, cook- 
ing and cooling to the 425,196 TV 
homes which comprise the WTRF-TV 
| market, where 2 million people spend 
$244 billion annually. Manufacturers 
$6 million annual payroll (estimated 
for the WTRF-TV area) helps make 
this a super market for alert adver- 
tisers. 


For complete merchandising service and 
availabilities, call Bob Ferguson, VP 


and General Mgr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 
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Attention Advertisers: 


) 1. National Advertisers With Sectional Marketing Interests 
2. Sectional Advertisers Who Want National-Magazine Impact 
LOOK ANNOUNCES — 
THE MOST 

FLEXIBLE SYSTEM 
OF SPLIT RUNS 


, EVER OFFERED BY A 
MAJOR MAGAZINE 
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hid. 


On 
sate 
via) 


es Effective immediately, LooK makes available to advertisers the most comprehensive selection of split runs in 
magazine history. Now, for the first time in a major national publication, as many as three different advertisers 
can cover three different sections of the country in one split-run operation. 


And, in the case of one advertiser with more than one product or sales message, a substitution of copy or product 
identification can be made for precise market coverage of an area as small as a single state. 


The new LOOK plan is open, at nominal cost above basic rates, to any purchaser or purchasers of full-page units 
in a single issue. Just about any combination of adjacent states can be scheduled, provided the various state splits 
' add up to a national whole. 


What Does This Mean to You? By introducing a larger degree of advertising flexibility, Look paves the way 
for the development of new marketing concepts and campaigns. Some possible uses of the LOOK program: 


National-magazine backing for new-product introductions in one or more states. 


Special advertisements, with dealer listings or other retailer tie-ins, to bolster weak-market areas or to sup- 
port promotions. 8 


Copy or product tests in separated regions. 


Pinpoint promotion of products with special geographic appeal (hot-weather attire in South, winter clothes 
elsewhere . . . air-conditioners in warm regions during winter, 
heaters elsewhere). 


A 2 ? . A B LOOK AVERAGE-ISSUE AUDIENCE 
National-magazine support for regional industries and sectionally- BY MAJOR U. S. REGIONS 
distributed brands. 


LOOK % of Total 
Audience Population 


Another Look First—In its introduction of the new split-run program, 
Look continues its role as a marketing innovator in the magazine field. Northeast 7,350,000 = 22.4 
Year after year, by pioneering in such areas as market and audience North Central 9,950,000 25.0 
research, continuity discounts, special space units and others, LOOK has Sout nphetnge sole 


ce : ; f . + West 3,900,000 21. 
made significant contributions to more efficient and effective advertising. = — 
U. S. Total 27,900,000 21.6 


LOOK’s record of achievement in opening the door to precision marketing 


... coupled with the editorial impact of “the exciting story of people’’. . . Mpeditiens Paxton Mo. tr 


by region and by state, that are possible under 


helps explain why Look is America’s fastest-growing major magazine the new LOOK program. Your LOOK representa- 
and such a vital compelling salesman for the products and services of 
American industry. 


tive will be happy to help you mop out other 
splits tailored to your own marketing needs. 
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48 
B. W. Frisch Has ‘Cue’ 


B. W. Frisch & Co., New York,/| promotion advertising for Cue. In 
continues, as it has for the past|announcing the appointment of 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright — accusing your 
Agency, Client or personnel. SO 
— have our unique Excess INSUR- 
ANCE, to cushion the claim — 
effectively, inexpensively. 


EMPLOYERS 
REINSURANCE 
CORPORATION 


Whether x's 
PRINTED 
BROADCAST 
TELECAST 


21 W. Tenth, Kansas City, Mo 
New York. 107 William St 


Chicago, 175 W. jackson 


100 Bush St 


San Francisco 


dle the Cue account, AA, in its 
Aug. 18 issue, incorrectly named 
Frisch as the previous agency. 
Gore Smith Greenland was ap- 
pointed to handle only advertising 
promotion; this portion of the ac- 
count was formerly handled by 
Rockmore Co. 


‘Traffic Digest’ Accepts Ads 
The Traffic Digest & Review, a 


10 years, to handle subscription |Gore Smith Greenland Inc. to han-; semi-technical 


Advertising Age, September 15, 1958 


journal published 
monthly by the Traffic Institute 
of Northwestern University, has 
begun accepting advertising for 
the first time in its six-year his- 
tory. Published for the motor ve- 
hicle traffic field, the magazine’s 
paid circulation of 2,000 is con- 
centrated among police chiefs and 
supervisory officers and other 
traffic safety officials. Rate for a 
b&w p ge, one-time, is $90. 


In Canada nearly 
every other one of your 
best customers reads 
Reader's Digest 


or 
Sélection du Reader's Digest 


Selling in Canada is a two-language job. And the one 
publication that speaks both languages is Reader’s 
Digest, with separate editions in English and French. 
Most advertisers use both editions. 

Each month the Digest is read by one out of every 
three Canadian adults—including nearly every other 
person in families earning $7,000 a year or more... 
your best customers. The cost? Less-per-thousand 


Oui! Au Canada presque 
un sur deux de vos 
meilleurs clients lit 

Sélection du Reader's Digest 


Ou 


Reader's Digest 


IN CANADA, YOU HAVE TO SAY IT BOTH WAYS! 


circulation than any other Canadian publication, 


English or French! 


Canada’s best customers read the 


eaders Dige st 


Reader's Digest Association (Canada) Ltd. 


44 King St. W., Toronto 


1015 Beaver Hall Hill, Montreal 


Cramer-Krasselt 
Offers Syndicated 
Bank Poster Service 


MILWAUKEE, Sept. 9—A new 
syndicated poster service for 
| banks, offering “customized” 24- 
|sheet posters at a low cost, is be- 
|ing launched by Cramer-Krasselt 


The agency has developed a se- 
ries of eight human interest post- 
er designs promoting standard 
bank services—checking, saving, 
borrowing, mail service, etc.— 
with space allowed for a bank 
name and logo. 

These are to be sold to banks, 
either directly or through posting 
companies, at costs ranging from 
$10.45 to $14.50 per poster, de- 
pending on the quantity ordered. 
The agency does not seek commis- 
sions on the space involved. 

Banks buying the service will 
do so on a one-year franchise ba- 
sis, the qualification being that 
they buy a minimum of 50% 
showing and five or more poster 
designs within a 12-month peri- 
od. The franchises will be offered 
on a first-come-first-served ba- 
sis. 


# In addition to the posters, the 
agency is also offering supplemen- 
tary material like car cards, state- 
ment enclosures and other pieces, 
also priced depending on the size 
of the order. 

Mass production and syndica- 
tion of this kind of poster makes 
it possible for banks to use outdoor 
advertising with art and design 
on a par with the big national ad- 
vertisers, the agency says. 

The agency’s service is being 
handled by a new division headed 
by Hilmer V. Swenson, vp. Marvin 
A. Lemkuhl is the creative direc- 
tor, and Walter I. Mackey is the 
marketing director of the new di- 
vision. 


s Mr. Swenson is also director of 
a similar outdoor poster syndicate 
service the agency has been pro- 
viding for over six years now for 
the American Gas Assn. More than 
half of the gas utilities in the 
country use this. service, Mr. 
| Swenson says. 

| Cramer-Krasselt, which handles 
advertising for the First Wiscon- 
sin National Bank, Milwaukee, has 
ventured into the syndicated bank 
poster service on the basis of a 
survey indicating there is a defi- 
nite market for it. + 


| 

‘Ralston Sets Record Drive 
Ralston Purina Co., St. Louis, 
will begin a “record advertising 
land promotion program” Sept. 29 
‘for Ry-Krisp, Rice Chex and 
Wheat Chex. For the first time, 
national consumer magazines will 
be the main base for Ry-Krisp 
promotion. Saturation radio spots 
in 10 markets will supplement the 
campaign. Guild, Bascom & Bon- 
figli, San Francisco, is the agency. 


Leech Adds Vineyards 

Leech Advertising Co., Cleve- 
land, has been appointed to handle 
advertising for American Vine- 
yards Co., also Cleveland. Maga- 
zines, newspapers and other media 
will be used in a campaign. 


Hitchcock 
Publishing 


advertises to reach advertising buyers 


in September 
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A CITY LARGER 
THAN MINNEAPOLIS 
IS HIDDEN INSIDE 


If your newspaper schedule 


WHO LIVES IN HIDDEN CITY? gag oyatecsscs cca (iB xno ERTS ea 


ie Children live in Hidden City — 422,000 last time we counted. And Baltimore Boston ieee : ee at 
they have lots more brothers and sisters than children whose Cleveland Dallas mn) . 
parents read other Los Angeles metropolitan weekday newspapers. 4 San Francisco ma Circulation: 319,422 = 
Four out of five of their fathers are earning $4,000 or more in the ‘ F : 
well-paying occupations. More than half of their mothers are 39 JN, ,20U're still covering, = 1 LOS ANGELES EVENING | 
or under. Takes a lot to fill 422,000 hungry little mouths — but Hidden City of The Mirror News. M p RO E NEWS pil 

: Hidden City families are doing nicely, thank you. With $14-billion = 

is to spend, there’s plenty left for clothes, cars, appliances..,or 

. anything else you advertise in the The Mirror News. ron enn Cees, Dalek, br Titeeice 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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Martex Pushes 
Full-Price Goods 
in ‘Off Season’ 


New York, Sept. 9—Martex 
towels, a maverick of the domes- 
tics industry, this fall will adver- 
tise full-price merchandise in a 
mass medium during an off-sea- 
son month—‘“the first such ad in 
the industry’s history,” Martex be- 
lieves. 

The ad is a color spread in the 
Oct. 20 Life promoting “color co- 
stars’—a dyed-to-match line of 
towels, bath mats, and window 
and shower curtains—which will 
“custom decorate” a bath for “as 
little as $25.50.” More than 200 
participating stores will be listed 
in the ad. 

Heretofore, towel companies’ ad- 
vertising in the  big-circulation 
magazines has always been aimed 
at moving a volume of off-price 
goods during the two White Sale 
months—in August, to make ready 
for fresh fall merchandise, in Jan- 
uary, to make room for spring 
merchandise. 


s Martex, however, believes that 
“phenomenal” sales can also be 
rung up with full-price merchan- 
dise at full mark-up by major 
stores which do “really good” pro- 
motion jobs on fashion items. The 
off-season Life ad, therefore, is de- 
signed to spur stores to promote 
fashion rather than price, as a 
profitable opening to the fall and 
Christmas towel business. 

A complete merchandising port- 
folio is available to each partici- 
pating store. Included are ad 
ideas, display suggestions, stream- 
ers, special tags for sales per- 
sonnel, laminated counter cards, 
ad reprints, as well as b&w and 
two-color ad mats. 

Ellington & Co. is the agency 
for Martex, a product of the Well- 
ington Sears Co., a subsidiary of 
West Point Mfg. Co. # 


Richard B. Kilner Co. Bows 

A new publishers’ representa- 
tive, Richard B. Kilner Co., has 
been established in San Francisco, 
with offices at 465 California St. 
The new company will represent | 
trade publications, including Amer- | 
ican Nurseryman, Fruit & Vege- 
table Reporter and Motor West. 


VALUABLE 


New TV Survey Free 


A new 16-page report— 
result of a survey of 529 
TV station film direc- 
tors — tells how stations 
use public relations films 
from industry ... how | 
much free time they give 
them ...time lengths 
they insist on... why 
they reject many films 
... Verbatim comments 
on how to make your 
next film better. For your 
free copy write Modern 
Talking Picture Service, 
TV Department, 3 E. 
54th St., N. Y. 22, N.Y. 


ceeds Estes Jones, who has resigned 


Booth Fisheries Hikes 
Advertising Budget 10% a" 
Booth Fisheries Corp., Chicago,|On Subliminal Ads; 


has hiked its advertising budget | 
10% for the current fiscal year. | 
Involving an expenditure in ex- 
cess of $500,000, the company’s 
current ad program, the biggest in 
Booth’s 111l-year history, will cov- 
er 36 cities from Toronto to Seattle 
from October to next March. More 
than 90% of the scheduled linage 
will go into newspapers. 

Two four-color pages and b&w 
half-pages will be used. The drive 
will feature Booth’s Red Dia- 
mond trademark and three breaded 
products—shrimp, fish sticks and 
scallops. Lilienfeld & Co., Chicago, 
is the agency. 


‘McCall's’ Boosts Spellman 

Warren W. Spellman, assistant 
to the promotion supervisor of 
McCall’s, New York, has been 
named assistant drugs and toilet- 
ries promotion manager. He suc- 


to move to San Francisco. 


ARF Checks Data 


Verdict: ‘Insufficient’ 


New York, Sept. 10—Subliminal 
advertising, introduced publicly a 
year ago this week, seems to be 
getting nowhere fast. 

Banned in Australia and Britain, 
prohibited by the National Assn. 
of Broadcasters, condemned by 
ministers, psychologists and adver- 
tising agency presidents, the “hid- 
den weapon” technique has created 
controversy if nothing else. 

In subliminal advertising, a sales 
message is beamed at consumers 
below their level of consciousness; 
supposedly they receive the mes- 
sage, although they are not aware 
of it. 


s The Advertising Research Foun- 
dation added its voice to the debate 
this week by issuing an explana- 
tory statement from its motivation 
research committee. 


Advertising Age, September 15, 1958 


The ARF committee said that 
while laboratory experiments in- 
dicate that subliminal perception 
does occur in some cases, the evi- 
dence available is “insufficient” 
to draw any conclusions about the 
merits or even possibility of use of 
the technique as an advertising 
tool. The committee added that 
more evidence is needed to en- 
able advertisers to evaluate the 
technique. 


= James M. Vicary, the motivation 
researcher who introduced sub- 
liminal advertising last Septem- 
ber, was in no mood this week to 
celebrate. He told ADVERTISING 
AcE that he is perfectly willing to 
be interviewed on any subject ex- 
cept subliminal advertising. He 
said his only comment on sub- 
liminal would have to be “no com- 
ment.” 

Mr. Vicary said he is to teach a 
course on motivation research this 
fall at the Farleigh Dickinson 
Graduate School, Teaneck, N. J. 
“I’m much more interested in 


teaching the kids than the prac- 
titioners,” he said. # 


Center Holds Ad Course 

The Communications Center of 
Chicago will sponsor an eight- 
week course on “Principles & Pro- 
cedures of Retail Advertising.” 
Budd Gore, retail advertising man- 
ager of the Chicago Daily News, 
will instruct the group, which will 
meet Wednesday evenings in the 
Palmer House. 


Ogilvy Advances Mitzman 

Newt Mitzman, previously senior 
commercial producer at Ogilvy, 
Benson & Mather, New York, has 
been appointed radio-tv manager 
of commercial production, a new 
position. 


Canadian Ad Group Meets 

The Newspaper Advertising 
Managers’ Assn. (Eastern Canada) 
will hold its convention Sept. 17- 
19 at the Mount Royal Hotel, Mon- 
treal. 


: a oi A, nll HO ld aE ea a Dees ao ee ey st elt ; : ee er eg oe bie. . 
ee ae : Susie aseeris 7 ohn Oe ee peak ah VAR ho, Bae sod ee oe 2 Sy eee ae” Bea ak Ss el 
“ . ne Se "yl ease eee a le) er ee Pe ere . ee es, ae Ge = ga a. “ee LN, es jc eee F aa 
‘ , See are ar Lt et eigen aang Dh, é oe anaes = i fi Nie : Recs 7 ora we ie er a Rae 5. eet 
¥ s — . eat 
ae 
| ae — 
: ee 
A 
a a a a 
ey i. ' 
=a a 
is omic 
ee a 
Pas Seay 
a: { ty 
; oe Sige 
e 6, 3 
| it 
a } F 
rast 
ieee : 4 
ee | 
pe ee : 
es < 
Bei ee : 
% bog! | | a 

a Ls os 
ae: 2 et 
eohes : 
eu | v 
a » 

ra ov 

te * see Ps f " 
bate sy ; Kea 
rte . ms * — 4 3 . ; 
ee: Sueno Ss fece . ae “iad 
et = : 
er we ; 
haa > - - 

. — . Pe ES é 
a a. eae Se 2 
om eat | 

ty 3 

: 3 < : 

4 - “a , 
aye a — ‘ ee: 
a ‘ ‘ oe 
aust Eee : : 
eis ae arto 5 

i | rss f : 
es, 
| ay a ae 
ee ¥ 
sey | ‘sigs = j ak 
Pha io > ‘eae : t A ey ee Ft eee rm 3 st ee es Biren, _ wy sth 
te s r aN . ee een ae an OM. Toes gt ea eee : 

2 ee ae Re eet, Je, i mae meaner. af 5a ie * : gf 4 
ate eF phy ie or eee i a — Aedes ee eo ee fe ; i 
ae a ONG a GN all a ee bi ii or tee age CMe og til eames pt <p Se } . 
oe BAe ge yc 5 Shida ee : i. er 8 Se eS as ed ss 

: | aaa ee ; mE te : ey ee 2 ¥ “ie fe eg Re ke on pes; 4 > ee ET pa | ca 

| ‘ j J +2 < ‘i : Ri RA uiher Wee r Seeeeaiebi ve Rsk eae a 3 Sag Aaaenlie aE nice sae pera ees hs " ee 
ee oe ‘al , ny 2 ean SA. te rian ge at ah a Me ee Tk Set Nek aes Sea Pilg Sgt an ie agin BF > Sh 
ie FE ae ae Se es Sh es 7 aa a ier hi, id Mee ee ae Ga ak ig ee EE te ae oS ae Seay aa 
i” Kee: "i en Or i ae x ei os a ees on * pear tie Le <9 eae 
, | e = ada oe re ue yer Rea 5 eae 5! ae pty ea 
4 } % : Phen 3 + ? a aa b H , cap eR ee ae ae &; ey \ : 
3 ~~ a ‘ - Pe wae 2 a Lae aioe , 8 . ns os EES: Ra ee ee = 

d : 4 * 3 mec Zi 3 SPR. : Poa gag 5 aM \ 2 
ara 7 + as a ai on eeu a Re “3 4 
tie er. ; : a a Po te “a os rae ase ee “e hg a ii Se j % . 
aa ‘ - 2m aie gh agra: 2 ate A ae : i eres chee a { : 

: < 4 -— aie pe ee. : nik Sanne - NE 1 se ¥: 
oe | ae x ie Og 4 a ae hee ae ‘ag ; il 
vs | ww ats nc Se a 4 Se ee nt ee eee eee Bi rc 
Ga vas stil ee ee “ha Se. ae ee <<  e : : \ « 
e x : ae PRE Sed POLS I ee a em Se ci | i... eee ee a 
ae %, a r é. ea, een Dua i i eM on erg Xa 
bes , pee a eee Br a, ee a 
oes Eo 4 : ee Se <aeeere IR. Taree ir * ie. 2 
Ba % ns eS ae ; Sige Oa Rigeegy ie sP A : ; |S 
; : 2 as Pa Bian ‘ae - a rues, Bt ‘ 

_ 2 ge eee ree ae t ao 2 % Seo ae ay 
ie or <5 x 3 eet: : 
C 2 a es ae aes a : i. nag i ; i i 
: ety Pag cr st a cl ; ‘ ay Coe , 4 ie 
ee H : »* Ln 8 SGP mae ae a 0 AEDS cee ee ence ia 
_e oe * = ei! ae eg ee at ) - P 
Y ps See 4 4 re i si : 
. re elite. < ye igs 
% E * he : : 
he) i ‘Ft ead 2 ; > 
a Wy - % 7 4 " : 
: 3 re ¥ , ) ea = 
, ong ‘ oy aote, ae) ; : 
5 ita id & gS ro + Rs 7 : oe 
ty F ig, é ww oe Ll Pe aes er Be ‘ : : : is P ae : a 

i o Foe 7 9 eT he eee Paes 3” Oe fe aha c .* , eg Scat ~ ad 

fe ee ie gic . ' . ae P ; ‘ ‘ : ' f : 

Ae he ES ea iy aed aed nA ‘ - 4 le y ° a 
ae | md tai im. Me gets, a oe Ras ike NAMEN ss ee re ee eg as 

—- § ay. ee . me 0 ee ree as oe % A eet a ge ei eres a ey ge Raat Ae aia 2 fi Foes Pe. ash 

: Met. & de i <) STE gieeres epee 2 a ok a ae Oe eee he et ai et a Set ‘ re ‘ Pg i as 

r . : ~ ese. ae ‘ bag tener: © om) BF oe I os Se ia eae eee tS oer ; et. Wee > 

? ait pe Oe * gaa 2 a a I ara a gr ae A) gee sik 
: | Bee ieee Be re ie aie ei, ee eee MEE gh ee eee P : 

ay Fite othe Abit dy aS eS Mie AF Lo ge ah 5. aan nantes ‘ *. Se ae 4 
om | f pe en ee ae a ee BPs, i ee Oe oe ee ren eee a 
a: A dis eg one Ste SUE sk a eI sae pep eng sa H 4 
Bs Se ee a i eee | ts. 
n is 7st ete ee Ome aca Sh Pelee gamma heh ey, ye aims de hee ee | 
- aie “ hi Soe en Re, a) 2M . am fe RENEE Bie A ig AI . i 
Sf | ip ype tgae Ma tacos eS cia pais cet ee eee ge AW yc hy | i, 
o ‘ : a cee ti eT ally gpa ue Eo oe a eae ; 
oe 2 arate eee Mek a ee ae S| Sage gree eam rolce 5s ’ me 

; - eae ‘ sae ai Te = zie CHUNG Ee regula at SS ictal ates Cras Pan 
z Bers See Reais 3s BI Se ea aa ; 

ne i FONE it NS SIM SAREE” in REN ——— oy ‘ ; 
ke ¥ _ . : apes aaa ecrepetcersinses ee me 

“i Me ; é ‘ Be set Ee ee He { oa 
. ~ ple. i : sujiaecies ot r 
ae y c pole pti wm Tats 
be i : <a ; r pia at ™ C3 ‘ : 

| f oor: - he ae ¥ . @ 4 ee - a 
| Ss i ae. ae ae re Sat aea ne 
= ae Poa eee . a OF i : ; am 
4 ‘ of a ee Pe ; . os # Pee ee 
. fe < Saw vege ‘ : : 
4 — ra ; ; . 
| iio a : 

+ | i te. ae 4 : 
4 ae 
St i | i " s 4 4 L's 
cite © ae ~~ 2 i “ 

44 . 4 . M4 

a BeOS. a “< ‘ 7 

a Ef 4 pee : - 
i +P ae a 

h al, Se Pe 
t. ae ‘4 - 

Fi Q bc 
iar) ° ay. * 3 we he és A * 

. . ; 

*. ‘a ; : 
- J a ne a 3 ps, we a 

a Ve me dice os 
44 » “ ? 

id = 

2c r = = 
ge “a 2 
r ‘ee a 
oe i 

< an . 
a : pte he 7 ~ 

y et a= : a 4 

: ’ ol ae . je > 7 . 

+ sab Sti ee ata Boos 2 ae oa 
iis ee F > oe eS 
kK ‘ 

: 8 

‘a 7 * an 


PERU—The Sun serviceman gives way to the prettier sex in this Suno- 
co sign along a highway in Peru. 


Sunoco Advertises in 48 Languages, Reaches 
800,000,000 in Outdoor Marketing Effort 


PHILADELPHIA, Sept. 9—In Peru, 
an illustration of a_ scantily- 
dressed maiden is added; in For- 
mosa, a neatly-dressed young 
couple. But wherever it is, the 
Sunoco trademark stands out. 

Sun Oil Co. says its display signs 
and outdoor advertising speak in 
48 languages to 800,000,000 people 


throughout the free world—from 
Norway to Australia, from the 
Malay Peninsula to the Belgian 
Congo. The ubiquitous signs are 
placed by the 50 independent Sun 
Oil distributors and the three 
(British, Belgian and Netherlands 
Sun Oil) subsidiaries. 

Mostly, Sun promotes its motor 


lubricants, rubber processing, cut- 
ting, electrical and refrigerating 
oils, and petrochemicals. 


Most of the displays and signs, | 


while utilizing the Sunoco slug and 
trademark for the most part, are 
designed by the local distributors. 


s In Canada, outdoor posters are 
in both English and French. These 
are designed by Tandy-Richards 
Advertising Agency, Toronto, 
which handles advertising for Sun 
Oil Co. Ltd., the Canadian subsid- 
iary. 

In Peru, large painted signs are 
used to promote lubricants, using 
a lovely, undressed maiden instead 
of the usual Sun service man. All 
signs are located along major high- 
ways. 

In Thailand, Dynalube motor 
oil is the largest selling Sunoco 
product. So the Sun distributor 
uses painted signs along the water- 
front areas in languages including 
German, Italian and Japanese. 
These signs are posted above 
buildings for full viewing. 


THAILAND—The familiar “Sunoco” 


In Formosa the painted poster is 
widely used to promote heavy duty 
industrial lubricants more than 
automobile consumer products. 
The design evolved by Mutual 
Commercial Co., Taipei, Taiwan, 
distributor for Sun Oil Co., is the 
only complete departure in over- 


0. 2/ in the Nation 
in Size... 


and Growing at 


s the National Rate 


TIDE: 


= 


ie 
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Tidewater, Va., a city de facto, is rapidly headed for the top 20! It is the continuous urban 
area comprising Norfolk and Newport News, which are inseparable for radio and tele- 


vision purposes. 


Follow instructions in Sales Management’s Survey of Buying Power by adding Norfolk 
to Newport News, and you’ll get a big surprise. You’ll get a metropolitan county area of 
776,000 people . . . larger than Louisville . . . and richer than Richmond, plus Roanoke, 
plus Lynchburg, in retail sales! 


TIDEWTAR is the best way to spell it . . . and sell it. For WTAR-TV is the greatest 


marketing force in this great and growing market! 


WTAR=TV 


CHANNEL 3 
NORFOLK 


Greatest Marketing Force in Virginia’s Greatest Market 


President and General Manager—Campbell Arnoux « Vice President for Sales—Robert M. Lambe « Vice President for Operations—John Peffer. Represented by Edward Petry & Company, Inc, 
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appears in unfamiliar surround- 
ings on this poster perched above buildings. 


seas Sunoco signs. In Free China, 
posters do not use the Sunoco in- 
signia. 

In Lebanon, displays in gasoline 
and service stations use many of 
the old-style Sunoco display racks 
for motor oils and diesel engine 
oils. These are built in the Middle 
East and are not shipped over- 
seas. + 


NBC Launches Campaign 
to Whet Fall Appetites 

Radio listeners, who must watch 
their weight, aren’t being given 
much assistance in cutting their 
calories by NBC Radio, New York. 
The network, which launched a 
summer-is-outdoor-eating-time 
campaign during the hot months 
this year, has scheduled an old- 


fashioned feast promotion starting 
Oct. 20. The drive, which will pro- 
| vide a programming peg for local 
food chains, bakers, etc., to use spot 
radio advertising, will include a 
heavy schedule of editorial fea- 
| tures outlining short cuts to more 
|tasty menus. The food features 
will be spotted on “Bert Parks 
|Bandstand,” “Monitor,” “Night- 
| line” and other programs for six 
| weeks. The network’s pre-promo- 
| tion campaign will include adver- 
'tising in nine business publica- 
| tions and in-store displays. 

The earlier drive introduced the 
|coordinated sales program  be- 
tween the network and its 200 
|affiliates whereby stations sold 
| spot announcements to local deal- 
lers to tie in with the network’s 
|special food programming. The 
| first 20 NBC affiliates reporting 
l'on the drive sold 5,195 appetite- 
'whetting announcements to local 
food chains, meat packers and ba- 
keries, the network said. 


Buchen Co. Appointed 

Cast Iron Pipe Research Assn., 
Chicago, has appointed Buchen 
Co., Chicago, to handle its adver- 
tising. H. B. Humphrey, Allen & 
Richards, New York, is the for- 
mer agency of record. 


Offset heres... eae 
NO TYPE USED 
IN THIS AD! 


No metal 
type was used 
in setting this ad, 
only FOTOTYPE 
for display and Justi- 
Type Paper for body 
copy. So easy, anyone 
can set good-looking 
ads, catalogs, house 
organs, presentations, 
etc., to be reproduced 
by offset, zincs sr silk 
screen. Save up to 90% 
over ordinary methods. 
Over 300 styles and 
sizes shown in new 
64-page type book. 
Write today for 
free copy. 
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“BUSINESS PUBLICATION ADVERTISING 


HELPS BOOST SALES” 


‘‘How do we know? Well, industrial management is seriously con- 
cerned about the rising costs of plant and equipment maintenance,” 
relates Melvin W. Pauly, Sales Vice President of the Lunkenheimer 
Company. “Because our valves are designed to keep down mainte- 
nance costs, we have an important story to tell. We use leading 
business publications to get the story across to the people who 
influence valve purchases. This is the audience we want to reach, 
and judging from sales results, we are reaching it very effectively.” 


IF WHAT YOU MAKE OR SELL is bought by business, 
you can “‘mechanize”’ your selling by concentrating your advertising 
in the McGraw-Hill publications serving your markets. These busi- 
ness publications pinpoint your prime prospects . . . enable you to 
talk to them in their own language, while they’re in a business mood. 


McGRAW-HILL PUBLICATIONS 


App McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36,N.Y. 


6 STEPS TO 
SUCCESSFUL 
SELLING 
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*In the first 50 morning 
papers Riverside Enterprise 

ranks 22nd in Financial adver- 
tising, 24th in Retail advertis- 
ing, 40th in total Display 


ANA Brings Out Sixth 
Guidebook Volume 


Advertising Age, September 15, 1958 


|clude case examples covering the 


“building of a well-managed ad- 


The Assn. of National Advertis-|V¢rtising department,” “recruit- 


ers, New York, has published the 
sixth in a projected series of seven | 
volumes titled “Practical Guides| 
and Modern Practices for Better 
Advertising Management.” Latest 
volume off the press is “Advertis- 


ment and selection of advertising 
personnel,” “training and develop- 
ment of advertising personnel,” 
“compensation and motivation of 
advertising personnel” and “job 
descriptions for advertising posi- 
tions.” 


ing Personnel Management.” 


advertising and 46th in 
Contents of the new book in- 


total advertising. 


B&B Appoints Two 
Carroll C. (Deke) Grinnell, mar- 


cereals at Benton & Bowles, New 
see the caate York, has been elected a vp of the 
agency. B&B also has named Rob- 
from RIVERSID ert Soderberg, formerly a film 
PRESS and writer at Columbia Pictures, an 
agency producer in its Hollywood 
ENTERPRISE office. 
_ *Source Media Records Jan. '58 Sales-Marketing Executives 
“ ve seaiiibiadas sctiabinber of Chicago Is New Name 


The Sales Executives Club of 
|Chicago has changed its name to 
| Sales-Marketing Executives of 
| Chicago. 


retail advertising ‘57 


a Represented nationally by Doyle and Hawley, Los Angeles, 
ay Sen Francisco, New York, Chicago, Boston, Minneapolis. 


To Keep Pace with our Growing Job of Reporting on 
the World of Industry to Industry around the World 


Me proul announce 


THAT IN JANUARY 1959 THE TITLES OF 
THE ENGLISH AND SPANISH EDITIONS OF 
id AMERICAN EXPORTER INDUSTRIAL 
: WILL BE CHANGED TO... 


INDUSTRIAL 
WORLD 


EN ESPANOL 


INDUSTRIAL 
WORLD 


Our editorial purpose will remain the same — to carry news of the latest 
developments in the United States and other industrialized countries to 
operating and technical management in the export markets. We will 
continue the practical, readable editorial whose high quality has won us 
awards for editorial excellence during the last two years. 


After considerable study this new and simple title has proven most 
appropriate for conveying the purpose of our publication to our 35,000 
readers overseas. 


american exporter publications 286 Fourth Ave. + N.Y. 16, N.Y. 


eee eeneee Pee eee eee eee eee eee eee ee ee eee eee eee ee ee eee eee eee ee es 


e Leading export trade publisher since 1877. 


e 8 magazines with a combined circulation of 135,000 in all 
the markets of the world. 


e The largest group of business publications in the 
specialized export field. 


keting and planning chief of Post! 


Admen Hit Back as 

Their Ads Are Hit 

in NIAA Copy Clinic 
Cuicaco, Sept. 9—Four members 

of the Chicago chapter of the Na- 


tional Industrial Advertisers Assn. 
who submitted ads for review by 


| the Copy Chasers heard their ads 


panned at the NIAA chapter meet- 
ing here last night. 

The Copy Chasers, an anony- 
mous group of admen whose ad 
analyses appear in Industrial Mar- 
keting, gave “innocent” verdicts to 
six other ads submitted. Seven of 
13 additional ads of Chicago area 
advertisers, which the Copy Chas- 
ers culled on their own, received 
unfavorable verdicts. 

Three of the four whose sub- 
mitted ads were rapped as “guilty” 
came ready to defend their efforts. 


# Fred G. Jones, ad manager of 
Creamery Package Mfg. Co., de- 
fended the appearance of his ad, 
which the Copy Chasers termed 
messy. The Copy Chasers also rec- 
ommended that a dairy owner’s 
quote (“We didn’t think our dairy 
was big enough to make this 
equipment pay off’) be used in 
large display type. 

“This equipment is not for small 
dairies alone,” Mr. Jones protest- 
ed. “Our headline is specific and 
in the dairyman’s terms: ‘Cut out- 
of-pocket expenses from installa- 
tion to bottling run.’ We feel we'll 
get qualified prospects with this 
ad.” 


s An ad for Magnaflux Corp. was 
termed “guilty of pontificating,” 
with much of the guilt falling on 
the headline: “Increased producti- 
vity means higher profits.” 

Frank Catlin, Magnaflux’s direc- 
tor of advertising (the company 
makes industrial inspection equip- 
ment), countered: “If that head- 
line isn’t news, then why are all 
the business publications writing 
articles on that very subject?’ He 
added that the ads were directed 
in large measure to financial man- 
agement. ; 

“We are trying to get orders con- 
firmed as well as sell more of the 
product,” he said. 


s “Too pretentious” was the ver- 


|dict for a Victor Chemical Co. ad, 


one of a series featuring babies, 
dogs, racing cars and ether human 
interest subjects. 

E. M. (Woody) Myers, adver- 
tising director of Victor, defended 
the ads on the grounds that the 
series was designed to give the 
company a good corporate image. 


|“We are not in a small industry,” 
he said. “Many others have more 


money to spend on advertising than 


|we have. We are trying to create 
|the impression that we are in the 
|same league.” 


Jay Bullen, editorial research di- 


‘rector of Industrial Marketing, act- 


ed as spokesman for the Copy 
| Chasers. # 


| Kastor Adds Neuhoff Bros. 

| H. W. Kastor & Sons Advertis- 

‘ing Co., Chicago, has been ap- 
pointed to handle advertising for 

| Neuhoff Bros., Dallas packer. Neu- 
hoff uses tv, radio, newspapers 
and outdoor in Texas, Louisiana, 
| Arkansas and Oklahoma. 


Columbus 
Dispatch 


advertises to reach advertising buyers 


in September 
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When 700 Acme and Nu-Way supermarkets ran store-wide promotions on 
the favorite dishes of 10 stars based on Good Housekeeping’s Famous 


Faces’ Favorite Foods editorial, the excitement spread like wildfire. 


MR. SPRENKLE REPORTS FURTHER : 


“Our stores were so enthusiastic, that 67,000 lines in 203 news- 
papers featured a total of 77 different Good Housekeeping Guar- 
anteed products. 


“In fact, we felt this promotion was so important, that we used a 
four-color full page ad in the Philadelphia Evening Bulletin. 


“The material from Good Housekeeping glamorized our stores 
and customers certainly reacted favorably. We were very well 


satisfied. I’d like to see more of the same!”’ 


Mr. Sprenkle certainly proves the point Good Housekeeping has been mak- 
ing over and over again. Let Good Housekeeping win a woman’s confidence 
...and the rest is easy! Why don’t you look into the selling possibilities of 


the magazine that can create such excitement? 


(;ood Housekee 


CREATES A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 


My 4 
~ Way 
ey fil e ty Oo a 


Mistong 


Full-color banners for each star’s favorite dish...theme banners...shelf strips for 
Good Housekeeping Guaranteed products... blow-ups of the Good Housekeeping Seal 


“We tied in with 67,000 lines 
| of newspaper advertising... 
| that’s how we feel about 

= Good Housekeeping!” 

reports A. KOHR SPRENKLE 


Vice-President and Director of Purchases of American Stores Co. 


—created traffic and sales in 700 Acme and Nu-Way supermarkets. 


A HEARST MAGAZINE 


ping 


count O8 4 Miiunp o 
@” Guaranteed by > 
Good Housekeeping 
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= : THERE’S A NEW WAY 
TO SELL FOOD PRODUCTS TODAY... 
HUNT FOODS (agency, Young & Rubicam) 
introduces a “class” concept in a highly-competi- 
tive “mass” market. No belaboring of brand ad- 
vantages in lavish, long-copy detail . . . Hunt's 
: approach is simple, direct, “new”. Just an elo- 
quent picture of the product and words that say, 
“Hunt ... for the best.” 
: eae : ies 


Hlunt...for the best 
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There’s a new way to sell food products, communications, 
cameras and many other things today. Now, too, a new way 
to sell your product to the Chemical Process Industries. . . 


fot ‘lomorrow 


in today s CPI selling! 


This is “the year of the hard sell.” But that’s what they 
say about every business year. We'd rather call 1958 
“the year of the smart sell.” Smart in the sense that now 
is the time for a change in strategy .. . for sharper sales 
and promotion tactics .. . for new and better ways to 
move more of your products at lower cost. 


Cost is the key to successful selling in the Chemical Proc- 
ess Industries. With the “net profit squeeze” closing in, 
CPI-Management is cost-conscious with a vengeance. 
Their responsibility to make profits means they must 
spend at a profit. No single group could be more per- 
sonally concerned with the dollar-savings your equip- 
ment, materials or service can deliver. Certainly nobody 
else wields such combined buying influence. For CPI- 
Management nails down every major function . . . both 
“technical and non-technical” . . . from upstairs with top Se| ‘ < 
administration, to production and plant operations, de- en cs 

sign and construction, research and development, pur- CPl-Management 


chasing and sales. 


Such cost-consciousness is contagious. And because your 
profit-problems are compatible with your customers’, 
it makes sense to sell CPI-Management in CHEMICAL 
Week. To hit hard and often in the one newsmagazine 
they read every week. To move fast and decisively in the 
one publication that puts the vital issues in proper per- 
spective, points the way to trends and decisions. Con- 
centrate your advertising power here, and you put the 


TOUCH OF TOMORROW in today’s CPI selling. 


A McGraw-Hill Publication 
McGraw-Hill Buliding 
New York 36, N.Y. 
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Northwestern Offers 


Ad Study 


evening division. Chicago admen 

Northwestern University’s schoo] | participating as instructors include 
of business is offering seven ad-| Fred Rhode, Warren Menaker and 
vertising courses this fall in its|J. Stuart Doyle, Foote, Cone & 


Belding; Walter Daspit Jr. and 
John W. Amon, Needham, Louis & 
Brorby; Nelson Winkless Jr. and 
Rex French, Leo Burnett Co., and 
Dana Parker, Toni Co. The classes, 


readers 


JUST TAKE A CARD 


..-any card 


Each card represents one of 
Farm Store Merchandising’s 
tabulated 
on the kinds of goods he sells to 
his share of the $22 billion agri- 
cultural industry. Want to know 
more about him? 


For information, see BPRD Clas- 
sification 44A or write: 


MERCHANDISING 


PUBLISHING CO. 


THE MILLER 
Box 67 Minneapolis 40, Minn. 


which begin Sept. 17, meet for two 
hours once a week. 


Garfield Advertising Moves 

Garfield Advertising, San Fran- 
cisco, has moved to new offices at 
301 Broadway. 


information 


Chicago 
Daily News 


advertises to reach advertising buyers 


in September 


Advertising Age, September 15, 1958 


Abboit Labs 
Captures DMAA 
Gold Mailbox 


Sr. Louis, Sept. 10—The Gold 
Mailbox Trophy for “Tops of all 
58 Direct Mail Leaders” was 
awarded to Abbott Laboratories, 
North Chicago, today at the Direct 
Mail Advertising Assn. convention. 

Albany Products Co., South Nor- 
walk, Conn., won the Henry Hoke 


DMAA Meeting 


Award for the best entry showing 
the “courageous handling of a dif- 
ficult mail problem.” 

Campaigns were selected in five 
categories—direct mail (Abbott 
was an entry in this category), 
mail order, house publication, low 
budget and letters. Heath Co., Ben- 


Bate. 


THE TAMPA TRIBUNE-THE TAMPA TIMES 


E CASE OF THE 


FLORIDA TIMES-UNION 


MORNING AND SUNDAY 
a 


—) 


oe 


Florida.” 


Florida. 


The Sunshine State. 


Sell ’em where they are! 


Want more facts? 
Write us! 


issing Customers! 


In a few months or so, a milkman in Ohio 
will find a note that reads — “Stop milk, gone to 


A post office in New York will be notified to 
forward mail to 304 Palm Avenue, Beach City, 


A filling station attendant in Michigan will be 
asked to, “Fill ‘er up — we're off to Florida!” 


All over America, folks will be calling airlines, 
railroads, bus lines and travel agents to make 
reservations for a Florida vacation. 


Millions on the move - people and dollars! 


Multiply these situations by a few million and 
come winter, some four million of your northern 
customers will be soaking up the good Florida 
sunshine. They will be buying their groceries, 
drugs, automotive needs and other essentials in 


Give your advertising a trip to Florida! 


To reach these millions of missing customers 
it will pay you to give your advertising a trip to 
Florida this fall and winter, too! 


Keep these millions of missing customers using 
your product. Use the pages of Florida’s three big 
morning dailies. The Florida Times-Union, The 
Miami Herald and The Tampa Tribune and Times 
deliver saturation circulation in Florida’s three 
major markets, and from 20 to 100% home cover- 
age in 51 of Florida’s 67 counties. 


JACKSONVILLE 


EVENING TAMPA 


THE MIAMI HERALD 


MIAMI 


REPRESENTED NATIONALLY BY 


The Katz Agency. Inc. 


Sawyer-Ferguson-Walker Co. 


Story. Brooks & Finley.inc. 


ton Harbor, Mich., won among 
mail order campaigns. 


s Direct mail leaders, listed alpha- 
betically in the categories, are: 

Direct Mail Campaigns—Abbott Labo- 
ratories, North Chicago; Aircraft & Mis- 
siles Manufacturing, Philadelphia; Al- 
bany Products Co.; American Mail 
Advertising Inc., Boston; Ampex Corp., 
Redwood City, Calif.; Beech Aircraft 
Corp., Wichita; Business Week, New 
York; Capital Airlines, Washington, D. 
C.; I. J. Case Co., Racine, Wis.; Cessna 
Aircraft Co., Wichita; Chevrolet, Detroit. 
Eagle Pencil Co., New York; Eli Lilly & 
Co., Indianapolis; Esso Standard Oil Co., 
New York; General Electric Co., Western 
Springs, Ill.; P. H. Glatfelter Co., Spring 
Grove, Pa.; Harris-Seybold Co., Cleve- 
land; James Gray Inc., New York; Kim- 
berly-Clark Corp., Neenah, Wis.; Lasky 
Co., Newark, N. J.; American Cyanamid 
Co. (Lederle Laboratories), Pearl River, 
N. Y.; Manpower Inc., Milwaukee, Wis.; 
Mead Johnson of Canada, Toronto; Ford 
Motor Co. (Mercury), Dearborn, Mich.; 
Minneapolis-Honeywell Regulator Co., 
Minneapolis; Motor Age, Philadelphia; 
McCormick-Armstrong Co., Wichita; 
NBC-Radio, New York; NBC-TV, New 
York; New Holland Machine Co., New 
Holland, Pa.; Oklahoma Wholesale Furni- 
ture Corp., Oklahoma City; Olin Mathie- 
son Chemical Corp. (Forest Products), 
West Monroe, La.; Otis Elevator Co., 
New York; Parade Publications, New 
York; McGraw-Edison Co. (Pennsylvania 
Transformer), Cannonsburg, Pa.; Red- 
book, New York; E. F. Schmidt Co., 
Milwaukee; TV Guide, Radnor, Pa.; Tal- 
on Inc., New York; This Week, New 
York; Virginia Electric & Power Co., 
Richmond; Western Envelope Corp., San 
Francisco; Youngstown Kitchens, War- 
ren, O. 

House Publications—Abbott Laborato- 
ries; Chevrolet; Le Tourneau-Westing- 
house Co., Peoria, Ill.; Massey-Ferguson 
Inc., Milwaukee. 

Low Budget Campaigns—Christian Dior 
Stockings, New York; Dick’s Center 
Service, Milwaukee; Knipco Div. of 
Knickerbocker Products Co., Dayton, O.; 
Monogram Art Studio, New York. 

Letter Campaigns—First & Merchants 


National Bank, Richmond, Va.; Life, 
New York; NBC, Pacific Div., Holly- 
wood; Sunkist Growers, Los Angeles. 


Mail Order—Heath Co., Benton Harbor, 
Mich. 


s Judging was based on 100 points, 
the final score resulting from av- 
eraging seven judges’ evaluations. 
Each judge could award a maxi- 
mum of 30 points for results, 25 
for plan, 15 each for copy, design 


|and production, except in mail or- 
|der entries, where results were the 
'major consideration of the judges. 

The judges were William K. 
Beard, president of Associated 
Business Publications; Robert Fox, 
exec vp of St. John Associates; 
Henry Hoke Jr., publisher of 
The Reporter of Direct Mail Ad- 
vertising; Fred P. Kirby, vp and 
director of marketing, Foster Ad- 
vertising Ltd. of Toronto; Dwight 
Rockwell Jr. of Mead Papers, New 
York, and Fred H. Stapleford, as- 
sistant to the president for adver- 
tising & promotion, Philadelphia 
Inquirer. + 


Texas Group Names Smith 
John Smith, news director of 
KTRH, Houston, has been elected 
president of the Texas Associated 
Press Broadcasters Assn. Elected 
vps were Chuck Martin, KAML, 
Kenedy-Karnes City; Reid Collins, 
KRLD, Dallas; A. W. Stewart, 
KLEN, Killeen, and Johnson Wil- 
son, KONO-TV, San Antonio. Bill 
Stinson, KORC, Mineral Wells, is 
secretary-treasurer. 


Christiansen Gets Krank’s 

Consolidated Royal Chemical 
Corp., Chicago, has appointed 
Christiansen Advertising Agency, 
Chicago, to handle advertising for 
Krank’s Shave Kreem. Gordon 
Best Co. is the previous agency. 


Buttenheim 
Publishing 


advertises to reach advertising buyers 
in September 
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And now—the billion dollar question .. . 


“How well will the ’59s sell?” 


To the decision-makers responsible for the billions of 
dollars invested in the automotive industry’s 1959 
products, the answer lies in the effectiveness of their 
function—analyzing buying and selling trends of 
their industry; sizing up the competition; investigat- 
ing and specifying new products, new methods and 
materials for building, selling and servicing the new 
cars and trucks. 


Small wonder that one of the most remarkable 
aspects of this highly competitive industry is the 
battle to be best-informed! 


To meet this need of the vital industry it serves, 
AUTOMOTVE NEWS maintains the largest edi- 
torial staff of amy automotive trade publication. 
Gathering, interpreting and delivering all the news 
of this expansive industry while it is news is a re~ 
sponsibility AUTOMOTIVE NEWS assumed more 
than 33 years ago; our reward has been leadership 
in our field ever since. 


Along with nearly every car and truck dealer in the 


country—manufacturing presidents, vice-presidents, 
sales and advertising executives, engineers, and 
styling section chiefs represent a cross-section of the 
key men who rely on AUTOMOTIVE NEWS to 
be first with the news they need. (Your nearby 
AUTOMOTIVE NEWS Representative can pinpoint 
for you even further the influential readers who 
create the “billion dollar question.”’) 


These are the men who write success into the books 
of AUTOMOTIVE NEWS advertisers. We simply 


The most influential publication in the automotive industry. 


Vet. XXXL, Mo DOH 


The Newsp 


Faapee New Care Now os. 67900 tn "CE ~~: 


Stocks Dip but Top Year - 


make certain that they find out about your materials, 
products or services—every Monday morning! 


NEW YORK: Edward Kruspak, Howard E. Bradley, Ray 
Billingham, Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495 


SAN FRANCISCO: Jules E. Thompson, Douglas 2-8547 
LOS ANGELES: Robert E. Clark, Hollywood 3-4111 
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WHEN YOU CALL ON 
A BUSINESSMAN 
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Your message to management can get lost in the diverting atmos- 
phere of “relaxation” media. Dress your advertising in a business 
suit when you want to sell a management man! Best-tailored: 
Business Week. You can’t escape that conclusion when you ex- 
amine the “25-Company Study” of the reading habits of 28,679 
customers of 25 major companies, just published. Shows Business 
Week best-read among management men, at lowest cost, of any 
publication in its field. Ask for a copy! A McGraw-Hill Magazine. 


BEST-READ AT LOWEST COST 


MARC BOMSE 
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FIVE ways to be sure this 
is the TOP MAGAZINE for 
TOP MANAGEMENT 


1. Advertising Agencies who know business magazines best prefer THE MODERN HOSPITAL 


Industrial Marketing publishes annually a list of the advertising agencies placing the 
most space in all business and professional magazines. Of the top 25 agencies in 1957, 
20 used space in one or more hospital magazines. Here is the record: 


Agencies No. of Pages Used Exclusive 
Using Space Accounts n Each Pages 
THE MODERN HOSPITAL 20 60 390.3 214.0 
Hospitals (24 issues) 16 26 180.5 22.5 
Hospital Management 12 16 106.0 6.0 


2. Advertisers who know business magazines best prefer THE MODERN HOSPITAL 


Advertising Age, September 15, 1958 


| ARB Network TV Ratings 
Week of Aug. 1-7, 1958 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Rank Program Rating” 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............ccecccceceneeeeseenenennenee 42.6 
Have Gun, Will Travel (Whitehall, Lever, CBS) ...........:cccssseeenrseerennseeees 31.8 
3 What's My Line (Helene Curtis, Florida Citrus Commission, CBS) ................ 31.3 
4 One ee A Smee OR, Fa URINE MOTI wiccesenscsccccoccnscocorscasocerescccconcensencnsssncesese 30.8 
5 The Price Is Right (Speidel, RCA, NBC) .. aa iicedcaieaskenvisietiecesaan’: 
| 6 Tales of Wells Fargo (American Tobacco, ‘Buick, NBC) .. ES I 
7 | Love Lucy (General Foods, CBS) .. 
8 I, I sc oninsctncecncnccnssnsbadsaronssctecusissonaeceosense 


Twenty-One (Pharmaceuticals, NBC) ......-.....ccccccccessensensenescenenererscennsneenennnes 
10 Alfred Hitchcock Presents (Bristol-Myers, CBS) 
| GE Theater (General Electric, CBS) .. 


Wyatt Earp (General Mills, Procter & ‘Gomble, “ABC) . i cabdlaielaipieelcecs seatkiense 
TOTAL VIEWERS REACHED 

Rank Program (000)** 
; 

1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...............600006 ——— 

2 Have Gun, Will Travel (Whitehall, Lever, CBS) ................ccccccccccccceeseeeneeeen 34,630 

3 I've Got A Secret (R. J. Reymolds, CBS) ..........cccccccccssserseeserneeeerneneeenersnes 30,900 

4 ed Batis ER, FI, GID wreercenesisensasnicnesicessercsiccesnsscescoccsassorsassonse 30,160 

| 8 I Love Lucy (General Foods, CBS) ..........-s.ss-scscsssssererssnsnnsenseeesssnsenneeenstnenenees 27,930 

6 Real MeCoys (Sylvania, ABC) q.....0-0crccsssecccssscsccceveseosossccssosscseserenscsascesesseceee 27,630 

# Tales of Wells Fargo (American Tobacco, Buick, NBC) ............:.0ecceseeneeees 26,840 

| 8 The Price Is Right (Speidel, RCA, NBC) ...........:cccssssssssssecssesueensesteeneesneeens 26,460 

9 GE Theater (General Electric, CBS) . al 

10 Alfred Hitchcock Presents (Bristol-Myers, CBS). © ED SE! : 25,390 


Associated Business Publications publishes annually a list of leading advertisers. Of 
the top 100 in 1957—those who used the most space in all business and professional 


j 


* Percentage of homes reached in markets where a show appeared. 
| ** Total number of persons viewing program. 


istration. Here is the record: 


Advertisers 
Magazine Using Space 
THE MODERN HOSPITAL 32 
22 
14 


Hospitals (24 issues) 
Hospital Management 


3. Hospital market advertisers 
prefer THE MODERN HOSPITAL 


For forty-five years The Mopern Hosprrar 
has carried far more advertising than any 
comparable magazine — issue by issue and 
year by year. Here is the record of the three 


national magazines of hospital administra- 
an tion for the first seven months of 1958: 


No. Pages 

Magazine Advertising 
THE MODERN HOSPITAL 1006 
Hospitals (24 issues) 848 
Hospital Management 490 


4. People who know hospital magazines 
best prefer THE MODERN HOSPITAL 


Classified advertising in hospital magazines 
is used mainly by hospitals in search of ad- 
ministrative and executive personnel, and 
by hospital administrators and executives in 
search of hospital employment. Classified 
advertising is sold, therefore, to the people 
who know hospital magazines best; it is sold 
without personal solicitation; its only value 


magazines—36 used one or more of the three national magazines of hospital admin- 


Pages Used Exclusive Exclusive 

Each Advertisers Pages 
325.83 12 91.83 
302.25 2 7.00 
168.00 2 6.00 


is in immediate, direct response. For all the 
years records have been maintained, The 
Mopvern Hosprrar has carried by far the 
most classified advertising in the field. Here 
is the 1957 record: 


Classified 
Magazine (lines) 
THE MODERN HOSPITAL 14,008 
Hospitals (24 issues) 9,344 
Hospital Management 2,443 


5. More Hospital people want 
THE MODERN HOSPITAL 


Alone among hospital magazines, The Mop- 
ERN Hospirav maintains a wholly voluntary, 
inducement-free paid circulation. Nearly 
25,000 copies of other magazines reach hos- 
pital people each month by virtue of associa- 
tion membership or by special inducement 
circulation methods involving special pre- 
mium offers or drastically reduced prices. 
Despite this, The Mopern Hosprrat main- 
tains the evidence of “wantedness” inherent 
in a totally inducement-free paid circulation 
of more than 15,000—with a wholly induce- 
ment-free subscription renewal in excess of 
80%. 


Mortuary Buys ‘Danger’ Series| Publishers, P.O. Box 3142, Mer- 


Iowa tv film viewers who want 
to live dangerously via their video 
sets will find that the thrills en- 
joyed in “Danger Is My Business,” 
a tv series which depicts 39 peri- 
lous occupations, have been spon- 
sored on KCRG-TV, Cedar Rapids, 
by the Turner Mortuary. Other 
advertisers for the California 
National Productions syndicated 
thriller, which has been sold to 
date in 85 markets, include Kroger 
Co. (Campbell-Mithun) for Atlan- 
ta and St. Louis; Old Kent Bank & 
Trust Co. (Wesley Aves & Associ- 
ates) for Grand Rapids; Sealtest 
division, Louisville, of National 
Dairy Products (Zimmer-McClas- 
key Advertising Agency) for Lou- 
isville. 


New Ad Medium Lat Sthea 
The Mobile-home Manufacter- 
ers File, a new advertising me- 


yparly book, with the first issue 
scheduled for January, -1959, will 
be we by Mo 


dium, is being offered to suppliers | 
; who want to reach manufacturers /| 
“in the mobile home field... ‘The 


obile Home 


chandise Mart, Chicago. About 1,- 
500 copies of the File will go to 
executives and buying personnel 
of 368 mobile-home plants and 
branches in 36 states. 


Clicquot Club Names Sullivan 

Clicquot Club Co., bottler of car- 
bonated beverages, has appointed 
Daniel F. Sullivan Co., Boston, to 
handle its advertising. Harold Ca- 
bot Co., Boston, is the former agen- 
cy of record. 


CBS-Television 


udvertises to reach advertising buyers 
in September 


os ADVERTISEMENT 


yn from Cunningham & Walsh 


The Modern Hospital Publishing Co., Inc. © 


ecctworeh 
919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS & 


File your hospital catalog here 


Srtnce 1919 Hosprra Purcuasinc Fite has served hospitals. 
Here your catalog of products hospitals use will be filed, 
indexed for easy reference, distributed to every hospital of 
twenty beds or more, and retained for reference when prod- 
ucts are being considered and purchases made. Hospitals 
come here to buy—and your catalog filed here makes it 
easy for hospitals to buy from you. 1959 Edition is now in 
preparation. 


Exclusive catalog sales representatives, The Modern Hospital Publishing Co., Inc. 


“The only spokesman an advertiser has in a supermarket is the 
voice of recall he’s planted in the consumer’s brain,” says C & W’s 
Director of Creative Services, Cal Giegerich. Cal and all our creative 
and account men spend a week a year at the point of sale to give 
our advertising a louder voice of recall. Cunningham & Walsh Inc. 
Offices in: New York + Chicago + Hollywood + San Francisco. 
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Don't get caught with your plans down. 


To sell Canada—make no little plans—use 


Weekend 


MAGAZINE 


the biggest single selling force in Canada 
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Nowland Expands in Europe 

Nowland & Co., 
Conn., 
opened an office in Dusseldorf, 
Germany, and has named Andre 


Greenwich, of its European operations. 
research company, has|Chudnoff has directed Nowland’s| Corp. for the fiscal year ending 
| June 30, 1958, were $30,464,000, 


operations in Paris and Brussels 
for the past three years. 


You, t too, can er ehoctve merchandising 
help in Muncie, 


| Chudnoff vp and general manager | | Lehn & Fink Sets Record 
Mr. | 


Sales of Lehn & Fink Products 


highest in the company’s history. 
In the previous year sales were 
$27,321,000. Earnings were $3.26 
per share, compared with $3.15 per 
share in fiscal 1957. The current 
sales and earnings report includes 
those of National Laboratories Inc. 
for slightly more than nine months. 


Advertising Age, September 15, 1958 


Bell Named Head of Allied PR 

J. Raymond Bell, formerly pub- 
lic relations executive of Columbia 
Pictures Corp., has been elected 
president of Allied Public Rela- 
tions Inc., New York. He is a for- 
mer officer of the Public Relations 
Society of America and is currently 
chairman of its 11th annual confer- 
ence to be held in New York this 
fall. 


Carens Joins Doherty, Clifford 
Richard Carens, for the past 14 


Effective merchandising of any product sparks a specific 
challenge at The Muncie Star and Muncie Evening Press. 
We always strive to give all advertisers a new and different 
merchandising angle to assure the success of each particular 
advertising campaign. Try the MONEY-MAKING MUNCIE 
MARKET for positive results. 


Saturday 


years an advertising salesman for 
Daily News Record, New York, a 
Fairchild publication, has joined 
Doherty, Clifford, Steers & Shen- 
field, New York, as an account su- 
pervisor on Eastman Chemical 
Products Inc., a division of East- 


“lon Aim a NIKON! 


MUNCIE, INDIANA 


ies ss 


National Segpeenaeey: Kelly-Smith yy, 


Evening Post 


edvertises to reach advertising buyers 
in September 


man Kodak Co. 


Cary Joins Hickerson 

Robert H. Cary, formerly service 
director of Cary-Hill, Des Moines, 
has joined J. M. Hickerson Inc., 
Des Moines, as an account execu- 


AD- )-VENTURES of FRUSTRATED FREDDIE 


tive. 
No 1 


9:17 A.M.| 


BuT WE MAILED 
HIM OUR CIRCULATION 
ANALYSIS! 


WM. 


oF MARKETING 


MAYBE, IF SO, 
I ROUTED IT 
TO THE AD 
MANAGER 


9:50 AM.| 


TO ME, YES, 

GUESS THAT PROVES BUT YOU'LL 
OUR CASE HAVE TO SEE 

JONES AT 


THE CLIENT 


10:20 A.M. | 


I’D LIKE TO SHOW 
YOU THIS ANALYSIS, 
MR. JONES 


I LEAVE 


11:15 A.M. | 


I NEED SOME ASPIRIN-—— QUICK— 
BEFORE I CALL ON THE 
NEXT COMPANY 


EVERY THING 
LIKE THAT TO 
THE AGENCY 


- XS. JONES 


rae PRESIDENT or SALES 


evUAad 


MR. BIG GET SALES 
THAT 

COCKEYED MANAGEMENT 
IDEA? 


11:40 AM. 12:17 RM. 
J SAID HE'D BEEN | THE BIG 
ae STUDYING THEIR || wuHy'm I IN THIS MONEY... 
CAMPAIGN IN CRAZY BUSINESS ? ..I GUESS 


Way I Vhandle ite Hondteur? 


$€23 


Te ¢ 


ip 837 


Nubew comena ove paved from 689 30 te 6E5090 gad higher 


VRAIMENT?—Worldwide esteem for 
the Nikon camera is the theme of 
a new series of ads Nikon Inc. is 
running in Holiday and The New 
Yorker. Other ads will point up 
Nikon recognition in Germany, 
England and other popular travel 
countries. Jack Gilbert Associates, 
New York, handles the account. 


2 Agree Not to Say 
Gasoline Additives 
Okayed by U.S. 


WASHINGTON, Sept. 9—The Fed- 
eral Trade Commission has ac- 
cepted a consent order which bars 
two southwestern firms from 
claiming that their gasoline and oil 
additives are approved or recom- 
mended by the U.S. government. 

The order closed a case against 
Champion Products Inc., Stephen- 
ville, Tex., manufacturer of Cham- 
pion Q-X, a gas additive, and 
Champion Q-X with Moly, an oil 
additive; and the Goodenow Co., 
Oklahoma City, which distributes 
these products under its own labels 
and under the brand name “pylon 
q-x” and “pylon q-x with moly.” 

Other parts of the order prevent 
the companies from claiming that 
the product is currently or regu- 
larly advertised in Life or any oth- 
er publication unless true. 

The order was dismissed with 
regard to a second distributor, 
Champion Oil Co., Fort Worth, and 
its officers. They had been cited 
in the original complaint, but are 
now out of business. + 


Meyers Joins Clock Specs 

Robert L. Meyers, formerly with 
Benton & Bowles, has joined the 
Clock Spectaculars division of Self 
Winding Clock Co., New York, as a 
sales representative. 


Finney to Hicks & Greist 

Marie C. Finney, formerly a 
copywriter with C. L. Miller Co., 
has joined Hicks & Greist, New 
York, as senior copywriter. 


Booth 
Newspapers 


advertises te reach advertising buyers 


in September 
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The New Yorker stimulates* leaders of industry. Of 1,833 directorships 
in the roo largest United States Corporations, 645 directorships 


(35 per cent of this total) are held by s0q New Yorker subscribers. 


*The New Yorker sells the people other people follow. 


NEW YORKER 


New York, Chwcage, San Francisco, Las Angeles, Atlanta, London 
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Drive Pushes Thrift Week 


The National Thrift Committee | 'S providing advertising and pub- | 


Inc., 121 W. Wacker Dr., Chicago, 


| licity materials to financial insti- 
tutions and other advertisers 
wanting to support National Thrift 
Week, Oct. 19-25. The material, 
|using the theme, “Save and build; 
it’s your future,” will 
streamers, stuffers, ad mats, ra- 
dio and tv publicity announce- 
ments and a booklet on how to 
place stories about the occasion 
in newspapers. 


Gibson Elected VP 

George R. Gibson, account su- 
pervisor on Remington Rand elec- 
| tric shavers at Paris & Peart, New 
York, has been elected a vp of the 


b 


MATERIAL 


Engineering | 


AN INDUSTRIAL 1 


HANDLING 


812 HURON ROAD ® CLEVELAND 15, OHIO 


Enthusiasts at wor R. Dedicated and undisturbed, 


include | 


Advertising Age, September 15, 1958 


BIRTHDAY KiDS—Banners like this will be used at the point of purchase 
in Campbell Soup Co.’s fifth birthday promotion. 


Store Displays, 


major department of the store, 
| case cards and shelf talkers. 


Ads Mark Birthday ly On the advertising schedule will 
| be color pages in the Oct. 14 Look, 


of Campbell Kids | Oct. 28 Life, Oct. 18 Saturday Eve- 


CAMDEN, Sept. 9—The Campbell | ning Post, Oct. 19 and 26 issues of 
Kid Birthday Celebration, a pro-|This Week and American Weekly 
motion now in its fifth year, will| and the Oct. 26 and Nov. 2 First 
be offered to retailers by Campbell | Three Markets supplements. 

Soup Co. as an October merchan-| Television promotion will be on 
dising event this year, supported by | the Oct. 12 “Lassie” show (CBS- 
new and improved point of sale | TV) and the “Donna Reed Show” 
material and a heavy schedule of| (ABC-TV) Oct. 22. 

magazine, newspaper supplement, | The campaign is being handled 
and television advertising. | directly by Campbell Soup Co. # 

Storewide promotional materials | 
for the Campbell Kid celebration | 


will include this year a large ban-| Dorman C. Ingraham, formerly 
ner showing the kids welcoming | ,, with Erwin, Wasey & Co. until 
consumers to the celebration, as | its merger with Ruthrauff & Ryan 


well as pennants to identify each! pa, peen appointed eastern ad 


Ingraham to ‘Traffic World’ 


they’re pursuing their after-hour avocations . . . and a compliant city 


to the job at hand. .. are hard at work, producing 
SUPERIOR ENGRAVINGS for those morning deadlines. 


seemingly stands quiet. Elsewhere, others . . . no less attentive 


For Superior Service, Superior Quality... 


call SUPERIOR now! 


215 WEST SUPERIOR STREET, 


CHICAGO 10, 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT 


ILLINOIS 


representative of Traffic World. 
His headquarters are 230 Park 
Ave., New York. 


|Tatham-Laird Promotes Two 
Mary Schroeder, a group copy 
supervisor with Tatham-Laird, 
Chicago, has been promoted to 
creative director. Nancy Larson, 
|formerly a copywriter, has been 
|named group copy supervisor. 


| 


| 
| 


Mead Johnson Names Two 

Mead Johnson & Co., Evansville, 
Ind., has appointed William F. 
Hewitt an ad copywriter and Wil- 
liam P. Kinsella an advertising 
designer in its nutritional and 
pharmaceutical division. Mr. 
Hewitt formerly was associate di- 
rector of technical information in 
the company’s research division. 
Mr. Kinsella previously was an 
advertising artist with Paper-Mate 
Co. 


Two Join Stone & Simons 

Samuel Pecherer and Elliot I. 
Schubiner, formerly copywriters 
with Schurgin Associates, Detroit, 
have joined Stone & Simons, De- 
troit. Mr. Pecherer has been ap- 
pointed copy chief, and Mr. Schu- 
biner has been made an account 
executive. 


York Joins Waldie & Briggs 

J. Robert York has joined Wal- 
die & Briggs, Chicago, as an ac- 
count executive. He was formerly 
with Erwin Wasey, Ruthrauff & 
Ryan. 


Southam 
Newspapers 


advertises to reach advertising buyers 


in September 


llen 


Hill 8-5800. 


Bitten Grotto is one of those rare publicity women 
who combines a nose for news with a solid mer- 
chandising background. Her specialty is the 
dynamic field of home fashions. As a group head 
on Anderson & Cairns’ publicity staff, Ellen antici- 
pates the needs of the editors on the one hand and 
the equally significant needs of the retail merchant 
on the other. To radio and TV audiences across 
the country, Ellen is sometimes known as Betty 
Carlisle, a spokeswoman for Masland rugs and 
carpets—that is, when she is not barnstorming as 
Ellen Hunter on behalf of Dow Corning silicones. 
To the editors, however, Ellen’s group is a friendly 
source for product news and picture service for 
these clients, as well as Lurex metallic yarns, 
American Enka rayons, and Union Carbide’s 
Dynel. At Anderson & Cairns, every function 
—advertising, publicity and merchandising—is 
directed toward one goal: “The Quality Image... 
That Sells!” Call Jack Cairns today and see 
how it’s done at A& C. The number is MUrray 


SUPERIOR 
ENGRAVING 
COMPANY 


CALL 


DAY 130 East 59th Street 


SUperior 77-7070 


ANDERSON & CAIRNS, INC. 


Advertising of Distinction 


« New York 22,N.Y. 
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Alphonse Normandia of our TV art staff 
designed this philatelic rarity. It’s the stamp 
of success which is on the TV specials BBDO 
delivered to its clients during the ’57-’58 
broadcast year. Each program was specifi- 
cally aimed to do a different job. Each was 
carefully planned to make the dollars in- 
vested pay off! For example: 


Rexall asked: ‘‘How can we make our 
twice-a-year l¢ sales bigger?’ First, the 
“Pinocchio” television show was construct- 
ed. It reached 49,307,000 people the day 
before the sale started. Then came “Hansel 
and Gretel’? and 45,030,000 more. These 
two shows helped smash all-time 1¢ sales 
records for the 10,000 Rexall drugstores. 


Another case in point: Nine “Du Pont 
Show of the Month’”’ telecasts reached 83.2 
per cent of U.S. TV homes. Over half of these 
homes watched three or more shows. We have 
an accurate measurement of audience reac- 
tion and message retention. 


At BBDO, there’s no room for guesswork 
in planning the TV special. 

Everything begins with a marketing con- 
cept: a one-cent sale, a line introduction, a 
seasonal reason, a corporate profile to be 
etched indelibly in the public mind. This is 
the backbone of the event. 


+ 
| 


ca Pageast 
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Next comes selection of the right property. 
(Specials are not delivered as ready-to-go 
packages neatly tied up with blue ribbon.) 

Then there’s the clearance of the right 
time spot —a vital step with many pitfalls. 

Trade and consumer campaigns must be 
coordinated. Merchandising the program in- 
ternally is as important as merchandising it 
to the TV audience. Product and program 
promotion must be tied together. 

Then comes the commercial format, the 
heart of the selling effort. The main title 
may paint a corporate picture, or a whole 
line of products, or dramatize a basic theme. 

The next step: integration of copy within 
the body of the show. How far does one go? 
What type of “presenter” is best? 

While this is all going on, one of the larg- 
est staffs of trained TV-research people helps 
us chart the show’s course—they pre-test 
copy, analyze results and set ground rules 
for delivery of the next special. 

There are many more special-delivery 
stamps in the BBDO album than in that of 
any other agency. This experience is money 
in the bank for BBDO clients. Each year— 
each program—has added depth and length 
to our experience. No wonder BBDO is pre- 
paring the following TV specials, which you 


will see on your TV screen in the next, broad- 
cast year. Exciting events! Each one of them! 


Count of Monte Cristo 
Gift of the Magi (with music) - Hamlet 
Harvey - Little Women (with music) 

Little World of Don Camillo - Miss America 
Our Hearts Were Young and Gay (with music) 
Swiss Family Robinson - Ten Little Indians 

Victory - What Every Woman Knows 

Wonderful Town 


Here is a list of topnotch week-in, week- 
out programing in evening time that affords 
BBDO clients continuity and frequency. 


Armstrong Circle Theatre 
Donna Reed Show - Garry Moore Show 
General Electric Theater 
Jack Benny Show - Lassie 
Steve Allen Show 
Trackdown - U.S. Steel Hour 
You Bet Your Life - Your Hit Parade 


BBDO 


Batten, Barton, Durstine & Osborn, Inc. 


ATLANTA CLEVELAND LOS ANGELES SAN FRANCISCO 
BOSTON DALLAS MINNEAPOLIS SEATTLE 
BUFFALO DETROIT NEW YORK SYRACUSE 
CHICAGO HOLLYWOOD PITTSBURGH TORONTO 
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D0 Y0 T KN 0 W WHEN THE ‘Rose Marie Reid Uses U.S., European 
= * a o 
‘Magazines in Its ‘Biggest’ Ad Drive 
} aff MELON’S RIPE ? | Los ANGELEs, Sept. o—Rese; sight pages will be devoted to the 
« |Marie Reid, women’s swimsuit jearly, high-style line in Vogue, 
Anvieds con thie @ Wete- | manufacturer, will launch its larg-| Harper’s Bazaar, Town & Country 
melon, Rat it takes cuausionee to in ad campaign in November, us-| and Life. These ads recognize that 


know when it’s ripe. Right now, | ing a total of 49 pages in consumer | not every woman is a potential 
the juicy farm store field is ripe | magazines in the U.S. and abroad. | customer for the higher-price Lim- 
for a publication all its own Initial advertising will promote|ited Editions, but all can be 

Farm Store Merchandising. The |the company’s Limited Editions| reached with a fashion story. 
market's a juicy $22 billion. collection, a prestige line deliber-| Rose Marie Reid’s standard lines 
Wouldn't you like a slice? _ately limited in distribution. Be-| for the cruise and resort market, 
For information, see BPRD Clas- | tween November and February,| and for the mass market for the 
sification 44A or write: a spring line, will be advertised via 
| color pages in Harper’s Bazaar, 
| Vogue, The New Yorker, Holiday, 
SiMPSON-REILLYy, eer) Mademoiselle, Charm and Glam- 

Publishers Representatives |i 
¢ ve al é 


# Junior swimsuits will be boost- P 
ed through four pages in Seven- LIGHT, BRIGHT—Rose Marie Reid will 
teen, with a two-page unit sched- yse ads like this to promote its 
‘uled for April. Some of this prestige line starting in November. 
: ee ia Carson/Roberts, Los Angeles, is 
the agency. 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. | 


3 advertising will feature the Co- 
eed lumbia motion picture, “Gidgit,” 
| starring Sandra Dee, with Miss Dee 
and co-star James Darren shown 
in the ads. 

An international program is de- 
signed to reach 22 foreign mar- 
' kets. On the schedule are Hable- 
| mos, in Latin America; in Europe, 
| Annabelle, Die Frau, Illustre, Sie 
|und Er, Robes et Manteaux, and 
Bellezza. Harper’s Bazaar and 
|Vogue, in England, Vogue, in 
|France, and Constanze, in West 
| Germany, complete the list. 
| In revealing ad plans, Shirley 
| McWilliams, advertising manager, 
| told members of the company’s 
sales staff: “We are extending the 
/use of high-fashion art technique, 
,which we pioneered last season, 
{into our plans for the current 
| year.” 


Vavavay TWN |# Miss McWilliams also announced 


|a new line of manikins and new 
j}merchandise racks and displays. 
| These are modular, adjustable fix- 
| tures, designed to fit almost any 
Se — store floor plan, and to give 
maximum visibility with minimum 
| floor space. 
| Carson/Roberts, Los Angeles, is 
| the agency. + 


“ . . 
th, Marine Digest Appoints 3 
VJ Marine Digest Publishing Co., 
Seattle, has appointed three pub- 


: | lishers’ representatives for its new 
|publication, Western Marine Deal- 
ler, a semi-monthly due out in 
|January. Appointments went to 
Thomson & Clark Co., San Fran- 


|cisco; Richard W. Morey, Wau- 

One-man bands are dandy... BUT | watosa, Wis, and Jack Williams, 
| Miami. Western Marine Dealer will 

have a controlled circulation of 


15,000. 
If you want to make music that'll move millions, you ments, folk songs, religious music, band music and other Street & Finney Gets Sperti 
need more men. Not only musicians, but behind-the- kinds, as well as the current favorites. And WJR’s got Whitehall Laboratories, New 
> % 7 . York, a division of American 
scenes people, too. WJR has got ‘em—well over the experts. Furthermore, WJR’s audience appreciates Home Products, has appointed 
a hundred—including musicians, singers, arrangers, the variety and quality of music that they get. | Street & Finney, New York, to 


S : " c handle advertising for Sperti oint- 
We know this by their letters—advertisers know it by ment. Ted Bates & Co. is the 


the results they get. You can find it out by checking an previous agency of record. 
Alfred Politz survey, which shows WJR as the No. 1 
radio station in the Detroit-Great Lakes area. If you’ve 


directors, producers, writers and such. Now all these 
folks cost more to maintain than a couple of “‘disc 
jockeys,”’ but when you cater to the musical whims of 


an audience as large as WJR’s you find they’re very ‘Olds Joins Insurance Institute 


: Jerry P. Olds, formerly with 
so got a product or service to sell, call your Henry I. General Electric Co., has joined 
For instance—WJR’s music motto is “‘Music for every Christal man, he’ll show you how WJR can help you the Institute of Life Insurance, 
taste’’—and planning a musical menu for its many make music that will have your sales department danc- arch oo wesw elon dgtaad of 
listeners requires experts in the classics, choral arrange- ing circles around competition. ‘ 


Missouri 
Press Service 


advertises to reach advertising buyers 
in September 


Ww) Re DETROIT 


50,000 WATTS CBS 


Radio Programs with Adult Appeal 
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The new generation 


means Business today... 


Back-to-school may be anathema to students, but 
to the retail trade it’s a time of soaring sales. 


In fact, last year the only stores showing sales in- 


— creases in September over the previous month were 
. those that sell back-to-school merchandise: apparel, 
gs ‘ shoes, stationery and book stores. All the others 

KQ dipped. 
' If there was ever real evidence of the impact of youth 


on our economy, this is it. Youth knows exactly what 
it wants and gets it. For that reason alone, if you 
have a product to sell to youth, you’ve got to adver- 
tise it in their language, in their own magazine. 


BOYS’ LIFE is the country’s largest and most influ- 
ential youth magazine published. 


} 1,800,000: 


The Magazine That Reaches The NEW GENERATION. 
Published By The Boy Scouts of America. 
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Seeeeseeeseeeeeseeeeeeeeee 
MAKE "EM LAUGH! 4 
iy Mig buy quicker. Make @ 
rs gh with the “Let's Have Better @ 
ettees” monthly mailings. Unusual — © 
effective — economical — exclusive. Write @ 
‘or detaiis on your business letterhead. © 
FREDERICK E. GYMER : 

2123 E. 9th St., Cleveland 15, O. « 
SCSSSSSSSSSSSESESESSSESEE 


Walzer Joins Market Research 

Ed Walzer, formerly with the 
Grocery Manufacturers of Ameri- 
ca, has been appointed director of 
communications, a new position, 
for the National Consumer Panel 
division of Market Research Corp. 
of America, New York. 


BOATING IS BIG BUSINESS 
AWD OMLY 


I. BOATING 


INDUSTRY 


For nearly 30 years, 


Tue Boatinc INpustry (For The Trade Only) has been 
reaching the widest and most lucrative market for any product 
that has to do with pleasure and small commercial boating. 


THE Boatine INbustry is the only 

BPA-audited and circulation-controlled trade 

publication devoted to all segments of the market—inboard 
and outboard—distributors, jobbers, dealers, boat 
builders, yard and marina operators, naval architects 
and government purchasing agents. 


That's one reason why THE BOATING INDUSTRY can boast more 
advertising pages than any other publication in the field. 


FOR 


Write for the 16 page statistical folder on 
the boating industry and its growth. 


Ea) Ge 


BOATING INDUSTRY 


THE TRADE ONLY 


ST. JOSEPH, MICHIGAN 


Kimberly-Clark 
Offers Ist Kotex 
Coupon Refund Push 


NEENAH, WIs., Sept. 9—Color ad- 
vertising in magazines and supple- 
ments and point of purchase ma- 
terials will promote Kimberly- 
Clark Corp.’s first national refund 
offer for Kotex this fall. 

The offer consists of a 30¢ refund 
coupon redeemable on the consum- 
er’s next purchase of Kotex. The 
coupon is obtained by mailing the 
opening tags from two Kotex pack- 
ages to Neenah. 


'# On the schedule are Western 
|Family in October and Novem- 
ber issues of Everywoman’s Fam- 
ily Circle and Woman’s Day. Ads 
will also appear in the Metro Sun- 
day Comics Network and Parade 
|}in October. Mats for local adver- 
tising are available. 

The offer is the second phase of 
the 1958-59 Kotex promotion 
| which was launched in July with 

the introduction of a new package 
| design. 

Foote, Cone & Belding, Chicago, 
| is the agency. # 


Benjamin Katz Adds Two 

Benjamin Katz Agency, Philadel- 
| phia, has been appointed to handle 
| advertising and publicity for E. G. 
| Whitman Co., Philadelphia, maker 
of Old Philadelphia candies, and 
|Chemco Corp., Philadelphia pro- 
ducer of Chemco industrial and 
j}household cleaning compounds. 
| There were no former agencies on 
the accounts. 


Radder Forms Agency 

| Bruce M. Radder has formed 
|Bruce M. Radder Advertising 
| Agency, a radio-television special- 
ist, with offices at 425 Cherry St., 
S.E., Grand Rapids, Mich. Mr. 
Radder has been an account exec- 
utive with WOOD-TV, Grand Rap- 
|ids, for the past five years. 


| 


Operates in any position! 


Here’s the ideal power plant 
for rotary motion displays. 
New, unique design permits 
weeks of effective movement, 
using ordinary flashlight bat- 
teries! 
clockwise or counterclock- 
wise rotation at approximate 
speeds of 1, 6, or 60 rpm. 
The compact DC motor is 
dustproof, tamperproof and 


It can be wired for 


lubricated for life in high- 
impact plastic housing. 


It’s a silent salesman that’s 
smooth, sturdy and versatile! 


ENGINEERING 
SERVICE 


Send cutout dummy and rough sketch 
— we'll return them equipped with 
the best motor for your use, together 
with a complete laboratory report. 


HANKSCRAFT COMPANY 


Display Motor Division 
Reedsburg * Wisconsin 
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BARGAIN—Kimberly-Clark Corp. 

will promote its 30¢ Kotex refund 

offer with ads like this starting in 
October. 


Underestimating 
Readers Causes Ills 
of Dailies: Hobby 


New York, Sept. 11—Newspa- 
pers are in trouble because their 
editorial coverage is not satisfying 
a “tremendous popular interest” in 
science, medicine, economic af- 
fairs, defense and foreign policy. 

“The fiscal as well as the intel- 
lectual salvation of newspapers lies 
in a willingness to grapple with 
the complex problems of a complex 
society,” added Bill Hobby, of the 
staff of the Houston Post, in an ar- 
ticle in the Reporter. 

Mr. Hobby, son of W. P. and 
Oveta Culp Hobby, chairman and 
president, respectively, of the Post, 
traced the decline of newspapers 
like this: 


e Rising costs have killed off 49 
dailies since 1951. 


e While the U. S. population was 
increasing more than 13%—from 
152,000,000 in 1950 to 173,000,000 in 
1958—newspaper circulation went 
up less than 4%. 


e Sunday circulation gained only 
slightly last year—may even have 


dropped. 


s Mr. Hobby said newspapers have 
brought trouble on themselves be- 
cause they have underestimated 
the education and sophistication of 
U. S. readers. 

Such an audience, he said, a 
“large and growing” one, wants 
“serious journalism.” He said the 
New York Times’ circulation 
growth—in contrast to that of oth- 
er New York dailies—‘indicates 
clearly that there is a market for 
this kind of journalism.” + 


Erik Joins Meck & Statt 

Fred Erik, formerly director of 
industrial and tv films for Chicago 
Film Studios, Chicago, has joined 
John Meck & Staff, Chicago, as an 
account executive. 


Hazard Boosts Braun 

Hazard Advertising Co., New 
York, has promoted Ralph T. 
Braun from manager of media re- 
lations to director of public rela- 
tions. 


Long Beach 
Independent 


Press Telegram 


advertises to reach advertising buyers 
in September 


| Thruway Names Weintraub 

A major promotion effort to in- 
crease business volume on the 
|New York State Thruway will get 
|under way shortly. Louis Wein- 


‘ |traub Associates, New York, public 


|relations organization, has been 
jretained by the State Thruway 
Authority to assist in directing 
and carrying out the promotion. 


Canadian Store Sales Up 

Sales by Canadian department 
stores increased 3.8% in the first 
six months to an estimated $581,- 
987,000. Total sales in the like 
period of 1957 were $560,432,000. 
June sales alone were 2.6% high- 
er in 1958 than 1957—$97,419,000 
in 1957, $99,982,000 in 1958. 


Wesley Aves Gains One 

Bulman Corp., Grand Rapids, 
Mich., manufacturer of _ store 
equipment, has appointed Wesley 
Aves & Associates, Grand Rapids, 
to handle its advertising effective 
Oct. 1. 


there's 
so much 
to 
choose 
from 
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HOTEL CLEVELAND 
sé Cleveland Room 


Dine in the splendid old world 
setting of a grand dining 
room. The menu is varied, the 
service unexcelled. 


HBrenge om 


One of the brightest of the city's 
supper clubs. Dancing nightly 

from 9:00 p.m. 

Air conditioned, of course. 

—— ee ia ae ee 


- 
, 
. 
A true specialty restaurant. 
For Fabulous Roast Beef, 


roasted, carved and served 
to your order. 


MEN’S BAR 


Strictly stag — is this “all male 
haven for good drinks, 

good food and good talk. 
Plus sports events on TV. 


vs TRANSIT BAR 


For rapid service in the most 

unique bar in the country . . 
decorated with an outstanding 
collection of miniature trains. 


= “PANO 


Pause — in the relaxing, informal 
atmosphere of the gayly decorated 
Patio. It's a Cleveland habit to 
say — “Meet me at the Patio.” 


se Coffee Shop 


Service is brisk and decor cheerful 
in the modern, air-conditioned 
coffee shop. Enjoy a tasty sandwich 
or a moderately priced meal. 
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TO SELL 
MORE 


WHERE 


SOLD 


7a: Newspaper distributed magazines are earning an ever increasing 
* role as the backbone of many national advertising campaigns, and 
the “Great Balls of Fire’’ among all newspaper distributed magazines are the 
FIRST 3 MARKETS GROUP. There is nothing like this winning combination 
of three dominant magazines to fire-up enthusiasm and to move customers by 
the millions into local outlets. Also, advertisers’ recognition of FIRST 3’s Sun- 
day Punch has grown like wildfire—as an example, during the first 6 months of 
1958, F3M carried more than twice the advertising pages carried in the same 
1952 period. 


The group with the Sunday Punch 


Ce Ee 


Rotogravure ¢ Colorgravure 


MORE !S 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 + Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 + Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 


a, & is 
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The three top markets of New York, Chicago and Philadelphia—where 18% 
of all U. S. Retail Sales are made—should serve as your main advertising target 
upon which to concentrate your heaviest effort. In these huge markets, where 
the family coverage of General Magazines, Syndicated Sunday Supplements, 
Radio and TV thins out, there is no substitute for FIRST 3 MARKETS’ solid 
62% COVERAGE of all families. 

To make your advertising sell more where more is sold . . 
FIRST! 

Circulation nearly 6,000,000. 


. it’s FIRST 3 
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Advertising Age, September 15, 1958 


DEMONSTRATORS—June and Fred MacMurray show the cover design 
for the brochure which outlines this year’s holiday merchandising 
program sponsored by the American Gas Assn. The “White Christ- 
mas” campaign gets under way in November, will cost $3,000,000 
in what AGA says is the biggest program in gas industry history. 
The MacMurrays will appear in tv commercials on “Playhouse 90” 
and in local tv commercials and radio spots. In addition, color pages 
in seven magazines, newspaper ads and trade journals will be used. 
Lennen & Newell, New York, is the agency. 


MASA HONOR—Nicholas S. Samstag, Time Inc. director of promotion, 
receives the Miles Kimball Gold Medal Award for effective use of 
direct mail advertising from Don Hacker (left), Detroit, award 
chairman, at the Mail Advertising Service Assn. convention. 


ASSOCIATED 
—Following 
appointment of 
Berghoff Associ- 
ates as agency for 
Filon Inter- 
national and Fi- ome neariis pce OD 

lon A.G., Zurich, —— 
David S. Perry BY THE BED—This color page, boost- 
(right), president ing bedroom telephones, will ap- 
of Filon Plastic pear for the Bell Telephone System 
Corp., congratu- in October general, women’s and 
lates Jerry Berg- shelter magazines (AA, Sept. 1). 
hoff, agency N.W. Ayer & Son Inc. is the agen- 


KIDS - WHO - WILL - BE - IMPOSSIBLE - TO - LIVE - WITH - FOREVER - DEPARTMENT 
—Six-year-old Ruthie Woods of Seattle is shown with some of the 
prizes she collected as the grand winner in the General Mills’ Wheat- 
ies outdoor living sweepstakes. The prizes include a $10,000 grand 
prize, plus a cabin cruiser, power mower, bicycle, picnic table and 
chairs, golf clubs, fishing equipment, splasher pool, a year’s supply 
of beef tenderloin and a year’s supply of Wheaties. 


SYIVANIA RADIOS | © — syIV ANIA RADIOS 
Sepna| se) Ae 


INTRODUCTIONS—A series of six color spreads appear- tom in subsequent ads, as in the above two spreads, 
ing in Home Furnishings Daily Aug. 27 through slated to appear Sept. 24 (left) and Oct. 22 (right). 
Nov. 5 will introduce Sylvania Electric Products The format for the series was developed by Martin 
Inc.’s 1959 radio models to dealers. Models highlight- Rosenblum of Home Furnishings Daily’s ad staff. WELCOME—Middleton Inc., Dallas outdoor company, welcomed a re- 
ed in one ad will get secondary locations at the bot- J. Walter Thompson Co. is the agency. gional Buick sales convention with this special poster. 


Walker Kells Rogers Hannan Phillips Smith 

HUJINKS, TRAVAIL & RESULTS—Photographing the Rockettes for Eastman Kodak Co.’s newest Neil Hannan, and—at the right—a finished photo. The Rockettes’ photo will be the 
display called forth body English by Robert F. Phillips, Kodak staff photographer; a latest in Kodak’s color displays in Grand Central Terminal and goes up Sept. 29. The 
determined look on the part of William F. Smith, art director of Kodak’s ad department; original color negative measures 5x17”, will be blown up to make the “world’s largest 
an impromptu routine by stagehands Billy Walker, William Kells, John Rogers and __ single color transparency”—18x60’. 
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One construction job triggers the need for another. As needs are met 
... more are created. Highways bring housing... housing leads to 
stores, plants, schools, hospitals, sewers, power plants and more 
roads, more highways, more housing. As America has grown, 
construction has multiplied. And as long as we continue building 


a greater America, construction will keep on multiplying. 


Sell EN-R's 77,000 and you sell the men who build America ENGINEERING 
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Scheck Names Greenberg 
Jerome D. Greenberg has been 


appointed vp of Scheck Advertis-| 


ing Agency, Newark. Mr. Green- 
berg formerly was an account ex- 
ecutive of WNTA, Newark. 


Los Angeles 
Times 


advertises te reach advertising buyers 
in September 


buying power 


Never underestimate the power of a woman 


NETWORK TELEVISION 
July July % Jan.-July Jan.-July % 
1957 1958 Change 1957 1958 Change | 
cvesibwested $ 6,348,496 $ 7,083,555 +116 $ 46,443,714 $ 58,701,356 +26.4| 
ivantenbeniten 18,537,069 18,273,490 — 1.4 135,299,556 142,321,106 + 5.2 
snentioniagetia 13,874,872 15,702,029 +13.2 107,674,376 123,108,261 +143 
Total ........ $38,760,437 $41,059,274 + 5.9 $289,417,646 $324,130,723 +12.0 


ABC ces NBC Total 
S DRNOOTY  aensvssec-esnscocnesconses $9,168,609 $22,094,015 $18,344,111 $49,606,735 
eundoedieshaniineonteean 8,441,988 19,410,741 16,785,315 44,638,044 
PAID. corcreessseronnrsessessases 9,402,407 21,211,070 18,874,597 49,488,074 
icnintvisisinansindioplbidoanets 8,739,456 20,628,511 18,283,379 47,651,346 
psvananeciishsoonegiiabadtalsadiendl 8,477,755 20,970,022 18,470,368 47,918,145 
cooweetsnvaiéoesiiincenamnantis 7,387,586 19,733,057 16,648,462 43,769,105 | 
15,702,029 


Network TV Gross Time Charges 
Source: TvB Figures trom Leading National Advertisers 
and Broadcast Advertisers Reports 


1958 NETWORK TELEVISION TOTALS 


18,273,690 41,059,274 


DRESSED RIGHT—Authentic reproductions of Scots tartans are used 

on new packages for Tam O’Shanter oat cakes and Abernathy bis- 

cuits. Milprint Inc., Milwaukee, lithographed the cartons for Nicoll’s 
Bakeries Inc., Arlington, Mass. 


Bray Oil Enters Consumer Field 
| Bray Oil Co., Los Angeles re- 
| finer of lubricants, is entering the | 
‘consumer field with Bray-Go, an | 
|outboard motor oil. The new oil 
|now is being introduced in South- 
/ern California via newspaper and 
radio ads. Trade _ publications, 
fairs, trade shows and sponsorship 
of outboard motor races through- 
out the country will help complete 
national distribution by mid- 
spring, 1959. Don Frank & Associ- 
ates, Anaheim, Cal., is the agency. 


Krupnick Offers Booklet 

A promotion piece by Krupnick 
& Associates, St. Louis, consists of 
|a 16-page, illustrated booklet, “The 
Ad Manager Talks to the Boss.” 
The booklet, written in dialog, is 
subtitled, “That fellow from Krup- 
nick was in today.” It purports to 
give a “typical” discussion be- 


his ad manager after the latter has 
had his interest in the agency 
aroused. 


Conway Oil Names Rominger 

Conway Oil Co., Denison, Tex., 
a division of Safeway Stores and 
manufacturer of margarine and 
shortening, has named Rominger 
Advertising Agency, Dallas, to 
handle its advertising. Conway 
makes and distributes Sunnybank 
margarine and Royal Satin short- 
ening. 


e 
*. 
Spot Color © 
is available 


Roanoke is a 


“Burgoyne” City 


Roanoke om 


+ . . 

: Nearly Half-Billion-Dollar Market 

2 

: * The ONLY newspapers that reach daily this 

cove 

: 100 lo pean City fabulous, and completely independent 
° 100%. Siraos ane market of nearly ONE-HALF-MILLION 
° * Serves 15 counties ont wea x PEOPLE, are The Roanoke Times and The 

° * Completely isolated og Roanoke World News. Detailed facts on 
ma -® Ideal Test Market saved request. 
e 


THE ROANOKE TIMES and THE 
ROANOKE WORLD NEWS are the 
only newspapers that cover the third largest pri- 
mary newspaper market in Virginia. There are 
462,778 people in this rich Roanoke and West- 


central 15-county area of 303 square miles. 


» ROANOKE vonis.ce 


National Representatives me 
SAWYER — FERGUSON — - WALKER Co. 


Downs Carpet Push 
Tells of Product's 


Teen Reclinability 


PHILADELPHIA, Sept. 9—Downs 
Carpet Co.’s fall campaign includes 
four-color pages in House Beauti- 
ful, House & Garden, Living for 
Young Homemakers and Sunset 
Magazine. ' 

Ads will be built around a “So 
wonderful underfoot” theme, and 
the carpet shown will be Cameo 
Point. Human interest is devel- 
oped by having a young teen-ager 
on the rug talking on the phone. 
Envelope stuffers, counter cards, 
newspaper mat service and 
streamers will support the cam- 
paign. 

Fien & Schwerin is the agency. 


_Klingensmith Gets 2 Clients 


tween a management executive and | 


Ray-Dor Sales Corp., Cleveland, 
manufacturer of automatic garage 
door operators, and Challenger 
Products Inc., Carnegie, Pa., manu- 
facturer of stainless steel and 
aluminum combination storm and 
screen doors and windows, have 
named H. M. Klingensmith Co., 
Canton, O., to handle their adver- 
tising. 


‘Metalworking’ Names Senger 

Warren P. Senger has been ap- 
pointed advertising sales repre- 
sentative of Metalworking and will 
cover southern Connecticut, New 
Jersey and eastern Pennsylvania. 
Mr. Senger was previously eastern 
sales manager of Mining & Quarry- 
ing. 


Promotion Opens Branch 

Promotion Associates, Washing- 
ton, has opened a branch office at 
120 N. Pitt St., Alexandria, Va. Ra- 
dio and tv station promotion, pub- 
licity and advertising will continue 
to be handled through the Wash- 
ington office. 


"Welding Engineer’ Rates Up 

Welding Engineer, Morton 
Grove, Ill, will raise its rates ef- 
fective with the January issue with 
a b&w page going to $500 from the 
current $450. With the January 
issue, a circulation guarantee of 
25,000 will go into effect. 


Cincinnati 
Enquirer 


advertises te reach advertising buyers 


in September 


; = Advertising Age, September 15, 1958 } 
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THIS IS THE NEW CHICAGO—WHERE GREAT THINGS ARE HAPPENING! 


Here’s a bright new beauty spot on the face of Chicago—the Old Orchard shopping center. It is typical of many 


such centers in the Chicago area, marking the city’s surge to the suburbs. It shows great things happen here. 


In the postwar years, this community has exploded into expansion and created whole new satellite shopping 
areas. Almost overnight such tremendous projects as Old Orchard have grown to serve the new suburban 
way of living—and shopping. They equal the business districts of cities elsewhere. They have given new 


strength to the whole metropolitan area. 


To match this expansion, The Sun-Times has grown almost as rapidly and sensationally. Growing rapidly 
through a busy decade, its circulation has grown to a sturdy second place in Chicago and its suburbs. More 
importantly, each year it continues to grow in its suburban readership. Each morning, more and more subur- 


banites turn to its pages for news and advertising information. 


This keeping step with the community's growth and change is not unusual: The Chicago Sun-Times is the 
dynamic, modern, colorful newspaper in this city and its suburbs. It captures the growth areas of this market, 


dominates them, because it is young and growing itself. 


THIS IS THE NEW SUN-TIMES—WHERE GREAT THINGS ARE HAPPENIN 
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Mark, Simeon Adds Two 

Mark, Simeon & Renard, New 
York, has been appointed to han- 
dle advertising for Puritan Light- 
ing Fixture Co., 
Nantucket Mills, New York lin- 
gerie manufacturer. 


1000 IDEAS 
OnLy $10 


Successful ideas from 
successful companies on 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION! 


Each month, for a year, you are sent 
sales-tested, profitable experiences 
showing results produced as reported 
in the nation’s leading business and trade 
publications. Adapt them to your own 
profitable use. Worth many times the 
$10 you send ! 


BRIEFED 
400 Madison Ave., (Dept. A) N.Y. 17 


‘Magazines, Men's 


‘Group, Int'l Editions 


Brooklyn, “and|Boost ‘59 Ad Rates 


New York, Sept. 11—Four mag- 
| azines, a men’s group of magazines, 
|a business publication, two inter- 
|national editions of Life and the 
| western edition of Newsweek have 
‘announced ad rate increases for 
/next year. 
| American Girl, published by 
| the Girl Scouts of the U. S. A., 
will increase its circulation guar- 
antee from 600,000 to 650,000, ef- 
fective with the January, 1959, is- 
| sue. Ad rates per b&w page will be 
| increased from $2,000 to $2,200. 
| Your New Baby and Baby Care 
| Manual, published by Parents’ In- 
stitute, will increase circulation 
guarantee and rates effective with 
_the February, 1959, issues. Circu- 
lation of Your New Baby, a 
'monthly, will be raised from 535,- 
{000 to 575,000, with rate per b&w 


IRGINIAS | 
Tremendously ; 
important 
TRIANGLE 


PETERSBURG « HOPEWELL + COLONIAL HEIGHTS 


Ist 
5th 


* Retail FOOD SALES 

* AUTOMOTIVE SALES 

* City Zone 
POPULATION 

* Per Family INCOME 


IN PER 
FAMILY 


ae 

ae 

Sales ... 
ae; 

ie 

Market .. 


* GASOLINE Ser. SALES 

* Effective Buying 
NCOME 

* Toto! RETAIL SALES 

* Retail APPAREL SALES 


Te SELL Virginia, you must sell Virginia's Thriving 


cost puts 
your ad in 


e¢ Progress - Index: 


Sunday 


Triangle with the local 
undivided attention provided by these TWO inde- 
pendently Published Virginia Newspapers. 


age 


figures SM 1958 


THE HOPEWELL NE) 


pre Bere Ps 
Evenings except Scturday 


NATIONAL REPRESENTATIVES 


JOHNSON 
New York + Chicago * Boston + Atlante 


, KENT, GAVIN & SINDING, INC. 
* Greensboro + 


San Francisco + Los Angeles 


page increased from $3,300 to $3,- | 
550. Baby Care Manual will boost 
b&w page rates from $5,375 to $5,- 
900, based on a new guarantee of 
550,000, up from the current 500,- 
000. 


Today’s Secretary, which effec- 
tive January, 1959, will increase its | 
circulation rate base from 126,500 | 
to 140,000, will boost its b&w page 
rate from $570 to $660. Color 
charge will not be increased. 

Macfadden Publications will 
change the title of its Macfadden 
Men’s Group to Sport-Saga Men’s 
Group, effective with the March, 
1959, issues of Master Detective, 
Saga, Sport and True Detective. 
Climax, another magazine, will be 
added to the new group. At the 
same time, circulation guarantee 
will be raised to 1,400,000, and bkw 
page rate to $3,490. Rate for the 
four-magazine group was $3,074 
per b&w page, based on 1,250,000 
circulation. 


s Life International and Life En 
Espanol will raise rates on Jan. 1. 
Life International’s b&w page rate 
will move up from $3,140 to $3,600; 
the circulation base will be in- 
creased from 290,000 to 320,000. 
| The b&w page rate for Life En Es- 
| panol will be increased from $2,900 
to $3,075. The rate base will re- 
}main at 335,000. 
The American Press, formerly 
aimed exclusively at the weekly 
| newspaper field, will add 1,013 dai- 
| lies published in towns of less than 


. |25,000 persons to its circulation 


| list in January, 1959. This brings 


’ | the magazine’s circulation to 9,262 


|mewspapers. Rates per b&w page 
| will be hiked from $315 to $375, 
based on the new circulation. 

Meanwhile, Newsweek an- 
nounced that effective Jan. 19 col- 
|or pages will be accepted for its 
| western edition, distributed in 11 
| western states, Alaska and Hawaii. 
|In addition to setting a new four- 
color rate of $2,625, the magazine 
announced that b&w page rate for 
| the regional edition will be hiked 
| from $1,500 to $1,750, with circu- 
| lation raised from 215,000 to 250,- 
000. + 


Cissna Leaves NTA Stations 

Norman Cissna has resigned as 
midwestern sales manager of NTA 
|Stations, New York. He has not 
announced future plans. NTA said 
a new midwestern sales manager 
will not be appointed, with Mr. 
|Cissna’s duties being handled 
|through other channels. 


spark 


ing, whether 


duction men 


do the rest! 


* 


*  —(Shuillful, dependable 
washington SuDTO. ENG 


118 SOUTH CLINTON STREET ’ 


CHICAGO 6, ILLINOIS ° 


good engravings 


readership... 


help initiate 
sales-action 


A better ad calls for a better engrav- 


it’s a simple zinc or a 


complex four-color R.O.P. engraving. 
Advertising managers and agency pro- 


know that specifying 


““Engravings by Washington” will re- 
sult in better engravings. To add 
SPARKle to your ads and to SPARK 
sales-action, just give us a call. We’ll 


Create Advertising Bureau, List 
Auditing Service, Chait Urges DMAA 


(Continued from Page 3) 
tis Circulation Co., Philadelphia. | 
Mailings were dispatched from 
Philadelphia to 27 cities in the U.S. 
and Canada. The best average 
elapsed time of delivery, he said, 
was between Philadelphia and) 
Washington, D.C.—9.7 days. The 
worst delivery occurred between 
Philadelphia and Holiywood, Cal., 
with a maximum of 54 days for de- 
livery. 

“I have for some years now 
studied the operations of the U.S. 
Post Office Department,” he said, | 
“and it is my conviction that the 
greatest problem is political domi- 
nation resulting in ever-changing 
management at the very summit of | 
the department.” 


= He said DMAA members should 


“actively plan for a campaign de- 
signed to bring about a ‘West Point | 
of the postal service’.” 

He said the academy, as he sees | 
it, would train students for postal | 
careers, and provide short term 
and correspondence courses for 
employes already in the depart- 
ment. Additionally, he said, the 
academy could act as a center of 
research and development for the 
department. 


= If the nation’s direct mail users 
and suppliers are worried about 
the effect of this year’s postal rate 
increases, they successfully man- 
aged to disguise the fact during 
the twin direct mail conventions. 

In spite of all of the predictions 
of dire consequences should Con- 
gress exact rate increases, formal 
discussion of the effect of the rate 
hikes was notably absent from the 
MASA and DMAA agendas, though 
there was plenty of discussion of 
an irate memo on the subject in- 
formally circulated by Horace 
Nahm, president of Hooven Let- 
ters (see story on Page 1). 

For the most part, however, both 
associations concentrated their at- 
tention on more effective use of 
the medium and the growing de- 
mand for more “professionalism” 
in mail advertising. DMAA gave 
special attention to the role of the 
advertising agency in the field. 


@ Edward N. Mayer Jr., McCann- 
Erickson vp and former DMAA 
president, outlined the role of di- 
rect mail in relationship to other 
media. “Direct mail,” he said, “‘best 
proves its value when used as an 
adjunct of other media. It sub- 
stantially bolsters the entire mass 
media effort. It makes national ad- 
vertising dollars more productive. 
It puts zing and zip into a cam- 
paign. Used in this manner, it al- 
ways pays off.” 

Mr. Mayer, who was awarded a 
rare life membership in the asso- 
ciation, added, “We may be enter- 
ing an era when large, knowledge- 
able advertisers are, for the first 
time, recognizing direct mail for 
precisely what it can and cannot 
do. At least they are bringing di- 
rect mail more and more into the 
realm in which it often does its 
best job—working with other me- 
dia. 

“I believe agencies are going to 


WOC-TV, 
Davenport 


service, olways. 2.0.P. color, too! 


RAVING COMPANY 
FRANKLIN 2-6343 


advertises te reach advertising buyers 
in September 


reappraise direct mail and put a 
more specific yardstick on it, re- 
gardless of postal rates. When this 
comes to pass we are going to see 
direct mail reach the highest na- 
tional stature it has ever enjoyed,” 
he predicted. 


s Further evidence of the growing 
importance of agencies in the di- 
rect mail picture 
was the election 
of Colin Camp- 
bell, exec vp, 
Campbell- 
Ewald Co., De- 
troit, as DMAA’s 
new board chair- 
man. Other offi- 
cers named at 
the convention 
included Earle 
A. Buckley, 
Buckley Organi- 
zation, Philadelphia, vice-chair- 
man; Harold U. Banks, Sun Life 
Assurance Co. of Canada, Montre- 
al, Canadian vice-chairman; John 
H. Warner, Aetna Life Insurance 
Co., Hartford, secretary; S. Arthur 
Dembner, Newsweek, New York, 
treasurer. 

New board members are Wil- 
liam T. Clawson, Harris-Intertype, 
Cleveland; Robert A. Enlow, Amer- 
ican Medical Assn., Chicago; H. 
Huntly Geddes, R: L. Polk & Co., 
Detroit; Fred Nauheim, Kalb, 
Voorhis & Co., Washington, and 
Fred L. Williams, Pennzoil Co., 
Los Angeles. Arthur E. Burdge 
‘continues as association president. 


Colin Campbell 


Income Trends Study Published 

The Stanford Research Institute, 
Palo Alto, Cal., has just published 
a new survey on “Income Trends 
in the U. S. Through 1975,” a 125- 
page study of all major geographic 
sections. Copies may be obtained 
at $2 each from the institute of- 
fices. 


Goodrich Names Warner 

Harry B. Warner, formerly de- 
velopment vp of B. F. Goodrich 
Chemical Co., Cleveland, has been 
named marketing vp, effective Oct. 
1. He succeeds James C. Richards 
Jr., recently named sales vp of 
B. F. Goodrich Industrial Products 
Co. 


If You're In Electronics, Communications 


Or Photographic Equipment 


Electronic purchases by the military have 
reached a whopping $3.9 billion. Smaller 
producers of electronic speciality items 
are in a stronger position for they deal 
more and more directly with the prime 
contractor. Uncie Sam is issuing more 
direct contracts and is broadening his 
base of suppliers in the electronics field. 

10,000 primary defense buyers and sub- 
contractors need the facts about the elec- 
tronics, communications and photographic 
gear you sell. They read SIGNAL, the 
official publication of the Armed Forces 
Communications and Electronics Associa- 
tion. You have 12 opportunities a year to 
sell them in SIGNAL. Get the low page 
rates and the details from: 


OFFICIAL JOURNAL OF AFCEA 
Wm. C. Copp & Associates 
72 West 45th St., New Yerk 36, H. Y. 
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OU SELL 
IMPORTANT 
UILDING... 


Sell your product to BCI’s building teams. . . the contractors and 
architects who design and build America’s shopping centers, schools, 
hospitals, office structures, churches, industrial plants, skyscrapers 
—and all important buildings. 


BUILDING CONSTRUCTION ILLUSTRATED alone provides these con- 
tractors and architects with valuable on-the-job reports on new 
methods for constructing big buildings. No other publication covers 
this vital area, from drawing board to finished building. 


Every BCI reader is an immediate force for the specification, 

purchase and use of your products. BCI’s coverage is so singularly 
different with its exclusive editorial coverage of IMPOR- 
TANT BIG BUILDING that it is the one magazine in 
America that gives you more important readers for less 
money . . . without thousands of waste circulation. 


BUILDING CONSTRUCTION 


' fllustrated 


5 S. Wabash Avenue * Chicago 3, Illinois 


FREE MARKET DATA FOLDER... 


This 28-page morket data brochure spells out the $37.5 billion 
market covered by BUILDING CONSTRUCTION ILLUSTRATED. 


BUILDING CONSTRUCTION ILLUSTRATED — Read 
each month by nearly every contractor and architec- 
tural firm concerned with constructing commercial, 
industrial, institutional and government buildings. 

. and the Buying & Specifying Handbook — BCI’s 
April (1959) Issue. Contains charts, tables and 
other technical information. Referred to throughout 
the year for valuable design specification and appli- 
cation data. 


Industrial Publications, Inc. Publishers of Practical Builder, 
Building Supply News, Brick & Clay Record 
and Ceramic Industry 


Name_____ 
Company__ 
Paitin. ci cak eepchones 


State 
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Willoughby Named PR Head | Houston. He previously was with 

Jack Willoughby has been the public relations staff of the 
named director of public relations| Texas division of Dow Chemical 
of Ritchie Advertising Agency, |Co., Freeport. 


SRE EE OTE SIS PATENT ti SE 


VISUAL SELLING AIDS 


from flip-overs to flims 


SALES TRAINING PROGRAMS cy MEETINGS 


from copy p g fo prod 


EXHIBITS & DISPLAYS 
from creation to production 


POINT-OF-SALE MATERIAL 


call for all 


PeCeeCe ESE EEE EE SES 


visual communications specialists 


> 

. 
We are Masters of all Visual $ 
Communication Techniques, fully 
staffed with creative consultants 
and with complete facilities (al/ 
within one shop) to do any job 
for you in the visual selling field! 


CREATIVE ART STUDIO + SILKSCREEN fr 


TYPE & LETTERPRESS + BOOK BINDING : 
rapid art 
service, inc. 


call us... for results 
| you can 
= see! 


ig 


304 east 45th street, 
New York 17,N.Y 
MUrray Hill 3-8215 


1, CHARTS & MAPS + EXHIBITS & DISPLAYS 
iene. RUT ca 


Hutcheson Heads Print Group 

William S. Hutcheson, owner of 
Hutcheson Displays Inc., Omaha, 
| has been named 1958-59 president 
jof the Screen Process Printing 
| Assn., International. Other new of- 
| ficers include Leonard Gorelick, 
lowner of Supreme Displays, 
| Brooklyn, vp, and Robert H. Van- 
derbossche, secretary-treasurer of 
|'Holland & Neil Ltd, Toronto, 
| treasurer. 


‘Electrical Living’ to Bow 

“Electrical Living,” a _ digest- 
type quarterly publication, will be 
} introduced in January by Electrical 
| Information Publications, Madison, 
Wis. The publication will carry no 
advertising, and will be distributed 
on a franchise basis by electric 
utilities. Harry Restofski, formerly 
vp of West Penn Power Co., Cabin 
| Hill, Pa., is publisher. 


| Radiant Sets Drive 


Radiant Mfg. Corp., Chicago, 
launching its heaviest ad a 


Advertising Age, September 15, 1958 


tion this fall with the theme: “Sor- 
ry, but your old screen is obsolete” 
in Esquire, Holiday, National Geo- 
graphic, Parents’ Magazine, Popu- 
lar Photography and U. S. Camera. 


| 


Irving J. Rosenbloom & Associates, | 


Chicago, is the agency. 


Four Appoint Abbott & Earl 


Houston ethical drug producer, 
and All-Makes Hearing Aid Ex- 
change, Houston, have named Ab- 
bott & Earl, Houston, to handle 
their advertising. 


homa City, will change to a 760- 
line page, effective with its Febru- 
ary, 1959, issue. The line rate for 
the combined editions will be re- 
duced from $3.75 to $3.25. Dead- 
line for advertising will be short- 
ened to 15 days. 


! 


; your actidiile cal 


“When you think of food sales BR and 


Is for Michigan (> 


| —Remember that the real 
Grand Rapids food market is the 


23-county West Michigan area 


: covered by 


Grand Rapids newspapers 


ALMOST $280,000,000 IN SALES... 
OVER 2,000 FOOD STORES... THAT'S THE 
WEST MICHIGAN FOOD STORY 


j ¢ No. 1957 No. 1957 

Food* Food ** Food Food 
County Stores Sales (000) County Stores Sales (000) 
es Kent 580 $100,400 Manistee 62 $ 5,656 
ae Allegan WW 12,006 = Mason 73 7,387 
a 1 Antrim 27 2,931 Mecosta 42 4,797 
Se - Barry 55 6,528 Missaukee 17 1,631 
/ GRAND RAPIDS Benzie 34 2,482 | Montcalm 79 ~—«:10,805 
e ~ | Charlevoix 39 3,850 Muskegon 284 47,863 
j ; Emmet 58 5,235 Newaygo 51 5,521 
‘ ; Grand Traverse 76 10,975 Oceana 49 5,166 
ie “7 lonia 68 9,120 | Osceola 35 3,114 
Kalkaska 15 1,052 Ottawa 169 23,909 
; Lake 19 1,298 Wexford 52 5,928 
Leelanau 28 2,216 Totals 2,023 $279,870 


tABC 3-31-58 


When comparing food markets, don’t be misled 
by considering food sales for Grand Rapids 
only—because the actual Grand Rapids food 
market is BIGGER than it looks. 

It encompasses practically the entire west half 
of Michigan. 

5 It accounts for food sales totaling almost $280 
million, compared with $76 million for Grand 
| Rapids proper. 


Although Grand Rapids is the food distributing 
ROP Color Daily 


National 


Representatives: 


Booth Michigan Newspapers 


RETAIL FOOD STORE SALES 


*1954 Census of Business 


**SMSBP, May, 1958 


center for West Michigan and the buying center 
for A&P, Kroger, Spartan Stores and major 
wagon jobbers—78% of all food stores in West 


Michigan are located outside 


Grand Rapids. 


Best of all, you can reach this lucrative food 
market through the impact of Grand Rapids 
newspapers, which cover 52% of all families 
in the 23-county area. For a low rate of 50c 
per line, The Morning Herald and Evening 
Press deliver a combined audience of 168,538 


families. 


* Split Run Copy Accepted 


EVENING 


THE GRAND RAPIDS PRESS 


THE GRAND RAPIDS HERALD 
MORNING + SUNDAY 


SAWYER-FERGUSON-WALKER COMPANY, 


INC. 


Southern Fabricators Corp., | 


| 
| 
| 


| 


Shreveport, La., mailbox maker; 
Holiday Homes, Houston home-| 
builder; Savage Laboratories, 


‘Farmer-Stockman’ in New Size 
The Farmer-Stockman, Okla-|WHAMMY—This two-color ad is part 
|of a new newspaper campaign for 


GET THAT UP-AND -AT- EM FEELING! 
GET GOING! GET NEW NASH'S 


Nash’s coffee. 


‘Nash Coffee Adds 


Punch to Package, 
Color Ads in Dailies 


Str. Paut, Sept. 9—A new cam- 


/paign opening this week puts more 


“up-and-at-’em feeling” in fewer 
words and more dramatic illustra- 
tions for Nash Coffee here. 
Stand-out headlines such as 
“Xtra,” “Hey” and “Get It” are 
being used in newspaper ads in 
the campaign, which coincides 
with the introduction of a new 
“stronger” can for Nash’s coffee. 
Research indicated, according to 
the agency—Campbell-Mithun, 
Minneapolis—that the old can 
meant weak coffee to many peo- 
ple. The new label, red with gold 
and white trim, is set to sell a 
stronger feeling for the coffee. 


= The new ads, according to the 
agency, were created to (1) es- 
tablish high quality, (2) strike di- 
rectly at women, (3) create a 
happy, “life-loving” mood, (4) 
pre-empt coffee’s up-and-at-’em 
feeling, (5) strengthen the brand 
image, (6) stick to one benefit, 
with no wasted words on side is- 
sues, (7) stand out in the crowd 
and (8) by strong visual and au- 
dible symbols, to stop people and 
make the image stick in their 
minds. 

The newspaper campaign kicked 
off in Minneapolis-St. Paul with a 
color ad, headed “Xtra” in 5” let- 
ters, and with two-color and b&w 
ads in secondary markets in Nash’s 
area. In addition, radio spots will 
be used. # 


Bacon Boosts 2, Names I 

Bacon, Hartman & Vollbrecht, 
Jacksonville, Fla., has promoted 
Thomas C. Evans to vp; Charles 
L. Johnson to vp and media direc- 
tor; Joe James to vp and art direc- 
tor and Dorothy Drake to traffic 
manager. William Gober, formerly 
a staff writer with the Associated 
Press, has been named public re- 
lations and news director. Mr. 
Evans is stationed in Jacksonville 
and the other personnel are in the 
St. Augustine office. 


Kumler Named Beals VP 

Robert C. Kumler, formerly ad- 
vertising manager of Oklahoma 
Natural Gas Co., Tulsa, has been 
named vp of Beal’s Advertising 
Co., Oklahoma City. 


American 
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advertises to reach advertising buyers 
in September 
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Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 


Los Angeles Times 


2 market 


They know that the newspaper with the most classified advertis- 


ing is the paper that produces the most immediate sales... the paper 
In Los Angeles it all happens on First Street—home of The Times. 


in Los Angeles 
Veteran media men know what this means. 


s No. 


‘ 


ee oes FY *) payucet | 25 


we 


houses, cars, baby carriages. It’s the paper with the greatest reader 


that subscribers themselves turn to for their own needs— jobs, 
interest and the greatest reader loyalty. 
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.. because this is the home of the world’s largest marketplace — 


the Classified Advertising Section of The Los Angeles Times. 
In 1957—and the first six months of 1958—The Times carried 


more classified advertising than any other newspaper in America. 
Through June of this year, Los Angeles advertisers placed 62.9%, 


of their classified linage in The Times— more than the total classi- 
fied linage of the other three metropolitan newspapers combined. 


More people trade on F 
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Leonerd S$. Devidow, Publisher “Just who do you think you're calling ‘well adjusted?’ ” 


153 NORTH MICHIGAN AVENUE, 
CHICAGO | 


NEW YORK 22: 405 Pork Avenve 

DETRONT 2, 3 223 Genera! Motors Bide 
CLEVELAND 15: 604 Henne Building 

108 ANGELES 5. Blanchard Nichols, Assoc | 
63} South Wermoreiand Avenve 

SAN PRANCISCO 4 Bionchord Nichols, Assoc 
33 Post Street 

MIAMI 32. 1 Bernard Cashion 

Cromber of Commerce Building 


You'll want to adjust your sights and expand your sales horizons 
to include SUBURBIA TODAY and its prosperous markets 
in your 1959 advertising and merchandising plans. 


include SUBURBIA TODAY now in your 1959 advertising 
schedules first issue Jonvary, 1959 


COLORGRAVURE MAGAZINE OF NEWSPAPERS IN SELECTED SUBURBAN COMMUNITIES 


—- THE SMART 
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Advertising Age, September 15, 1958 


‘Modern Packaging’ to Research Its Market, 
Provide Counseling Service for New Readers 


New York, Sept. 9—Modern 
|Packaging has launched what it 
\describes as “a revolutionary new 
concept of business paper publish- 
\ing,” that will “increase its distri- 
‘bution about one-third effective 
\with its January issue,” and pro- 
\vide “pinpoint coverage of the 
|magazine’s primary market of 
large-scale packagers throughout 
industry.” 

The plan has several facets. The 
three most important are: (1) A 
|research project to determine the 
primary packaging market with 
exactness; (2) an increase of the 
magazine’s distribution with the 
January issue from its current 
24,000 to 32,000, by adding selected 
non-subscribers to the circulation 
land (3) use of a new, editorially- 
|trained readership development 
staff that will be responsible for 
jinsuring readership by the maga- 
|zine’s additional audience through 
|a continuing program of personal 
counseling. 
| Modern Packaging will apply 
for membership in Business Pub- 
lications Audit of Circulation so 
that its newly added non-sub- 
scribers will be covered by a 
recognized audit, which is not now 
possible under its audit by the 
|Audit Bureau of Circulations. The 
|magazine will also continue its 
ABC membership. 


® To determine the primary pack- 

aging market with exactness, 
Modern Packaging is conducting a 
iresearch project in conjunction 
| with Western Union’s special serv- 
\ices division. The purpose is to 
jidentify by name the 16% of the 
|country’s plants which, according 
ito U.S. Census data, account for 
japproximately 90% of total pack- 
aged goods output. 

Alan S. Cole, president of 
|Breskin Publications, publisher of 
| Modern Packaging, says the most 
‘important aspect of this phase of 
the research is “the identification 
of the individual packaging execu- 
|tives in the individual companies.” 
This identification is being 
handled for the publication by 
Western Union. 

“Whenever gaps in the maga- 
zine’s existing coverage are de- 
tected,” Mr. Cole says, “they will 
be corrected by additions to cir- 
culation. On the basis of work 
already completed,” he said, “we 
expect that the January issue 
circulation will reach about 32,000 
as compared with 24,000 at pres- 
ent.” 

Modern Packaging’s base rate 


REASON: IT IS THE ONLY MAGAZINE READ BY ALL 4 BUILDING DECISION-MAKING 
GROUPS—ARCHITECTS, ENGINEERS, CONTRACTORS AND CLIENTS 


oe 


Architectural Forum/the magazine of building/Published 


by TIME INC. 


(one-page, b&w, one-time) starting 
in January will be increased from 
$555 to $680. Its 12-time rate will 
advance from $485 to $600. 


® The new, editorially-trained 
readership development staff is 
now being recruited. It will consist, 
initially, of 20 men, who will be 
\trained to show readers how to 
use the magazine as a working 
| toot. These men will be salaried 
and will live in the territories 
they will cover. They will make 
daily call reports to the editors, 
and will be supplied with specially 
prepared readership kits which 
they will leave with readers. 

One of their special functions 
will be to send letters monthly to 
people on whom they have called 
directing attention to special fea- 
tures in the current issue of the 
|magazine that will be of service to 
the reader. 

Another function of the reader- 
ship development staff will be to 
highlight the readers’ service 
facilities of the magazine, and to 
convince readers that Modern 
Packaging is an_ authoritative 
source for information on any 
packaging problem. In this con- 
nection, because of the new pro- 
gram, the existing facilities of the 
readers’ service department are 
being augmented. 

Advertising of its new concept 
has already been launched. 

Smith, Hagel & Knudson is the 
agency. 


® The advertising is also being 
used for promotion pieces, and 
promotion will continue as new 
developments break, Philip W. 
Muller, promotion manager, said. 

“Essentially,” he said, “what we 
are doing will make it easier for 
the packaging advertiser to solve 
his advertising budget problems 
by giving him pinpoint coverage 
of the basic packaging market in 
all industries. 

“This new technique of deliver- 
ing the exact market coverage 
desired by the advertiser,” Mr. 
Cole pointed out, “together with 
an intensive publisher-sponsored 
program of personal reader-coun- 
selling and activation, marks a 
major step forward in responsible 
publishing. We feel that it will 
serve to establish the pattern for 
progressive publishers in other 
fields.”+ 


| ‘Buffalo News’ Launches 

| Weekend Edition Oct. 4 

| The Buffalo News will publish 
|a new weekend edition, beginning 
with the issues of Saturday, Oct. 
|4. The edition will include This 
| Week Magazine, an enlargement of 
both its main news section and the 
Saturday Magazine, which now 
/ will be called the Buffalo Evening 
|News Week-End Magazine, 10 
| pages of color comics in standard 
size and a 16-page tabloid section, 
“TV-Radio Topics.” 

Price of the weekend edition 
will be 10¢. Other issues of the 
daily are 7¢. Starting date of the 
new edition was pegged to coin- 
cide with the time the new print- 
ing plant of the News is in full 
operation. 


General Outdoor 
Advertising 


advertises to reach advertising buyers 


in September 
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Advertising Age, September 15, 1958 


NBC Continues 
Horatius Role 
for Color TV 


(Continued from Page 3) 
ence demand for them. So far this 
network has not bought the 
necessary equipment for color- 
casting. 


= NBC’s press release heralding 
its color plans for 1958-’59 this 
week trumpeted the “most exten- 
sive lineup of regular color tele- 
vision programming” in the 
network’s history for an average 
of about two hours daily. In 
addition there are a number of 
specials—though it looks like not 
quite as many as _ previously— 
slated for the color treatment. 

Last year, along about this time, 
NBC also was talking about an 
unprecedented schedule of two 
hours of color daily. When re- 
minded of this, the network’s hour 
counters said the 1957-’58 season 
did start off with about two hours 
daily, but that the figure was cut 
by an hour a day last January, 
when a 60-minute daytime variety 
show from Chicago was dropped 
from the schedule. 

Regular NBC shows to be of- 
fered in color include “Northwest 
Passage” (available); Steve Allen | 
(several sponsors); “Arthur Mur- | 
ray Party” (Lorillard); Milton) 
Berle (Kraft); “$64,000 Challenge” | 
(Lorillard); Ellery Queen (avail-| 
able); “Tic Tac Dough” (P&G);| 
George Gobel (RCA-Whirlpool) ; | 
Eddie Fisher (Chesterfield); “The | 
Price Is Right” (Lever and 
Speidel); Tennessee Ernie Ford 
(Ford); Perry Como (several spon- 
sors) and “Haggis Baggis” (var- 
ious sponsors). 


= Specials are “Pied Piper” (Lig- | 
gett & Myers); three Hallmark | 
presentations; Fred _ Astaire| 
(Chrysler); two AT&T shows and 
Shirley Temple’s ‘‘“Mother Goose” 
(National Dairy, Hills Bros. and 
Breck). 

NBC has not yet started to| 
charge extra for color time, but) 
advertisers pay from 10% to 15% | 
more for production costs. 

So far CBS has only four Lowell | 
Thomas films (Delco-Remy) and| 
one Christmas show (Du Pont’s 
“Nut Cracker” ballet) set for 
color. 

In 1956, CBS ran about four, 
hours a week of colorcasting. Last | 
year it was down to a good deal} 
less, with Red Skelton’s red hair) 
the only regular weekly color 
feature. 

| 


In addition the network pre- 
sented an occasional daytime show 
in tint, as well as four 90-minute 
specs, seven Lowell Thomas films 
and Chrysler’s Monthly “Shower 
of Stars” variety show. + 


Yambert Succeeds Guggenheim 

Robert Guggenheim, vp and | 
general manager of MacManus, 
John & Adams’ West Coast oper- 
ations for the past four years, has 
resigned to become active in tv, 
radio, and motion pictures for tv. 
He is succeeded by Ralph Yam- 
bert, vp in the Los Angeles office. 


Thomas’ 
Register 


advertises to reach advertising buyers 


in September 


115 U.S. Editors, Publishers 
Will Take NEA European Tour 
National Editorial Assn., Chica- 
go, has announced that 115 US. 
editors and publishers will partic- 
ipate in its European Study Mis- 
sion Sept. 19 - Oct. 5. G. Arthur 
McDaniel, president of the associ- 
ation and publisher of the Times, 
Federalsburg, Md., is honorary 
chairman of the mission, which 
will include visits to the Brussels 
Fair, Amsterdam, Paris and Lon- 
don. Chief of the mission will be 
Edgar S. Bayol, exec vp of the 


NEA. 

The trip was arranged toward 
the close of the Brussels World 
Fair so that the NEA group could 
|study and evaluate its results as 
| well as to make an analysis of the 
|European Common Market plan, 
which is to be headquartered in 
Brussels. Arrangements for the 
trip have been made by Interna- 
tional House of New Orleans 
through Charles Nutter, managing 
director, who will accompany the 
group as chairman of arrange- 
ments and accommodations. 


Bugbee Joins ‘TV Guide’ 

Elliot T. Bugbee Jr., formerly 
advertising manager of ad services 
for LePages, a subsidiary of John- 
son & Johnson, has joined the na- 
tional advertising staff of TV 
Guide, New York. 


Cowie to ‘American Machinist’ 

Paul F. Cowie, formerly with 
House & Garden, has joined the ad- 
vertising staff of American Ma- 
chinist in the Atlantic district. He 
replaces Gus Krimsier, who has re- 
turned to Printers’ Ink. 
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JAMES D. WOOLF 
Creative Consultant 


to agencies & advertisers 


IDEAS that make 
SALESENSE 


Address: P. 0. Box 573 
Santa Fe, New Mexico 


MO 


To: All Katz Associates 


FROM: Jim Terrell 


survey #3- 


OKLAHOMA 


1958 


SUBJECT: Nielsen Coverage 
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ASK YOUR KATZ MAN to show you the A.R.B. 


figures, too. The combination of #1 coverage plus #1 


g is included. 


viewer preference is the reason why more people 
make up their minds to buy while watching 


WKY-TV than any other station 


WKY Television System, Inc. 
WKY-TV, Oklahoma City; WKY RADIO, Oklahoma City 
WTVT, Tampa; St. Petersburg; WSFA-TV, Montgomery 

Represented by THE KATZ AGENCY 


in the area, 


NBC—Channel 4 
OKLAHOMA CITY 
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WMBR-TV Becomes W]XT 
WMBR-TV, Jacksonville, Fla., 
has changed its call letters to Coming ‘ 
WJIXT. : 
Br 3 OE MS Conventions 
| Sept. 15-17. 3rd Annual Newspaper 


| R.O.P. Color Conference, Waldorf-Astoria 
| Hotel, New York. 


p 
Top Brass 


| Sept. 18-19. National Assn. of Broad- 
Informed | casters, Region 3, Hotel Buena Vista, 
_ Biloxi, Miss. 


Sept. 22-23. National Business Publica- 
| tions, New York regional conference, 
Sheraton East Hotel. 

Sept. 22-23. National Assn. of Broad- 
casters, Region 6, Oklahoma Biltmore, 
Oklahoma City 

Sept. 25. Magazine Publishers Assn., 
fall conference, Commodore Hotel, New 
York. 

Sept. 25-26. National Assn. of Broad- 
casters, Region 7, Challenger Inn, Sun 
Valley, Ida. 

Sept. 29-30. National Assn. of Broad- 
casters, Region 8, Hotel Mark Hopkins, 
San Francisco. 


Give your management all the facts! 
, Keeping up-to-date on what's going 
‘ on is a must in today’s fast-moving 
; business scene. Our clipping cover- 

age of over 3500 business, farm and 

consumer magazines, as listed in 

Bacon's ey Checker gives you 
ie the assurance of a complete clipping 
: service, Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
* Publicity + Subject Research 
+ Competitive Publicity & Advertising 


Hy Send for Booklet No. 56 Oct. 2. Advertising Research Founda- 
a “How Business Uses Clippings” tion, fourth annual conference, Waldorf- 
‘ ’ Astoria, New York. 

; BACON'S CLIPPING BUREAU Oct. 5-7. Advertising Federation of | 


7 14 E. Jackson Bivd., Chicago 4, Il. 


WAbash 2.8419 America, 7th District convention, Whit- 


ley Hotel, Montgomery, Ala. 
| Oct. 6-7. New England Newspaper Ad- 
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—when “unforeseen mishaps” dash cold water 
on high hopes. Of course, almost every ven- 
ture has some hazards, but they can be kept 
to a meaningless minimum when action is 
guided by known facts and proven records. 
It’s an axiom among scores of advertising 
So men that the consistently dependable per- 
formance of ROGERS’ master-craftsmen has 
eliminated the hazard of ‘“‘mishaps”’ in the 
on-time, fac-simile reproduction of their ad- 
vertising copy. You might call CAlumet 5-4137 
for confirmation. 


= ROGERS 


engraving company. 


: 2001 calumet avenue « chicago 16 


master-crafismen of photo-engraving 


| vertising Executives Assn., annual meet- 
ing, Hotel Statler, Boston. 

Oct. 9-10. American Assn. of Advertis- 
ing Agencies, Central Region’s annual 
meeting, Drake Hotel, Chicago. 

Oct. 9-11. Pennsylvania Newspaper Pub- 
| lishers’ Assn., annual convention, Hotel 
Roosevelt, Pittsburgh. 

Oct. 10-11. Mutual Advertising Agency 
| Network, 4th quarterly business meeting 
and workshop. 
| Oct. 12-15. American Assn. of Advertis- 
ing Agencies, western region, 2ist an- 
nual convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 13-14. National Assn. of Broad- 
| casters, Region 4, Hotel Schroeder, Mil- 
| waukee. 

Oct. 13-15. Packaging Institute, 20th an- 
| nual national packaging forum, Edgewa- 
| ter Beach Hotel, Chicago. 

| Oct. 15-17. Point-of-Purchase Advertis- 
jing Institute, first national members 
| meeting, Hotel Claridge, Atlantic City. 
Oct. 16-17. National Assn. of Broad- 
| easters, Region 5, Hotel Radisson, Min- 
| neapolis. 

| Oct. 17-19. Midwest Intercity Confer- 
| ence of Women’s Advertising Clubs, Sher- 
aton-Cadillac Hotel, Detroit. 

Oct. 19-21. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
| annual meeting, Chicago Athletic Assn. 
Oct. 20-21. Boston Conference on Dis- 
| tribution, Hotel Statler, Boston. 
| Oct. 20-21. National Assn. of Broadcast- 
ers, Region 1, Hotel Somerset, Boston. 
| Oct. 22. Associated Business Publica- 
tions, annual Midwest conference, Drake 
Hotel, Chicago. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth hotel, Mon- 
treal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Oct. 26-28. National Newspaper Promo- 
| tion Assn., central regional meeting, Whit- 
tier Hotel, Detroit. 

Oct. 27-28. National Assn. of Broad- 
| casters, Region 2, Hotel Statler, Wash- 
|ington, D. C. 
| Oct. 27-28. American Assn. of Adver- 
tising Agencies, eastern annual confer- 
ence, The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 9-12. Assn. of National Advertisers, 
fall meeting, The Homestead, Hot Springs, 
Va. 

Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regional meeting, 
Barringer Hotel, Charlotte, N.C. 

Nov. 13-14. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17. American Marketing Assn., re- 
gional industrial marketing conference, 
Toledo, O. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit 
of Circulation, annual meeting, The Bilt- 
more, New York. 

Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 

Nov. 21. Television Bureau of Adver- 
tising, annual meeting, Waldorf-Astoria 
Hotel, New York. 


i 


Nov. 25. National Business Publications, | 


Los Angeles regional conference, Hotel 


Statler. 
Nov. 26. National Business Publications, 


| San Francisco regional conference, Sher- | 


aton-Palace. 

Dec. 28-30. American Marketing Assn., 
national winter conference, Morrison Ho- 
tel, Chicago. 

Jan. 23-25, 1959. Advertising Assn. of 
the West, midwinter conference, San Jose, 
Cal. 

April 5-8, 1959. Sales promotion divi- 
sion, National Retail Merchants Assn., 
Eden Roc Hotel, Miami Beach. 

April 12-16, 1959. National Business Pub- 
lications, annual spring meeting, Jokake 
and Paradise Inns, Phoenix, Ariz. 

April 16-19, 1959. Advertising Federa- 
tion of America, 4th District annual con- | 
vention, Desert Ranch and Colonial Inn, | 
St. Petersburg, Fla. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 


Skytop, Pa. 
June 8-11, 1959. Outdoor Advertising 
Assn. of America, national convention, 


Sherman Hotel, Chicago. 

June 28-July 2, 1959. Advertising Assn. 
of the West, 56th annual convention, 
Tahoe Tavern, Tahoe City, Cal. 


Advertising Age, September 15, 1958 
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Cole’s Magazine 
Drive Emphasizes 


Swimsuit Lightness 


Los ANGELES, Sept. 9—Cole of 
California will break its 1959 ad- 
vertising campaign with a four- 
color spread in the Jan. 1 Vogue 
and color pages in The New York- 
er, Holiday, and Harper’s Bazaar. 
As is traditional in the business, 
these ads will be directed to the 
resort and cruise markets. 

Theme of Cole’s advertising will 
be “Light and bright swimsuits by 
Cole.” According to Lynn Med- 
berry, marketing director, the 
theme will spotlight the idea of 
“fabrics that weigh next to noth- 
ing, yet have inner shaping and 
are brilliant in color.” This is a 
new development that has long 
been an objective of the swimsuit 
business, she says. 


@ The spring campaign, directed 
to the market offered by summer 
vacation months, is not yet definite, 
except that it will run in mass 
circulation books. On the schedule 


plemented by fashion magazines 
and The New Yorker. 

Doyle Dane Bernbach Inc., New 
York, is the agency. + 


Hutchinson to Lund-Heitman 
Hardy Hutchinson, formerly as- 
sistant to the vp in charge of pub- 


TRICK PHOTOGRAPHY—The girls in this Cole of California ad are not 

actually hanging from the balloons. They’re perched on a thin 

framework in specially constructed shoe soles, each one built at an 

angle so the feet appear to be in the same pose as a foot hanging in 
mid-air. 


will be Look and Seventeen, sup- | 


lic relations and advertising of 
Home Insurance Co. of Hawaii, has 
been named an account executive 
and director of radio-television of 
Lund-Heitman, Honolulu. 


Mitchell to Glenn Advertising 

Frank M. Mitchell Jr., formerly 
a national advertising sales repre- 
sentative of the Oklahoma City 
Oklahoman & Times, has been 
named an account executive in the 
Fort Worth office of Glenn Adver- 
tising. 


Grinalds Joins WDIA 

Archie S. Grinalds has been 
mamed sales manager of WDIA, 
Meriphis. Before joining the sta- 
tion, he held management and 
sales positions with ABC, New 
York; WLW and WSAI, Cincin- 
nati, and WMOB, Mobile. 


McGraw-Hill 


advertises to reach advertising buyers 


in September 


i! FASTEST GROWING 
| METROPOLITAN 
NEWSPAPERS IN 
TWO CAROLINAS 


. Up 6,547 copies from March 31, 


1957, to March 31, 1958 . . . first in 

circulation gain among the nine 

] metropolitan areas in North 

| and South Carolina .. . as 
reported in Editor and Publisher. 


Chicago 
Sun Times 


advertises to reach advertising buyers 


in September 


WINSTON-SALEM | 


JOURNAL 


AND 


102,388 
Pub. Statement ending March 31, 1958 


REP. KELLY-SMITH COMPANY 


CIRCULATION NOW 


JOURNAL, MORNING 


SENTINEL, EVENING ... 
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A NEW SERVICE! 


: 

: 

: 
Shown here is one example of | 
the extra selling power avail- \ 
able to you because of our { 
gravure printing and sharp, } 
localized editing. (THIS is \ 
more fully illustrated in the j 
booklet offered below along i 
with other localized selling 
techniques.) The use of local | 
coupon addresses is just one 1 
phase of STRAIGHT-LINE { 
Advertising. We can easily i 
insert the name of your Mich- ! 
igan sales office for fast re- 
sponse and selling action. No 
bother about plate patches 
because of our gravure print- 
ing. Here is sharp, new ad- 
vertising impact without 
straining your budget! 


meeeeeeeeoeooeonoeoeoeoeoee eee eee@ 
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C+ 


STRAIGHT-LINE Editing gives you the background of 
“service readership’’ — Only Michigan farm condi- 
tions and problems are pointedly covered by our Mich- 
igan writers. All articles are timely and fresh, reach 
readers twice each month with up-to-date farm know- 
how. Sparks and serves the interests of Michigan 
farmers in more efficient farming. 


STRAIGHT-LINE Coverage supplies your direct chan- 
nel to an active market — In MICHIGAN FARMER, 
your advertising gets preferred attention in 9 out of 
10 Michigan farm homes. And, when Michigan farm- 
ers are well sold, they can buy! Income is big and 
steady — year ’round. Michigan is a top-third state 
in farm income. 

Plus No. 1— Local Field Reports. When you desire, 
timely sales information can be supplied by our able staff 
who talk regularly with your local state management — 


se STRAIGHT-LINE Advertising 
to sell more 


wr To, 

del) DAY 

per'e im Of eee “hous 
taeg” her Chop. 


‘i _. YOU speed your sales follow-up 


NE 2 Ce, & . 


baat 


distributors, field agents, branches, plants or local offices. 
A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2 — Local Action Photos and Testimonials, 
We will arrange for an action photo of your product in 
use in Michigan. The picture can be stripped into your 
advertisement quickly at no extra cost. Since we print by 
gravure, there’s no bother about a plate. 


Plus No. 3 — Local Prices or Terms or Down Payments, 
Nothing helps close a sale like the facts that tell a 
farmer how he may buy. We can strip in your Michigan 
prices and selling data — no cost for a plate. 


Plus No. 4— Local Sources of Supply and Information. 
We can insert the names of your Michigan distributors, 
dealers or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. (Described at top 
of this ad.) 


Send for this booklet — a full story on ‘‘STRAIGHT-LINE Advertising.”’ 
You may find a timely answer here for a welcome lift in your advertising and sales 
in rural Michigan. You'll want to have this valuable reference on the real advantages 
of our gravure printing flexibility which makes possible STRAIGHT-LINE Advertising. 
Here is new penetration with localized advertising, test campaigns, full color, All 

at great savings. Write! 


Michigan Farmer 


East Lansing, Michigan 


STRAIGHT-LINE Advertising Service also available in The OHIO FARMER and PENNSYLVANIA FARMER 
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New Ci itizens Swear Allegiance in Historic Shrine 


City Teamsters | 
Vote Loyalty to 
Parent Union 


| 
} 
Council to Support 
Ousted International | 
"100 Per Cent’ i\?¥ 


Teamsters Joint Counc No. BF 
of Philadelphia, today voted 
tnanimously to back up ts inter 
national umon 100 per cent in its 
depute with the AFL-CIO 

The 14 million-member Team 
eters Union was expelied by the 
AFL-CIO on December 6 by «& 
five-to-one vote of the federation 
convention in Atlantic City 

Gobr, hy Negitas joins council] * 
Presiden! said today's Wote was 
@n anever to rumors that one or 
more of the 2% locals in the M4 
000 member couect) might pull 
out to stay with the AFL-CIO. 
Breech Commended ; 

The council action alse com- 
mended the swech Tenmetets 
aecretary-(reasurerifotns ty haa 
baidumade before the federation 
convention. In essence, Engiish 
sald, “you will weep before we 
C0 ; 


40,000 REASONS WHY 


in Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin prints some 
40,000 local news stories every year. These 
are gathered by one of the world’s largest 
local news staffs, augmented by a network of 
special correspondents, 


It is this unique reporting of the big and 
little news of Greater Philadelphia—together 
with the other contents of a great metropolitan 
newspaper—that has helped make The Bulletin 
a trusted member of the household through 
generations of Philadelphia families. 


The Bulletin publishes the largest amount of R. O. P. 
color advertising in Philadelphia—Evening and Sunday! 


ou teeny Ge vert wn te Current Sw ens | SY PV fo Ae cer 
sis, while at the same thne wae hails (db women students ered with eracked glass and ¢2v- 
ing 4 foundation for the long) ‘dividual slumnse already!ereq with soot. Firemen sald 
haul,” (Qeriaumeme aid. jhave contributed $150,000 to-'the explosion evidently was in 
“Tt must not be blindly ed intel ward the $200,000 goal for tb© the aij burner, j 
automation just because it hap. | dormitory unit ‘The blast started a smal fire 


What does this mean to Bulletin adver- 
tisers? It means that their messages are care- 
fully considered—at home—in the newspaper 
Philadelphians read, respect and respond to. : 


The Bulletin goes home... delivers more 
copies to Greater Philadelphia families 


Advertising Offices: Philadelphia » New York + Chicago 
Representatives: Sawyer Ferguson Walker Company, 
Detroit + Atlanta * Los Angeles + San Francisco 

Florida Resorts: The Leonard Company, Miami Beach 


every seven days than any other newspaper. 


1794 Law Stirs Se Ferine Pete vn on toro 


Pu ny Desi he ht’ oe 
‘Lehigh Co. Row enenenmen 


Store Is Opened, 
Police Take Names as) 


Potice and merchants clashed) 
yesterday over Pennsyivania’s 
| 1784 law forbidding business on 
Sunday 

in Whitehall Township, Lehigh 

| Covaty, « @iscount bouse, Two! 
}Guys From Mar kia, had eddi- : 
| tional trouble —- a picket Hne| 
| across the entrance to its park- 
j ing jot. preventing cutemers| 
land employes from entering for | 
law ® pours. | 
: 


CAW Pickets Mase 
Though warrants were issued 
\last week against the company 
land a number of its employes, 
ithe store opened for business! . 
j Aealn yesterday. District Attor-' 
Iney ou Mieedsdire and county; 
{ deteatives showed up and began! 
| their rowtine of teking names of 

thase working there. 
A mass of pickets from the 
United Aute Workers local in 
Allentown asiso showed 


’ 


formed a tight line; 


nel nent epey #6 


yer 


Sepa se AONE NNR eee mT oe — 
‘at all and kept insisting that her: “over the weekend at the office of 
name is Woe Stew and that | shoe firm at 3210 Cherry st. 

tahe lives im Philadeiphia | Weeuaie Geessiress mane 
| =e ~—* ae (ager of the Brusiw Bama Mame 


pens to be popular.” 


Boy Found Hiding 
In Service Station 


Norristown, Dee. 16-State “ 


Police caught a youth hiding in 
the service station af Papen: 
bw at 460 Main st, Cob 
legeville, at 12.45 A. M. today. 
They seid he was (Wy saas Bede- 


man, 19, of the 900 binck af W. 


Airy st.. and that he had entered 


by smashing a window, He was! 


charged with | burglary, 


Sawed-olf .22 Rifle 
Used by Holdup Man 


Weun Miithe 34, an attendant 
at the I one Stol service station, 
126 N, 6th st., was robbed of $44) 
by two men who entered the sta- 
on at 4.15 A. M. today, 

He told Detective ttien, iter 


fen. that one of the men penehe! 
ed him in the jew, knocking ham i 


down. The other, he said, point 
ed a sawed-off 22 ater rit; 
at him, ordering, “Lie down, 
boy.” 


Mrs. uth Moa finan, assotl- whieh was quidkly put eat by! J 
ation president, made the pres tiremen. 
entation to M.. therle dV. Tam’ Residents in a five-apartmnent! 
wie University president. at an buliding at 4124 W. Betks at 
informal ceremony on the cam- separated by a narrow alley 
from the grocery, were ondersd) 
‘The dbrmitory, to be town 88 out by police as 8 safety meas 
/Jumnate House, will be part of ure. 

a $4 milf on pyster of women's) Some windows in this balling 

quarters to be erecied on the were shattered, 

block bounded by Chestnut, ™ 

nut, 33d and Mth sts, ' Toll Bridge Ex-Chief 

ae ae | 

Auto Hits Bridge Wall, Asks Separate Trials 
: ; Deylestown, Dec, 16---Alteep- 

4 Riders Injured | dea A Mewr, of Easton, former} 

Three girls and a man we? chairman of the Delaware River 
tajured last night when their car| joint Toll Bridge Commission, | O5 

skidded and crashed into a wall today asked the Bucks County} 
of the bridge carrying Bridge!court to grant him a seperate! 
town pike over the Nesbaminy' trial on each charge ageinst him. | 


YOU'VE NO IDEA how 
it boosts the morale of 
any Philadetphfan living 
| | elsewhere, to keep up 
i with events at home 
4 through The Evening and 


Creek in Nerthanipton Town-| Winen is accused in six i indict |» 
ship, Bucks County. | ments of collecting unauthorteed | £ 

Admitted to Lower Bue'ts Hor-' expenses, profiting from. insur 
jpital wax tye Nive 25, of Tt ance contracts and collecting un-/ 
| Spruce st, Bristol, She suffered! guthoriaed salary While a mear | 
a fractured right leg. ber of the commission. 

hinge cn cheilag a own ge He said the chargers are wae 
were Bergen —Eiealipy 23, a i related and that his rights would! 
3 Grant av. the driver, end’ be prejudiced if they 
devicin Walle, $5, of 211 Wash-ied together at one trial, aida J : aa 
Hagton at., bat of Brtst, and /ig scheduled to go on trial jolnt-| * * 
‘Wilae Asien 5: 17, OF the Mideity with wwe 
way tails Park, Mow'artdea (jnaney f zt. 


| tails about gift subscrip- 
4 tions which.give so much 
i} pleasure at little coat, 
you can dial EVergreen 
2.7600 and ask for Mail 


| Firemen rzamin the damags In sore ripped by = Mast a 2th and Perks vs, 


) Sunday Bulletin! For de-} 


ltucturing Co. office, discovered 
the theft at 8 A. M. today. 


Detective Wowtnaa Hevies said 


L the thieves scaled the walt of an 
adjoining building and went in 
Fan unlocked windew of the 
: firm's office on the second floor, 


Police said they thought the 


same thieves broke into the 
tive-story Mises Building at 
| the northeast corner of 33d and 
Arch ste. _~ took $25 from 
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Comes Now the Deluge ... 


Feature Section 


Advertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Here's Another Quiz—More Realistic?—for 
Prospective Clients to Answer 


In the Aug. 11 issue of Advertising Age, I. C. Roll, account executive at 
Fuller & Smith & Ross, New York, suggested that it was about time to 
turn the tables on advertisers who ask agencies to fill out detailed ques- 


tive client should be asked. 


By Edward Bozorth 
St. Georges & Keyes Inc., New York 


As printed in your Aug. 11, 1958 issue 
of ADVERTISING AGE, Mr. Roll has a won- 
derful idea ... BUT, it seems to me that 
the questions that should be asked a 
prospective client by an agency should be 
more realistic, to wit: 


e 1. On how much of the million dollars 


appropriated for advertising will we re- 
ceive 15%? 

How much of your advertising budget 
is alloted for pencils, memo pads, Ro- 
tary Club programs, college yearbooks 
and similar “musts?” 

How much for bookmatches and free 
cigarets placed in plant waiting rooms 
for visiting salesmen? 


2. Does your board chairman open all 
client-agency meetings with, “Gen- 
tlemen, you are the advertising experts. 
We know nothing about advertising but 
this is what we’re going to do”? 


3. Is your advertising manager a col- 
lege graduate? 

If so, what college did he attend and 
what degrees does he have, if any? 

If none, please give 3 reasons why. 


4. Is your advertising manager, a 3, 
4, 5, or 6-martini lunch man? State 
number and time taken to consume 
stated quantity. 

After the number of martinis desig- 
nated does your advertising manager 
expect the account exec (who has kept 
up with him) to return to the office 
and “get the show on the road” with 
a few earthshaking ideas that still 
shake the next day? 


5. What is the favorite color of your 
advertising manager’s checking pencil? 
Blue.... Green.... Red.... Purple 
. bce oe Mi 6 5 ERO Se 

(check one) 
Favorite color of sales manager? 
Second vice-president? 
First vice-president? 
President? 
Chairman of the board? 
Mail room relative? 
Others who must approve advertise- 
ments. 


6. Do you expect to call your account 
exec at 4:45 Friday during the summer 
months? 

If so, why, and do you expect to find 
him in? 

7. Do you expect to call your account 
exec on Friday of any week and expect 
him to get two up front for the season’s 
Broadway hit for the next evening, 
without just feeling that your account 


tionnaires, and Mr. Roll presented an agency questionnaire to be filled 
out by the prospective client. Comes now Mr. Bozorth, who thinks the idea 
is magnificent, but who has his own notion of what questions the prospec- 


exec is simply tickled to death to do so? 


8. Do you have any sons, daughters, 
nieces, nephews, aunts, uncles, broth- 
ers, sisters, or friends with latent tal- 
ent waiting, expectantly, to be un- 
leashed on your television show? 


9. Do you show all advertisements to 
the elevator starter? 6-year-old daugh- 
ter? Maid? Wife? 

If so do you use their opinions as the 
basis for your approval or simply muse 
how dumb they are and use your own 
judgment? 


10. Does your sales manager get tight 
at conventions, agree with your ac- 
count exec that Old Brass is a big bag 
of wind and doesn’t know which end 
is up, and then next day tell Old Brass 
what your account exec said about 
him? 
11. You expect your agency to listen 
to the bewhiskered jokes of your pres- 
ident how many times before showing 
boredom? 
) | _ | SEM Innumerable........ 
(check which) 
12. Do you believe enough in adver- 
tising to spend money for it? Talk 
about spending money for it? 


13. Do you go over the media list care- 
fully, eliminating the magazines you 
do not read yourself? 

14. What is your opinion of advertis- 
ing agency men? 

(Please answer carefully, as your an- 
swer may result in additional ques- 
tionnaires from other agencies.) 


15. Does your advertising manager ac- 
cept a night on the town all expenses 
paid, and then complain next morning 
of the poor quality of the talent fur- 
nished? 


16. Do you have a man on your execu- 
tive staff who says “No” to every cam- 
paign because he can’t think of any- 
thing else to say? 


17. What sort of gift would your pres- 
ident expect from our president at 
Christmas? 
53-foot yacht with captain and crew? 
A year’s supply of Chivas Regal? 
Attache case made from imported 
camel skin? 
10-carat diamond for his wife? 
$1 Ronson suitably monogrammed? 
(check which) 


18. Do you have a sense of humor that 
would enable you to laugh when you 
get a phone call from your agency 
stating that a $2,000 piece of art had 
been lost between the production de- 
partment and the engravers? 


Aa 


Quiz for Prospective Clients 


Three Major TV Cost Savers 


Who would you expect to pay for it? 
Yourself? Messenger boy? Engraver? 


e 19. Please give 3 character references 
of each executive, said references to 
come from executive’s wife, youngest 
talking child (if any), office mail boy. 
(We want to know their true char- 
acters.) 


e 20. Do you favor a $1,000,000-a-year 
customer over one who spends $20,000 


Salesense in Advertising ... 


Examples of Successful Long Copy 


M. O. Advertisers Flock Together 


a year? 


e 21. Does your advertising manager 
have the agency present the advertis- 
ing program at dealer meetings 
throughout the country while he’s busy 
getting over hangovers, and then tell 
old J.P. how the dealers ate up his 
program? 


e@ 22. If we were to select you as a client 
how would you feel? # 


Two Cases Where Long Copy Paid Off 


By James D. Woolf 
Creative Consultant 


Reproduced herewith is a full-page 
advertisement which appeared recently 
in The Wall Street Journal in behalf of 
the CBS Radio Network. It contains ap- 
proximately 3,700 words set in what I 
believe is 8-point type. 
No pictures or graphic 
gimmicks of any kind 
are used to attract at- 
tention or arouse in- 
terest. 

In view of the fact 
that there has been a 
great deal of pro-and- 
con discussion of long- 
copy ads, including my 
own comments on sev- 
eral occasions in this column, I thought 
AA readers might be interested in the 
results obtained—if any. Did anybody 
actually read this long dissertation? 
What prompted this radical departure 
from the traditionally graphic ads of net- 
work radio? I wrote CBS Radio and asked 
them for the facts. Following is the reply 
from Phil Cohan, CBS trade news edi- 
tor: 

“Thank you for your interest in CBS 
Radio’s long-copy ad, and my apologies 
for not getting back to you sooner with 
the information you asked for. 

“The ad did what it was expected to 
do. And perhaps the best way to dem- 
onstrate this is to outline its objectives 
and then try to document just how it 
met them. 


James D. Woolf 


s “The objectives were: 

“1. To gain the reader’s attention by 
the sheer bravado of its weight; and to 
create an image in which the medium 
that signed the ad becomes as important 
to the reader as the problem it discusses. 
In this connection, Mr. Hausman adopted 
the technique of devoting the initial 30- 
40% of the ad to talking about an ad- 
vertiser’s problems in today’s economy. 
“2. To provide support for advertisers 
currently using network radio who would 
read it and have their judgment con- 
firmed. As you know, people who own 
Cadillacs or GE refrigerators are among 
the prime readers of Cadillac or GE ads. 
The ads confirm the wisdom of their 
choice. 


“3. To furnish arguments which will 


render support to many below-top-level 
staff members in advertising agencies 
who would like to see some of their ac- 
counts in network radio. The facts in the 
ad help them in trying to ‘sell’ the me- 
dium to top advertising management. 


"A lime of recession 
is the most favorable time 
for a change in 
competitive positions” 


“4. To attract attention of top market- 
ing and general executives, in the hope 
that they will communicate an interest 
to their staffs which will encourage 
study of the medium’s values. 


“5. To serve as a platform for the CBS 
Radio Network sales staff, and to gener- 
ally announce the strong position of net- 
work radio in our economy to the pros- 
pects on whom they call. 


“6. To furnish support and confirmation 
of the value of their affiliation to affili- 
ates of the CBS Radio Network. 


s “Now, as to the reactions: 

“As I’m sure you understand, we just 
can’t name names for quotation. How- 
ever, I would be glad to make a folder- 
full of correspondence available to you, 
if you get to New York. 

“The competing media have hailed the 
ad in a manner that was surprising, even 
to us. A leading station representative 
wired the network to say that the ad was 
‘the best thing that has happened to 
radio in ten years, even though I dis- 
agree with some of its points.’ The adver- 
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tising director of a large magazine con- 
fided that the presentation gave him 
‘real headaches’ in answering questions 
from his top management. 

“The ad apparently was (a) read, and 
(b) influential to some degree. At least, 
these people read it—and so did many 
more as my spies on commuting trains 
reported. 

“At least a half-dozen top agency peo- 
ple have called or written to ask for 
25-50 copies of the ad for circularization 
among their staffs. 

“Many affiliates of the CBS Radio 
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On the Merchandising Front .. . 


Network have wired and written that the 
ad was just what we’ve been trying to 
say and ‘a real help in selling network 
radio and our station.’ 


« “The climactic note, however, oc- 
curred in a memo from one of the net- 
work salesmen to Mr. Hausman, when he 
noted an $80,000 order in which CBS 
Radio will be the only network used. 

“The memo read: There is something 
of particular interest to you in the back- 
ground of this order. On June 13... 
the account executive told me ‘there isn’t 
the slightest possibility of any interest in 
radio for at least the rest of this year.’ He 
was adamant in his position. Today, when 
I saw him while delivering some pub- 
licity photographs, he explained that the 
sudden and complete contradiction of 
events was the result of two unexpected 
developments. First, that the client had 
decided that a nationwide introduction 
of new products rather than a top-market 
introduction should be undertaken. Sec- 
ond, that the company’s president had 
forwarded to the agency a copy of our 
recent Wall Street Journal ad quoting 
Marion Harper and, in effect, saying ‘this 
seems to make sense’.” 

In the same mail with Mr. Cohan’s 
letter came a letter from Virgil A. Kelly, 
president of Kelly, Zahrndt & Kelly, St. 
Louis advertising agency. Wrote Mr. 
Kelly: “The enclosed proofs of our ads 
for the Knights of Columbus constitute 
excellent evidence that long copy will be 
read. These ads have never used special 
gimmicks. They never offer anything but 
a free pamphlet elaborating on the in- 
formation contained in the ad _ itself. 
These ads have been running in national 
media for ten years. They produced 367,- 
000 coupon returns last year. They bring 
in a daily average of about 1,100 every 
weekday—and have been doing so for 
these ten years. The total of coupons re- 
ceived so far is now in excess of 3,000,000. 

“It is the interest factor,” says Mr. 
Kelly, “and not the number of words, 
that induces readership.” + 


Is the Annual New-Model on the Way Out? 


By E. B. Weiss 


There is talk in the auto industry and 
in the major appliance industry that the 
annual new model program may be 
dumped. And there is also talk, in both 
industries, of reducing the number of 
models in the line. 

Indeed, there has 
been more than talk in 
the major appliance 
field on the annual 
model concept. An ex- 
ecutive of Easy Laun- 
dry Appliances, now a 
division of Murray 
Corp. of America, is 
quoted as_ saying, 
“We're definitely giv- 
ing up annual model changes.” He modi- 
fied this more than a bit a moment later, 
though, when he added, “It won’t be done 
overnight.” Whirlpool seems to be mov- 
ing in somewhat the same direction—and 
at about the same pace. (Of course, May- 
tag has consistently been the lone hold- 
out among major appliances with respect 
to annual model changes, and it has been 
pretty successful.) 

[Editor’s Note: Since this column was 
written, Carrier has announced abandon- 
ment of yearly models in the unit air con- 
ditioning field.] 

In the automotive field, the foreign 
car makers tend not to introduce new 
models annually. On the domestic scene, 
there may be some inner sanctum whis- 
pering about the annual model problem 
but, so far as the giant producers are 


E. B. Weiss 


concerned, the annual model concept re- 
mains firmly established. 


® In autos—and in major appliances, 
also—a limping trend toward shorter 
lines appears to be in prospect. This is 
especially true in the major appliance 
field where at least one of the giant pro- 
ducers has cut back the size of its line 
(but, simultaneously, one of the middle- 
size tv producers is coming out with a 
larger line). 

I suspect that neither move—neither 
the tiny trend away from annual model 
changes nor the tiny trend away from 
ever longer lines—will get very far either 
in autos or in major appliances and tv. 
These are my reasons: 


e 1. Actually, neither industry has had 
annual model changes in the real mean- 
ing of the term. In both industries, the 
cycle has been one or two “trim” change 
years, followed by a year of somewhat 
more extensive change. 


e 2. Even the year of more extensive 
change has tended to involve more in the 
way of design change than functional 
change. The functional changes incorpo- 
rated in autos and major appliances over 
the last three years that represented true 
advantages to the user (as differentiated 
from promotional gimmicks like the row 
of manual controls on so-called “auto- 
matic” washers) have been so few that 
practically all of them could have been 
brought out in a single year without ne- 
cessitating ruinous costs. Design changes 
in a line usually do not involve costs that 
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postwar world. 


ercise over a hand mower. 


Power Companies wanted us to. 


tion is certainly far from inspired. # 


Easy Does It 


@) memos moerenoenT ELECTRIC LIGHT AND POWER COMPANIES - 
oem oem 


meen teens 


This Electric Light and Power Co. ad reminds us of nothing so much as one 
of the many ads that appeared some 12, 13 years ago—promising a fantastic 


The idea of lying on a lounge chair, talking into a microphone and having a 
lawn mower automatically do our bidding intrigues us. It intrigues us prin- 
cipally because, up to this point, even with a power mower, we have been 
obliged to walk behind and guide the thing. Moreover, it pulled us along. It 
exercised a certain contro] over us—in contrast to the control we used to ex- 


So we were inescapably attracted to the ad. 


But—as with all those postwar dream ads—we quickly discovered that such 
a mower might be available to us only “one day.” So what resulted? We saw 
no reason at all for reading any further. And we knew the Electric Light and 


Starch Reports may prove us wrong. But we believe the illustration of this 
ad is much too overpowering for the mild story that follows it. And the cap- 


dang | tales dectbory om pias se! 
ere Reving. They pon te timely the 


begin to compare with functional changes. 
e 3. When business sloughs off, there is 
a tendency to concentrate on cost-cut- 
ting. The annual model change-over and 
the unwieldy long lines consequently get 
verbal or lip attention at such times. 


e 4. But, in the end, competitive neces- 
sity calls the tune. And competitive ne- 
cessities—real or fancied—will, in my 
opinion, demand a continuation of the an- 
nual model and the ever longer line, par- 
ticularly in a nation that has had these 
two factors drilled into its head to the 
tune of some billions of dollars of adver- 
tising. 


= For example, the auto makers are 
clearly furrowing their brows over at 
least three developments: (1) the small 
foreign car; (2) the decline of social sta- 
tus as the dominant factor in car buying 
and the impact this has had on the mid- 
dle-range lines; (3) the significance to 
be read into the success of the new Ford 
Thunderbird and the failure of the new 
Edsel. 

The lessons drawn from these develop- 
ments will be reflected as quickly as pos- 


sible by the auto makers (which means 
not too quickly!) in annual change- 
overs, in numbers within the line (sev- 
eral “economy” models are announced for 
1959), etc. Certainly, when an industry 
has taken a shellacking such as the auto 
industry took in 1958 (and which, I’m 
afraid, will not be vastly improved in 
1959) it isn’t going to add to its woes by 
tampering with such gigantic build-ups as 
the annual model changeover and the 
long line. 


® It is possible, though, that some of the 
chicanery, some of the fluff, some of the 
rank nonsense (like four tail lights) will 
be less depended upon in new-model 
merchandising by 1960 both in autos and 
major appliances. It is possible that less 
reliance may be placed on design—and 
more on functional improvements; less 
dependence in mechanical products on 
style obsolescence and more on function- 
al obsolescence (which was, really, the 
original basis of the annual model 
changeover). 

Also, maybe some of the “dream” im- 
provements that have remained locked up 
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starring Robert Shaw 
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stories. All this gives the full-scale production of on 
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will be introduced—certainly when one 
compares the 1959 models of autos and 
major appliances and tv sets with the 
1956 models, one must be compelled to 
wonder whatever happened to the great 
scientific improvements that must have 
been the result of hundreds of millions 
spent by these manufacturers over this 
period in research work of every kind. 

We have been given to understand, and 
correctly, that science is moving ahead 
at a constantly accelerating pace. But the 
contributions of the scientist and the 
broad spectrum of specialists to function- 
al improvements in autos and appliances 


are being sidetracked somewhere along 
the line. 


= In any event, I simply want to regis- 
ter my doubt that either the annual mod- 
el or the long, long line is destined to 
disappear from, or even have its shadow 
lessen, on the American scene. Our peo- 
ple have been too completely conditioned 
to both—and our manufacturers have 
likewise become too habituated to these 
two basic merchandising procedures—to 
suggest the smallest likelihood of any 
major change in the near future in ei- 


ther program. # 


Looking at Radio and Television .. . 


Three Major TV Cost Savers 


By the Eye and Ear Man 


The start of the fall television season 
is upon us, and the sales continue to roll 
in, making it highly probable that the 
current year, calendar or fiscal, will 
mean another healthy rise in television 
billings. 

As predicted, the advertisers, plagued 
by lower earnings figures, held back until 
such time as they could see an upswing 
in the economy. Since this upswing, led 
by the stock market, occurred in the sum- 
mer, late buying was the order of the day 
and the sales began to trickle in steadily. 


= Before late sales were consummated 
the law of supply and demand appeared 
in the television market place and a 
number of new rules were promulgated 
which will probably be permanent: 


1. Short term commitments. 

The majority of hard-bargaining ad- 
vertisers got the right to cancel their 
time and talent after 26 weeks with a 
minimum penalty. This in turn triggered 
producers to reduce commitments to tal- 
ent, and networks to reduce time com- 
mitments. 

It is true, of course, that most ad- 
vertisers will want to advertise year 
‘round and most will probably have to 
renew their current programs in order 
to keep going because the lack of some- 
thing better. But in case of a real flop, 
they have a “bail-out point.” 

Networks, too, must continue to pro- 
gram year ‘round but they also have 
needed protection from the unexpected 
program failures that plague them from 
time to time. The normal contract had 
a short-term penalty which guaranteed 
the producer against loss, since it costs 
more to produce a 26-week series than 
a 39-week series. This year that clause 
may not even be included. 


s There is little doubt that the short- 
term commitment is here to stay. The 
lack of rating evidence makes the 13-week 
series an unrealistic one but the 26- 
weeker is based on solid facts. 

Let it be patently clear that the sub- 
stantial shows with single advertisers 
will commit for a full year and some- 
times two. It is the low-to-average-rat- 
ing shows, the hour spot carriers, that 
have to concede the lesser commitments. 


2. Time and talent minute participa- 
tion in prime time. 

Despite all the pious railings against 
the spot carrier network program in 
prime time the fact remains that it 
exists and will continue. 

It is now possible to buy a participa- 
tion in a program that will be a top ten 
program for a_ cost-per-thousand of 
around $1.50. The minute time and tal- 
ent costs with short term commitments 
on shows that are unsold, new, or in 
highly competitive time periods is around 
$20,000-$30,000. 


The network has thus become the un- 
derwriter of entertainment for the public. 
In the interest of getting back this re- 
quired investment the networks must sell 
these programs any way they can, the 
easiest way being to fill them with 
smaller advertisers who could not get in- 
to television any other way. 


s This appears to be the start of the 
magazine concept at its fullest. From this 
point in television it will be possible for 
an advertiser to buy one, two, three or 
50 participations somewhere in nighttime 
television with circulation equalling or 
exceeding any magazine. 


3. Day-night combinations at bargain 
rates. 

The next order of the day which was 
initiated this season is a two-for-one 
deal which ABC used as incentive to 
get advertisers to start its full daytime 
schedule. Since then NBC and CBS have 
had a hard time filling their daytime and 
will undoubtedly find a way to reduce 
the prices of one in order to get business 
in the other. 

Thus, network television enters its sec- 
ond decade with a fiercely competitive 
position in sales and programming. More 
and more the programs of all three net- 
works will tend to equal each other. Also 
new stations make the media aspects 
relatively the same. 

The volume of advertising placed on 
television continues to grow. It now re- 
mains necessary to go beyond the tradi- 
tional 40 top advertisers and sell any 
which way to the irregular, seasonal, and 
institutional advertisers in a way that 
competes with other media. # 
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Mail Order and Direct Mail Advertising ... 


Birds of a Feather Like to Flock Together 


By Elon G. Borton 


In an earlier column (AA, Oct. 7, 
1957), talking about publications most 
likely to pull results for mail order ad- 
vertising, I said that the experienced mail 
order advertiser likes magazines or news- 
papers which carry 
many mail order ads— 
preferably ads for 
products similar to his 
own. 

There is another 
characteristic this ad- 
vertiser looks for in 
publications. He pre- 
fers publications whose 
editorial contents pre- 
pare the way for his 
product. The ads here 
illustrate both points. 

Thus Science and Mechanics, a do-it- 
yourself magazine, is loaded with ads 
for products to use yourself. The Ameri- 
can Home carries a section of mail order 


Elon G. Borton 
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Employe Communications ... 


ads for products having to do with the 
home or family grouped in the back of 
the book, while its general garden and 
food ads are located elsewhere. For years 
Cosmopolitan has carried a several page 
directory of schools and colleges crowded 
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-easy-to- build fir plywood cabins 


| Heme's the perfect source of ideas for anyone 
Planning to build a vacation cabin Smart, mod 


ern designs by leading architects for cabins of 
Wane | every type and size, complete with pactures in 
. vou 4 aot soe, floor plans and building Ups 
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with small and larger ads of institutions 
soliciting replies asking for information 
and catalogs. 

Many Sunday newspapers carry edi- 
torial and advertising sections on various 
subjects such as theaters or gardens in 
which are grouped a number of ads de- 
voted to the same subject. Others carry 
groups of mail order ads under such 
heading as the Market Place, Mail Or- 
der-Mart or some such title. These news- 
papers are following the same principle: 
that mail order advertisers like to be 
grouped with others, so that each will 
help build traffic for the rest. # 


Plant Campaigns Require Alfention 


‘By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


While the recession was at its lamen- 
table low, a rash of cooperation cam- 
paigns broke out in industrial plants all 
over the country. Help reduce scrap, the 
bulletin boards urged, and let’s war on 
waste. Go easy on the paper clips, the 
office memos recommended. Everywhere 
one turned in a plant only a few months 
ago there were reminders of the need 
for holding down costs. 

Surprising as it may seem to the pes- 
simists who feel that employes won’t re- 
spond to anything not intimately iden- 
tified with their own personal good, some 
of these campaigns paid off. Costs ac- 
tually were whittled down, thanks to 
sensible appeals from management and 
the cooperation of the employe group. 


® With things slightly less frantic on ex- 
ecutive row, the thrift campaigns have 
slipped into neutral. A recent tour of 
three factories indicated that the waste- 
and-scrap posters referred to campaigns 
over and done with; investigation re- 
vealed that the companies had “more 


pressing things to think about now.” 
One factory was busy with model 
changeover; two others had a sudden 
rush of new orders and the heat was on 
for delivery. If scrap once again boosted 
the manufacturing price, no one seemed 
to worry much. 

If management made some gains in its 
cost reduction campaigns—and it did—it 
should do its utmost to hold them. The 
tendency, however, is to drop or neglect 
useful campaigns when the immediate 
need has been met. This is one reason 
why management so often comes off sec- 
ond best at the bargaining table: Its 
representatives are part-time bargainers, 
while the union men pay their round- 
the-clock attention to the subject of 
bargaining. If a series of accidents occurs 
in a plant, you can generally look to the 
safety program and find that it hasn’t 
had much attention lately. 


= During the recession, some companies 
set up interdepartmental contests based 
on waste and scrap reduction; it wasn’t 
possible in certain types of operation but 
it is practical in others. The boys in the 
shop, in many instances, got into the 
spirit of the thing. They were sold on the 
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Is $17 


too much 


to pay 


or one sales eall? 


Not if you get your money back — with a profit. But 
today, with selling costs coming in for close examin- 
ation $17 seems a hefty cost-per-call. 


Particularly when you realize that the average indus- 
trial salesman calls on only five companies a day. 
Simple arithmetic shows he’s lucky to reach three key 
men in 300 accounts twice each year. 


The big job is to make sales calls more productive, to 
get more results from salesmen. 


In the $130 billion Metalworking market, for instance, 
there are 13,000 plants with over 50 employees. Even 
with a top sales crew, an industrial supplier has trouble 
getting into each of these key firms. And it’s almost 
impossible for him to reach all the men who must say 
“ves” for the order. 


But we’re working with these men every day. As a 
publication for production engineers and executives 
in Metalworking, American Machinist is accepted as 


McGraw-Hill Magazine of Metalworking Production 


330 West 42nd Street, New York 36 


a “tool” of their jobs. And these are the very men 
that your salesmen want to see and sell. 


Advertising in American Machinist is a simple, 
straight-line way to get greater results from your 
costly investment in direct selling. 


In American Machinist’s solid-production editorial set- 
ting, advertising pre-sells your product to technical- 
minded (and hard to reach) production men. Specifi- 
cation and application copy is at work before, between 
and after your salesman’s calls. 


Thus, calls are made more effective, selling time more 
productive. Costs go down because salesmen are 
closing sales — the job they’re best designed to do. 


This idea isn’t new. It’s just a timely reminder that 
this is a good time to increase sales efficiency in Metal- 
working by increasing your advertising to the men 
who make the buying decisions in this major market. 


é ee tie 
American 


Machinist 
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soundness of scrap reduction; they were 
shown that their own jobs were involved. 
When they were asked to help, they 
responded. A friendly; competitive cli- 
mate was created within the plant walls, 
and it did more for employe morale than 
all the morale posters ever published. 

These scrap reduction campaigns 
scored at the cash register. One small 
company, in a ten-week campaign, put 
$8,000 back in its pocket; a larger con- 


Tips for the Production Man... 


cern, with a longer campaign, salvaged 
nearly $90,000 and was able to hold its 
price on certain highly competitive items 
as a result. A suggestion in a third com- 
pany resulted in a saving of $140,000 and 
wiped out one of the major causes of 
scrap in a department. 

Why scrap the scrap campaigns now? 
Management, after gaining a yard, looks 
as though its foot might slip, thereby 
losing two. # 


The Clean Look: a Study in Name-Dropping 


By Kenneth B. Butler 

I’m quite convinced that an idea, be it 
good or bad, has a better chance in 
today’s advertising world if it comes with 
a ready-made label—the kind of label 
you can casually flip at a client or associ- 
ate the way some people try to impress 
by dropping the names of royalty and 
celebrities. 

For example, you hear a good deal of 
talk these days about the “clean look” in 
typography; it is “the” thing. 

Personally, I’m all for everything the 
“clean look” encompasses, but I have to 
struggle to suppress a smirk when a 
client earnestly requests that his ad be 
given this magic formula. 


= Let’s take a quick look at the compo- 
nents of this so-called “clean look”: 


e The dramatic use of one gimmick in- 
stead of a buckshot scatter of half a 
dozen. 


e All elements in the layout neatly ori- 
ented to one or two axes. 


e Abundant surrounding white 
e Short headline. 


e Simplicity of presentation and ‘avoid- 
ance of clutter. 


space. 


e Emphatic sizing of the major display. 
e Boldfacing in text copy avoided so as 
to provide better contrast with the dis- 
play. 

e Lots of horizontal and vertical align- 
ments of elements to present an orderly, 


organized appearance. 


# In short, then, the “clean look” is a 
simple exposition of the principles layout 
men have been urging for years. The 
difference is that it now has a label all 
its own. 

And what a difference! A few years 
ago you could have presented such a 
layout for approval, and found sound 
layout principles no defense to: “You 
have a fairly decent start here, just needs 
a little more work. Let’s get pictures of 
our Fentonville and Burtontown plants 
down here. And let’s not waste so much 
space on this picture of a fountain. How 
about a montage of all the fountains in 
Rome? Look, ‘Quality Our Watchword’ 
is our slogan, so let’s not bury it down 
here in 12 pt. type, let’s put it in 48 pt. 
Karnak ... in fact, let’s put it in twice ... 
and this line here, can’t it be in some kind 
of fancy type, how about Boul Mich? Oh, 
yeah, and fill up this space here with 
some pictures of spades and shovels, and 
maybe a few trowels. This copy ... every 
time the name Bilgewater appears, let’s 
have it in boldface, underlined.” 


s But now everything has changed. The 
“clean look” has come along. Now, the 
moment you see those objections forming 
in his mind, all you have to do is smile at 
him disarmingly, countering, “Clean look, 
you know, Mr. Bilgewater.” 

“Oh, yes, Jones. Excellent ... excellent. 
You boys really know how to come up 
with what I want. Clean Look. Well, let’s 
get production started right away.” # 


The Admen and the Housewife 


Whatever dish they write about, 
The happy family loves it! 
Nobody sniffs, begins to pout, 
Takes one small taste—then shoves it! 


—Doris Herold Lund 


Advertising Age, September 15, 1958 


What They Were Saying 25 Years Ago... 


An editorial in Advertising Age (Aug. 
19, 1933): 


“The conclusion that advertising is a 
necessary and indispensable part of mod- 
ern merchandising is supported dramati- 
cally by the current efforts of Ford deal- 
ers all over the country to carry on ad- 
vertising campaigns of their own as a 
means of making up for the somewhat 
inadequate efforts of the Ford Motor Co. 


in 1933. 

“Mr. Ford is publishing an interesting 
series of letters, in which he is discuss- 
ing frankly the general policies of the 
company and also technical details of 
the current models. But while this is a 
fine series, as far as it goes, it does not 
seem to be the kind of campaign needed 
to meet the aggressive advertising and 
sales promotion efforts of Chevrolet and 
Plymouth.” 


1. Make a “thumbnail”—draw a tiny 
rough as big as a postage stamp. Then 
make another, shifting the elements 
around. Do this till you get the effect 
you want, and then blow it up to ac- 
tual size. Thumbnails save valuable 
time, give you a fresh outlook and an 
open mind. And they’re lots easier to 
* do than a big layout! 


2. Shift the scenery! Using semi- 
transparent layout paper, place illus- 
trations or photos you’ve roughed out 
under the paper and move them 
around in your ad frame to see where 
you think they'll look best and con- 
tribute most. Then draw them in, or 
indicate their outline, right on the 
rough itself. 


3. Find the picture you want: Most 
copywriters know there are such 
things as stock photos. But few are 
aware that art departments keep 
whole books or files of stock photos 
on hand. Ask your art partner to see 
them. Often you can find the very 
picture needed to express your ideas 
—or come close enough to it so the 
artist knows exactly what you want. 


3 more tips for making better roughs 


Last week you saw suggestions on speeding up the mechanics of 
making roughs. Here are some that touch on organizing and inter- 
preting your ideas for the artist. Never forget that though you may 
be the “word doctor,” he is the “space doctor.” A good rough gives 
him a better chance to make his contribution, because it tells him 
your idea of the relative importance of the elements in the ad. These 
tips will help you make your rough say what you want: 


Next Lesson: Another organizing technique: 
“Don’t Be Baffled by a Book!” 
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One of 7 ways your advertising wes y 
: e 
can work harder in 1959: Reader's Dig 
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gives you the option of using bleed ay 
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In planning your 1959 advertising schedule 
consider these 7 new advantages 
in Reader's Digest 


. Te Cee. —_ : ae PT ET ee te ee, 


On top of its record-breaking circulation and advertising gains, 
Reader’s Digest now brings seven new basic benefits to advertisers: 


4-color advertising for only 13.1% more than black & white 


Half pages in U.S. Edition for the first time 

2-color advertising at the same cost as black & white 

All advertising placed adjacent to editorial matter 
Bleed-page advertising —40% more space—at no extra cost 
New 11,750,000 circulation rate base 


Lower cost-per-thousand for 4 colors than any other 
major magazine offers for black & white 


35 million readers each month! Three factors 
make advertising more effective in the Digest. It 
has not only the largest magazine audience in the 
world, but the best coverage of the top-income 
groups. And it has a built-in believability unmatched 
by any other magazine and unapproached by any 
other medium. Put Reader’s Digest to work for you 
—all through 1959. Call MUrray Hill 4-7000. 


ADVERTISING REVENUE $1,787,966 
(Average per issue) $1,500,830 eer 


$887,433 $988,743 i 4 
cane name me ee ; 5 he Cee ier oe 


APR.-DEC. YEAR YEAR JAN.-JUNE 
1955 1956 1957 1958 


So far in 1958, advertisers have invested 19°, more 
in Reader’s Digest than in the same period last 
year—proof of their successful use of the magazine. 
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Versatile Adman 


Cyrus H. Nathan is one adman| 
who just doesn’t dare be late. 

With most people punctuality is | 
merely good form and a courtesy, 
but the man who is exec vp of! 
North Advertising happens also to} 
be a collector of early American | 
clocks and watches. “And grim is 
the recitation of tired gibes,” says 
Mr. Nathan resignedly, “that be- 
falls the keeper of clocks who 
makes the cardinal mistake of be- 
ing tardy.” 

It’s unlikely, however, that Mr. | 
Nathan—or anyone else at North’s 
Chicago office, for that matter— 
could forget what time it is. No 
less than 14 of his quaint old time- | 
pieces, all of them working, adorn | 
the offices of the agency, lending | 
a pleasantly warm personality to 
the whole shop. } 

This is first evident in the| 
agency’s otherwise modern wait-| 


58 


Cy Nathan 


date and month. It even compen- 
sates for leap year. 

Here also, in an old cabinet, is 
part of Mr. Nathan’s collection of 
early American watches, an im- 
portant part of his interest in old 
time pieces. 


® In fact, one of these old watches 
is the ancient Elgin that started 
the whole clock and watch collec- 
tion some 20 years ago. Mr. Nath- 
an at the time was out on a field 
trip with a Lucky Strike salesman 


‘when he ran across the Elgin in a 
|pawn shop going for an irresistible 
| $3. 


“And you know,” he says, rem- 
iniscently, “it’s still lots of fun to 
pick up an old clock for $1 


| Happening on these old clocks at 


really good prices is much of the 
fun with this hobby.” 
Through the years—which also 


| 


| 


ing room where three clocks, circa|took Mr. Nathan through Lord & 
1820 vintage, dutifully announce|Thomas and later Foote, Cone & 
the time in North’s three offices— | Belding, then the old Biow agency 
Chicago, New York and Beverly | where he was vp and creative di- 


“Homes ought to have more clocks...” 


93 


|clock hobby than just rummaging 
through the contrivances of co- 
|lonial Rube Goldbergs,” Mr. Na- 
jthan explains. “In this particular 
iperiod of clocks—the late 1700s 
jand early 1800s—can be seen the 
first application of the principles 
of interchangeable parts and all 
that this has meant to mass pro- 
duction. 

“In these clocks you can trace 
clock production from the days of 
the expensive custom-made jobs 
through the development of inter- 
changeable parts, the mass pro- 
duction and lower production costs, 
the competition that gave birth to 
features like calendar clocks and 
|perpetual clocks and then to the 
|growth of clocks as one of Amer- 
ica’s first manufactured export 
items. 

“In a nutshell, this is the story 
lof the whole American economy,” 
he points out, “and the clock in- 
dustry really set the pattern.” 


s “Working on these clocks and 
studying them is really a wonder- 
ful diversion,’ Mr. Nathan says. 
“Everyone ought to have a hobby 


Hills. Several of the agency’s ex- 


“They’re more than just colonial 


ecutives have similar clocks on} 
their walls; still another beams 
down on the secretaries. 

s But the agency’s sanctum sanc- 
torum of time is Mr. Nathan’s own | 
office, itself a vision of early | 
Americana—to the extent of an 
old-time book press serving as a 
desk. (The copy drawers of some 
long since forgotten printer are 
Mr. Nathan’s “in” and “out” box- 
es.) 

The clock array here includes | 
four wall clocks and two grand- 
father clocks, one of which—like | 
many of Mr. Nathan’s collection | 
—is a year calendar job with two 
faces, one showing the time and} 
the other giving the day of week, 


rector on Philip Morris before 


Rube Goldberg contrivances...” 


helping to found North in 1955— 
the collection grew to some 60 
clocks and 60 watches. One of the 
clocks is a work by Simon Wil- 
lard, “probably the greatest of the 
early American clock makers,” 
Mr. Nathan says. 

Using some of these clocks 
around the agency follows par- 
tially from Mr. Nathan’s belief that 
clocks—or any other hobby col- 
lection item—ought to be used and 
enjoyed for their esthetic value, 
not just stacked in the basement 
somewhere. 


s “A clock can lend a great deal 
of friendliness and warmth to a 
room,” Mr. Nathan observes. “In 
fact,” he adds, “a whole room can 


very tastefully be decorated 
around the dominant influence of 
a clock ... Homes ought to have 
more than just kitchen and alarm 
clocks. Somehow a lot of contem- 
porary interior decorators and 
clock manufacturers seem to be 
forgetting this point. They’re miss- 
ing a good bet.” 

But another reason for the 
clocks in the agency is the very 
size of the collection. As Mrs. Na- 
than would tell you, there’s just 
so much wall space in the Nathan 
home in suburban Winnetka. As 
the clock collection grew, some- 
thing had to give—so the agency 
received. It may be receiving more 
too, as Mr. Nathan has hopes of 
putting a few more clocks, pref- 
erably the perpetual calendar kind, 
around the shop. 

Maxine Nathan herself has been 
bitten by the old clock bug, but 
she confines herself to studying 
the usually interesting histories 
behind the clocks, and to their de- 
signs and stylings. 

Meanwhile, down in the base- 
ment, Mr. Nathan focuses the 
“work” part of his hobby in his 
work shop. There, at his bench, 
the adman by day becomes, by 
night and weekend, an adjuster, 
repairer and refinisher of early 
American clocks. 


® The Rube Goldberg part of the | 


hobby—the pulleys, wheels, teeth 
and the rest of a clock’s innards— 
offers Mr. Nathan much of the 
interest in the clock hobby. 


“In the course of fixing up these | 
as | 


clocks—making them work 
the original maker intended—you 
get to know a little of their think- 
ing, their logic, even something 


| 


| 


| 


| 
| 


of the relatively crude tools they 
used to put out their surprisingly 
polished products,” he notes. 

This colonial clock repairing 
specialty has brought Mr. Nathan 
occasional requests for help and 
advice even from the profession- 
als. It has also brought him into 
contact with the National Assn. 
of Watch & Clock Collectors, a go- 
ing organization of some 3,000 
members, of whose Chicago chap- 
ter Mr. Nathan is president. 

Beyond the repairing and re- 
finishing part of the hobby, Mr. 
Nathan has also become an ear- 
nest student of early American 
clock makers and their industry. 

“There’s much more to this old 


i 
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that can provide this kind of re- 
laxation. But it’s important,” he 
warned, “not to spend too much 
time at it or get too excited over 
pursuit of it.” 

In this unhurried spirit, he’s 
still looking for a certain special 
clock, a one-year clock—a favorite 
of his—made around 1840 by Aar- 
on Crane, one of the greats among 
the early clock makers. 

Meanwhile, he has work to do 
at North—probably the only agen- 
cy in the country where office 
| clock fixing falls within the charge 
|of the exec vp. As they (blush- 
ingly) say around the shop, Cy 
Nathan is the man who keeps 
things ticking at North. # 
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“Clocks lend friendliness and warmth...” 


KLM Airlines Denies 
CAB Charge of Illegal 
Free Air Trips 


WASHINGTON, Sept. 9—KLM Roy- 
al Dutch Airlines has squared off| 
to resist a Civil Aeronautics Board | 
complaint which seeks to crack | 
down on barter deals which pro- | 
vide free transportation for radio 


or that it had collected less than 
regular fares. 


@ Under CAB routine procedures, 
hearings on the case will be held 
before a hearing examiner, prob- 
ably in late October or November. | 

The five deals cited in the com- 


Three Join Lennen & Newell | Heu blein Features 


Lennen & Newell, San Francis- | 


co, has appointed William H. King Bouche I[]lustrations 


Jr., formerly associate director of 
interviewing of Survey Interview- 
ing Service Inc., San Francisco, di- 


rector of marketing research. The} 


agency also has named Laurence 


in Holiday Push 


NEw York, Sept. 9—An expand- 
ed advertising campaign is being 


plaint, all since January, 1957, in-| p McDermott, formerly with the| launched by G. F. Heublein & Bro., 


volved the Lorehn agency of Hous-| Bendix radio division of Bendix Hartford, Conn., sole distributor i 
ton, agent for the Houston Interna- | aviation Corp., and James E. Le-| 


n 
s ports and 


, 


the U.S. for Harvey 


tional Flower Show; radio station | Roeuf to its San Francisco creative | Serries. 


WWDC, Washington, for the 1957! 
Miss Washington contest; Flack} 


and tv contestants. 
In a complaint last July, CAB 


staff. | The new campaign, which will | 


| Wall Street Journal will also carry 
|a schedule. 

Gumbinner Advertising Agency 
is handling. # 


‘Clark-O'Neill Guide’ Out 


Clark-O’Neill Inc., 1 Broad Ave., 
|Fairview, N. J., has issued the 
|“Clark-O’Neill Guide—to Medical 
j}and Allied Professional Lists and 
| Postal Regulations.” The guide, de- 
signed for use of those who adver- 
tise to members of the medical and 
allied professions, contains three 


contended KLM has violated regu- 
lations which prohibit free air 
transportation except under care- 
fully specified circumstances (AA, 
July 28). CAB’s complaint took 
the position that airlines can “buy” 
promotion benefits from advertis- 
ers, but that there must be a fixed 
price for the benefits, and the ad- 
vertiser in turn must buy trans- 
portation at regular CAB rates. 
KLM’s reply last week conceded 
only that it had entered into deals 
in the five instances cited in the 
complaint. It denied there had 
been any illegal barter of trans- 
portation for promotion benefits, 


Advertising Agency, Syracuse, | 
agent for A. H. Pond Co. Inc.;} 
Spotlight Promotions, New York, 
for “The Big Payoff,” and Wil- 
loughby Camera Stores Inc., New 
York. + 


Long Adds Two Accounts 

Long Advertising, San Francisco, 
has been appointed to handle ad- 
vertising for Pik-Nik Sales Co., 
San Francisco, maker of Pik-Nik 
sheestring potatoes, and the Auto- 
mation Institute, San Francisco, an 
organization which offers person- 
nel trained to handle automation 


equipment. 


|feature illustrations by Rene| 

|Bouche, will highlight Harvey’s 

Lawn-Boy Sets Campaign Bristol Cream, a rare Spanish 
Lawn-Boy division of Outboard Oloroso sherry, reportedly the 


Marine Corp., Lamar, Mo., has 
scheduled color pages for its new 
line of power mowers in Life, Look 
and The Saturday Evening Post. 
Ads will run in issues of April, 
May and June, 1959. 


Brown Joins Forjoe & Co. 

Tom Brown, formerly account 
executive on Chrysler Motors at 
McCann-Erickson, has joined For- 
joe & Co., New York station repre- 
sentative, as a sales account exec- 
utive. 


largest selling imported brand in 
the U. S. 

The brand has been in short sup- 
ply during recent years, but a 
somewhat larger quantity is now 
being imported, it is said, but exact 
figures are not available. The holi- 
day advertising will also promote 
other Harvey sherries and ports. 


@ Magazines to be used include 
Cue, Gourmet, Holiday, House 
Beautiful, The New Yorker and the 
New York Times Magazine. The 


|sections: Professional mailing list 
counts; postal information, and 
miscellaneous mailing information. 


AFA Issues Supplement 

The Advertising Federation of 
America, New York, has issued a 
supplement to its bibliography, 
“Books for the Advertising and 
Marketing Man,” published in 
1957. The bibliography and supple- 
ment now covers 1,581 books pub- 
| lished since 1937. The bibliography 
and supplement are available from 
AFA for $2.50; the supplement 
alone is 50¢. 
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Gas Assn. Names Two 


ithe American Gas Assn., New 
Kenneth F. Muldoon has been | York, and Leonard M. Hammer, 


appointed advertising manager of | formerly vp of Nelson B. Moore & 


Associates, Cleveland public re- 


lations company, succeeds him as 


promotion manager. Mr. Muldoon 
succeeds Charles R. Bowen, who 


iresigned to join the advertising 
staff of International Business Ma- 
chines Corp. 


Courtesy Drug Summoned 


In its drive against false and 
misleading advertisements for re- 


rd ducing drugs, Connecticut author- 

Z : ities summoned Courtesy Drug Co., 

|New Haven, to a hearing on Sept. 

_— : | 5. The company is charged with 

In NEW « false and misleading advertising 

ABC CITY ZONE ¢ in behalf of its ND-17 reducing 
* 


drugs. 


'Nelson Adds Two Accounts 


| Lawrence U. Nelson Advertising, 
|Chicago, has been appointed to 
|/handle advertising for Patterson 
Publishing Co., Chicago, and Bur- 
rows Equipment Co., Evanston, II. 


~Duetiooe News 


NEW BRUNSWICK NEW JERSEY 


THERE IS ONLY ONE WAY TO REACH THE 


AKRON 
BEACON JOURNAL 


AREA OF INFLUENCE 
A One Billion 350 Million Dollar Market 


Akron, the biggest ONE Newspaper Market in the 
nation, is also Ohio’s most concentrated area 

of great industrial names. For only. 40c per line, 
daily or Sunday, you can do a complete job of 
selling the area. There is no substitute. 


ROP Spot or full color available 
in all issues. 


—_—~ 


oo 


-~ LAKE ERIE i 
, oe 
- | 
a H GEAUGA 
> Chevetano | COUNTY 


CUYAHOGA COUNTY ° 


LORAIN 


STARK COUNTY 


SS 


AKRON BEACON JOURNAL 


AREA OF INFLUENCE 


Population 7 19,435 NEWSPAPER COVERAGE 
Families . 213,048 DAILY Cire. % Cov 
Total Buying yen ; 
Power .......... $1,349,384,000. Journsl ...... 159,532 714.9% 
Teles $ 958,138;000, levelan 
. Fpepea of 9 eo Plain Dealer .. 21,596 10.0% 
see mares -$ 238,114,000. Cleveland Press . 7,525 3.5% 
Yi Sales —  $ 132,837,000. Seng News. 2,081 0.9% 
t-H-R Sales ..$ 996,000. 
Automotive Akron Beacon 
Sales ......... : 205,680,000. Fe xen Fae avi 160,139 75.0% 
Drug Sal 29,035, 1 evelan 
Pome arte Sales —— Plain Dealer .. 21,179 9.0% 
Survey of Buying Power Pe wt Beach 31, 1958 


AKRO 
BEACON JOURNAL 


“Ohio's Most Complete Newspaper” 
4OHN §. KNIGHT, Publisher Represented by STORY, BROOKS & FINLEY 
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If You Can’t Make That Good Cup of Coffee 


Now. Mom. It's Not the 


New York, Sept. 9—Brewing 
instructions, which have been 
lacking on most coffee cans, will 
start appearing on a number of 
brands this fall. 

It’s all part of a drive for “bet- 
ter coffee brewing” which will re- 
sult, it is hoped, in the consumer 
enjoying a better, stronger cup of 
coffee—and the manufacturer en- 
joying increased coffee sales. 

The drive is spearheaded by the 
National Coffee Assn. of USA in 
an attempt to stop the “stretch- 
ing” trend which characterizes the 
consumer’s coffee-making habits. 
Back in 1949, the association re- 
ports, the housewife was getting 
an average of 46 “full-bodied” 
cups per lb. But as prices began 
to spiral, the housewife began 
“stretching” her coffee to the ex- 
tent that she now gets, on the av- 
erage, 64 cups of “wishy-washy” 
coffee per lIb., with a complaint 
for every cup. 

The average housewife no longer 
knows how to make good coffee, 
the association maintains, and says 
one way to reteach her is for man- 
ufacturers to include a standard 
coffee measure and/or approved 
brewing insiructions (based on the 
46-cups-per-lb. formula) with 
each can or bag of coffee sold— 
thus placing “brewing instructions 
into the hands of every American 
coffee maker at the moment of 
actual brewing.” 


= More than 70 roaster members 
of the association are participat- 
ing, and many non-members have 
also joined in the crusade. Two 
national brands, Chase & Sanborn 
and Maxwell House, and two large 
regional roasters, Hills Bros. 
and MJB, are now imprinting the 
association’s approved brewing in- 
structions on their cans. 

In addition, 12 supermarket 
chains—A&P, Safeway, Kroger, 
Gristede’s, Bohack, American, 
Daitch Shopwell, Stop ’n Shop, S. 
S. Pierce, Grand Union and Red 
Owl—will either imprint the di- 
rections on the container or in a 
pamphlet, or give out coffee meas- 
ures. 

These participants account for 
34% of total coffee can and bag 
sales, the association reports. Oth- 
er regional roasters plan to join 
later this fall, possibly raising the 
total to 55%-60%. 

Also cooperating are the Pan- 
American Coffee Bureau and the 
Coffee Brewing Institute, plus 
American Can Co., Continental 
Can Co. and coffee bag manufac- 
turers. 


® As its contribution, the Pan- 
American Coffee Bureau is run- 
ning a color page in the Septem- 
ber issue of Ladies’ Home Journal 
and the Sept. 14 First Three Mar- 
kets Sunday supplement. The ad 
pictures a breakfast cup of coffee 
with the headline: “Best coffee 
you ever made.” The copy reads: 
“It’s so easy to win praise for 
good coffee. If you haven’t lately, 
why not check your coffee-making 
skill with this simple recipe.” 

Fuller & Smith & Ross is the 
agency. 

Since the increased coffee sales 
would also mean increased sales 


Outdoor 
Advertising, Inc. 


advertises to reach advertising buyers 
in September 


Industry's Fault 


of coffee cans, American Can is 
promoting the campaign also. The 
company is imprinting vacuum 
pack can lids with brewing in- 
structions and offering’ these 
“kitchen billboards” at a “Canco- 
shared cost.” These imprinted lids 
are the subject of Canco ads run- 
ning in August and September is- 
sues of Coffee & Tea Industries 
and Tea & Coffee Trade Journal. 
Compton Advertising is the Can- 
co agency. 

The coffee association also is 
supplying its members with one 
and two-column matrix forms car- 
rying the campaign slogan, “Good 
coffee deserves good brewing,” for 
their print advertising. 


PERFECTION STILL 
ELUDES COFFEE MEN 

New York, Sept. 9—If you have 
trouble making coffee, take heart 
from the Coffee Brewing Institute, 
which researched for more than 
five years before it perfected the 
|recipe now being promoted in the 
better brewing campaign. 

A non-profit organization found- 
ed by the Pan-American Coffee 
Bureau and the National Coffee 
Assn., the institute since 1952 has 
been delving into the chemistry of 
coffee and surveying Americans to 
find out what is the national ideal 
| of a “good cup.” More than 20 dif- 
ferent versions were written be- 
fore the institute endorsed the re-| 
cipe now being printed on coffee 
containers. 

The housewife’s need to learn 
how to brew coffee is evidenced, 
the institute believes, in the quick 
response to a recent institute mail- 
ing. On Aug. 11 the institute que- 
ried 1,520 women as to whether 
they would like to have coffee in- 
structions printed on the coffee 
container. Within three weeks, 
10% had responded, with 87% vot-| 
ing for the instructions. 


® As its part in the better brew-| 
ing campaign, the institute is pre- 
senting “coffeetime” programs to 
66,000 women in 600 organizations 
across the country. These programs 
include a coffee-tasting, a motion | 
picture film on coffee and a hu- 
morous skit on a “coffee crisis at 
the Quimbys.” 

Each guest also receives a stand- 
ard coffee measuring spoon, plus 
recipe booklets telling how to make 


coffee in the three main types of 
coffeemakers. Also distributed is 
a recipe book using coffee as an 
ingredient in various foods. 

The institute also maintains a 
field research staff which makes 
the rounds of public feeding estab- 
lishments to train personnel in the 
art of making good coffee in quan- 
tity. 


s The institute also advises many 
manufacturers on the design and 
construction of brewing equip- 
ment—too often manufacturers are 
more concerned with how stream- 
lined a coffeepot looks, rather than 
how the coffee tastes, the associa- 
tion is pained to report. Eventually, 
the institute hopes to sponsor a 
seal of approval to award to vari- 
ous brewing devices. 

The search for the perfect cof- 
feemaker still goes on, the associa- 
tion reports. The perfect way to 
brew coffee still hasn’t been in- 
vented; every method has its draw- 
backs. # 


EWRR Boosts One, Adds Two 

Robert A. Huss has been promot- 
ed to supervisor of the media re- 
search department in the Los An- 
geles office of Erwin Wasey, Ruth- 
rauff & Ryan. At the same time, 
the same office has appointed Ray- 
mond H. Dietrich a radio-tv pro- 
ducer and Don Walsh to the me- 
dia-research staff. Mr. Dietrich 
previously was with Young & Rub- 
icam, San Francisco; Mr. Walsh 
formerly was associated with the 
San Jose, Cal., district sales office 
of Ford Motor Co. 


Shaw Joins Science Book 

Howard Bernard Shaw has been 
appointed advertising manager of 
Science & Mechanics, Chicago. He 
formerly was an account executive 
with Amos Parrish & Co., New 
York, and Cramer-Krasselt Co., 
Milwaukee. 


Boston Globe 


advertises te reach odvertising buyers 


in September 
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PROGRESS 


PROGRESS 


4244 TYPES 


Electros - Types + Plastic - Progress Plates - Rubber 


AS 
424 TYPES 


Thermo - R.O.P. Color + Direct-Pressure Dealer Mats 


And they’re all used regularly 
by some of the largest agencies 
for some of their largest clients. 


ce of quality! 


PLATE MAKING COMPANY 


WaAlnut 2-0447 


It, 9 913-23 Filbert Street, Philadelphia 7, Pa. 
PP. 
Hf = 
s 


THE PROGRESS + HANSON + PROGRESSIVE GROUP 
PHILADELPHIA + NEW VORK ¢ WILMINGTON + BALTIMORE ¢ WASHINGTON ¢ RICHMOND 


PROGRESS Plate Making Company HANSON Electrotype Company {PROGRESSIVE Composition Company 
923 Filbert Street, Phila. 7 Sth & Sansom Streets, Phila. 7 ; Sth & Sansom Streets, Phila. 7 
Walnut 2-0447° i WAlnut 2.5567° WAlnut 2-2711* 


*of course any of the three can be reached by one call ° 
EW YORK: MU Hill 2.1723 * WILMINGTON: OL 5.6047 « BALTIMORE: SA 7-5302 * WASHINGTON: EX 3-7444 « RICHMOND: Mi 4.2773 
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so good in glass 


GLAMOROUS GLASS—The Glass Con- 
tainer Manufacturers Institute con- 
tinues to stress the convenience of 
glass containers with this color 
page in the November issues of 
Family Circle, Ladies’ Home Jour- 
nal, McCall’s and Woman’s Day. 


Du Pont Sets Retail Units 


In a move designed to provide 
close liaison with the nation’s re- 
tailers, two special groups have 
been formed by the merchandising 
division of the textile fibers de- 


: ‘ | 


Fiestar to Wilson, Haight 

Fiestar Inc., New York, has ap- 
| pointed Wilson, Haight, Welch & 
| Grover, Hartford, to handle adver- 
| tising for its Fiestar soil treatment. 
|Buchanan & Co. is the previous 
agency of record. 


Ehrlich Adds Westover 

Westover Fashions Inc., New 
York, dress manufacturer, has ap- 
pointed Ehrlich, Neuwirth & So- 
bo, New York, to handle its adver- 
tising. Altman-Stoller is the previ- 
ous agency of record. 


Johnson to Newman, Lynde 
Mack Johnson, formerly exec vp 
of John Moynahan & Associates of 
New Jersey Inc., has joined New- 
man, Lynde & Associates, Jackson- 


| ville, Fla., as a public relations as- 


sociate. 


Stocki Joins Steinen Co. 

Joseph J. Stocki, formerly ad- 
vertising production director of 
Reid, Decker & Stocki, has joined 
Wm. Steinen Mfg. Co., Newark, as 
advertising and promotion manag- 
er, a new post. 


Seymour Sets Up Own Shop 


Celeste Seymour, tv and print 


fashion coordinator of C. J. La-| 
Roche & Co., has resigned to de- 


vote full time to her own styling 
consultant service, 420 E. 64th St., 
New York. 


Reisenbach to S. R. Leon 


Sanford E. Reisenbach, formerly 


with Dancer-Fitzgerald-Sample, | Jones Joins Caples 


has joined S. R. Leon Advertising, 
New York, as media director. He 
succeeds Mrs. Jean Anderson, who 
has retired. 


Roger R. Jones, formerly with 
Swissair, has joined Caples Co., 
New York, as account executive 
on Irish Air Lines. 


i 


changes its name to 


MATERIAL HANDLIN 
Engineering = 


AN INDUSTRIAL PUBLISHING CORPORATION MAGA 
812 HURON ROAD © CLEVELAND 15, OHIO 


partment of E. I. du Pont de Ne-| 
mours & Co. Charles A. Shoecraft, | 
formerly merchandising manager | 


for boys’ wear, will be retail man- 
ager for women’s and children’s 


apparel, and Thomas H. McNeill, | 
men’s | 


formerly supervisor for 
tailored clothing, will be retail 
manager for men’s and boys’ ap- 
parel. Jesse Wright, who succeeds 


Mr. Shoecraft in his former post, | 
was formerly a sales development | 
assistant. Mr. MecNeill’s successor | 


is William J. Ryan II, formerly 
merchandising representative for 
men’s tailored clothing. 


National Advertising Names 2 


Raymond T. Anderson has been 
promoted from merchandising 
manager to manager of research 
and market development of Na- 
tional Advertising Co., Chicago, a 
wholly-owned subsidiary of Min- 
nesota Mining & Mfg. Co., St. Paul. 
At the same time, Ross Garrett was 
appointed merchandising and sales 
promotion manager of Nadco. Mr. 
Garrett was formerly ad and mer- 
chandising manager of Zenith 
Plastics Co., 3M _ subsidiary at 
Gardena, Cal. 


Thorp Sets Net TV Series 

Thorp Finance Corp., Thorp, 
Wis., will launch its first tv net- 
work series over six Wisconsin sta- 
tions starting Sept. 16. The pro- 
gram feature will be “Target,” a 
39-week series featuring Adolphe 
Menjou, and will be carried on an 
air-to-air basis over two legs of 
the new Wisconsin Television Net- 
work. Klau-Van Pietersom-Dun- 
lap, Milwaukee, is the Thorp agen- 
cy. 


Philco Promotes Feuerstein 

Albert V. Feuerstein Jr. has been 
named advertising coordinator of 
Philco Corp.’s government and in- 
dustrial division. Mr. Feuerstein, 
who joined Philco last year, will 
be responsible for all phases of the 
division’s advertising and _ sales 
promotion activities. 


Suburbia 
Today 


advertises to reach advertising buyers 
in September 


| 
| 


WCCO Radio delivers... 
MORE ADULT LISTENERS than al! other Minneapolis- 
St. Paul stations combined! + 


MORE MARKET .... 1,014,720 radio families in 114 basic area 
counties of Minnesota, Wisconsin, Iowa and South Dakota. 


MORE ACCEPTANCE through vitality of modern 
programming for the audience you want to reach. 


Call or write for full facts. 


*Nothing sells like acceptance . . Wy 


MINNEAPOLIS ¢ ST. PAUL 
The Northwest's Only 50,000-Watt 1-A Clear Channel Station 


Represented by CBS Radio Spot Sales 


t Nielsen Station index, May-June, 1958 / Station Total, 6:00 AM -6.00 PM, Mon, - Fri 


cco Radio 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Here's a List of Terms for Media Buyers Who 


Wonder What Goes on wi 


To the Editor: Imasmuch as 
some media claims are becoming 
more and more obtuse as various 
publications fight for additional 
linage, it might be profitable for 
media buyers to examine the ter- 
minology used in these claims to} 
keep abreast of just “what in-the- 
hell” is going on. 

The list below supports only a 
few definitions. It could be am- 
plified at great length with a bit 
more research. 


Dictionary for Space Buyers 

Bonus Circulation: Watch out for 
a rate increase. 

It’s a Big Market: If we draw 
the circle big enough to include 
New York City we have a tremen- 
dous market. (Of course, we only 
have 7% coverage there.) 

Buy the Daily Bugle and Us for 
Complete Coverage: The Daily Bu- 
gle gives you the coverage and we 
give you the pitch. 


th Linage Claims 


age). 

Lowest Milline Rate: On a 1,- 
500,000-line contract. 

Great Readership: Editorial mat- 
ter is so great nobody reads the 
ads. 

Goes to the Audience Who Can 


they have everything. 

Goes to the Audience that Needs 
Your Product: They need it but 
don’t have a dime to buy it. 

Merchandising Support: 

A. Twenty letters run on an 1890 
model duplicating machine. 

B. Tags and banners featuring 
your product but featuring our 
publication ten times as much. 


C. Twenty retail tie-ins (on 
which the retailer takes a huge 
profit). 


You Can’t Buy By Slide Rule: 
Our publication has the highest 
milline rate. 

Goes to the Top Executives: We 


Leader in Linage: 

A. In 4 of 6 categories. (Pawn | 
brokers, auction sales, public! 
service ads and stag movies.) 

B. If you include Sunday and) 
forget Saturday. 

C. In Podunk, Ia. 

D. This decade compared to last. 

E. Greatest percentage growth 
(last year we didn’t have any lin- 


Good 
Housekeeping 


advertises te reach odvertising buyers 


in September 


send them free subscriptions. 
Edwin W. Berg, 
Campbell-Mithun Inc., Chica- 


go. 
oe e 7 


Celler Attack on Liquor Ad 
Restraints Draws Reply 

To the Editor: The July 21 issue 
of ADVERTISING AGE reports strong 
words by Congressman Emanuel 
Celler, criticizing NAB limitations 
on liquor advertising, and a 
thoughtful letter from Denver 
agency man Byrum, deploring the 
advertising of liquor generally. 

Mr. Celler denounces the re- 
strictions on a “legal product” as 
unrealistic because of our mores, 
while Mr. Byrum says liquor ad- 
vertising is fundamentally dis- 
honest because it conceals so much 
of the true nature of the product. 
Though unaware of Representative 
Celler’s statements, Mr. Byrum co- 
incidentally establishes that liquor 
is far from being the unqualifiedly 


‘legal product that Representative 


| Coter claims it is. While Mr. By- 
rum calls for moral restraint in 
‘the advertising profession, Mr. 
Celler sees the self-imposed re- 
straint by broadcast media and 
distillers only as “pusillanimous 
timidity.” 

In pointing to our current na- 
tional mores, the congressman fails 
to recognize that the Byrum view- 


| 


| Buy: They can buy but won’t, since | Point is also a part of them. Most- 


|ly outside of Representative Cel- 
|ler’s New York constituency, there 
| are sizable gobs of U. S. population 
|that view liquor as Mr. Byrum 
|does. However, they are largely 
inarticulate. Their “alcohol educa- 
tion” lobbies are pitifully ineffec- 
tive, despite the wolf cries of very 
adequately financed liquor-inter- 
est lobbies. 

The latter work with such 
aggressiveness and subtlety that 
one cannot discount the possibility 
that they may have influenced 
Congressman Celler’s letter to 
NAB. Without his being aware of 
it, he may not have been entirely 
unaided in arriving at the conclu- 
sion there is “an unwarranted im- 
plication” that liquors are differ- 
ent from all other products, and 
that “just because the proscription 
against whisky has been in effect 
a number of years is no reason 
why it should be continued.” A 
little research will reveal to the 
congressman that the number of 
years he refers to is just about as 
many years as there has been such 
a thing as government in human 
society. 

The legislative archives of almost 
every western nation reveal cen- 
turies of special taxation, special 
educational drives and other spe- 
cial progranmis designed to limit 
liquor consumption. These histor- 
ic restrictions cannot be glibly 
dismissed as the work of genera- 
tions of fanatics. Liquor propa- 
gandists strive unremittingly to 
perpetuate the misconception that 
all who would curb their industry 
are bigots. This “party line” has 
| been echoed in at least two of the 
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Advertising Age, September 15, 1958 


three letters to ADVERTISING AGE 
| (Aug. 11) commenting on Byrum’s 
|letter. The writers protest that 
there is no more actual connection 
between alcohol and drink-in- 
duced accidents or crimes than 
there is between automobiles and 
traffic smash-ups. Or between 
swimming pools and drowning. 
They ignore the obvious fact that 
automobiles and pools do not di- 
rectly cause catastrophes, whereas 
the inherent nature of alcohol is 
the direct cause of drunkeness. 

I would not say Mr. Byrum’s 
letter is pure logic, but it is no less 
logical and no more emotional than 
those of his attackers. One of 
them, John Mercer, sees nothing 
but innocence in advertisements 
that picture whisky drinking in 
socially glamorous surroundings. 
He denies the power of suggestion 
in such ads. He sees no connection 
between them and the acceptance 
of the extra drink that occasionally 
leads to driving mayhem. In Mr. 
Mercer’s view, drunk driver acci- 
dents and all other unfortunate re- 
sults of liquor consumption have 
no relationship whatever to the 
experience of normal people, but 
only to that ill-adjusted segment 
of our population that in its youth 
had a warped home life, poor 
schooling and inadequate religious 
background. In his over-simpli- 
fied view of the drinking world, 
self-styled moderates are eternal- 
ly safe from difficulties with al- 
cohol. Unfortunately, police re- 
cords do not support the notion 
that all alcohol-related accidents 
and crimes are caused by victims 
of youthful maladjustments, who 
grew up to be out-and-out alco- 
holics. 

The fallacies in Mr. Mercer’s 
letter are less worthy of attention 
than his comment that “Mr. By- 
rum’s solutions clearly create more 
problems than they solve.” I have 
carefully re-read Byrum’s letter to 
find the “solutions” referred to. 
There is none offered. Byrum 
merely appeals for more recogni- 
tion of the no-liquor policy of 
many newspapers and magazines 
and some agencies. 

Does Byrum’s appeal for more 
moral responsibility on the part of 
ad men automatically put him in 
the category of a crusading pro- 
hibitionist? Apparently that is 
what Mr. Mercer is trying to sug- 


rum’s “solutions.” This practice 
of pinning the prohibitionist label 


gest, when he talks darkly of By-| 


on any exponent of any sort of 
control is a standard play of the 
liquor industry’s pr strategists. 

I personally do not believe pro- 
hibition, even on a local basis, is 
a practical answer to the problem 
of liquor in today’s society. Yet 
I sincerely believe in the desira- 
bility of restraining the promotion 
of liquor, through appeals to the 
consciences of media people and 
agency people. From past corre- 
spondence on this subject, I know 
that many of my fellow ad men 
share that view, though none of 
them could be honestly classified 
as prohibitionists. 

Another AA correspondent who 
was aroused by Byrum’s letter is 
Norman Kane, publisher of a liq- 
uor trade paper. Challenging Mr. 
Byrum’s statement that “liquor 
people should have a free hand in 
advertising as extensively as they 
wish as long as they stick to the 
truth,” Mr. Kane asks whether 
as an agency owner, Mr. Byrum 
“would contend so righteously that 
an iodine producer depict the poi- 
soning.” Brother Kane certainly 
lays himself open with that one! 
The makers of iodine are required 
by law to prominently label the 
product POISON. If liquor pro- 
ducers were similarly required to 
provide label warnings as to the 
physiological effects of alcohol, 
Mr. Byrum would probably be well 
satisfied. But would Mr. Kane? 

Henry Mayers, 

The Mayers Co., Los Angeles. 


* . * 

General Motors Account Man 
Defends Chrysler Ad 

To the Editor: Your Creative 
Man seems to have mistaken his 
mission in his Corner critique of 
the Chrysler ad (AA, Aug. 4). 

What portended to be an analysis 
of creative approach was, in fact, 
a device for your C.M. to identify 


This Day 


advertises to reach advertising buyers 
in September 


333 West Lake Street 


CHICAGO 6 


America’s finest photoengraving plant 


Jor letterpress and gravure 
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himself with a currently popular 
fad of condemning the basic pro- 
duction philosophy of the Ameri- 
can automobile industry. Whether 
or not such an argument exists is 
not the basis for judging the mer- 
chandising of the product involved. 

I submit that the advertisement 
in question is based on a generally 
accepted principle—that of promis- 
ing a consumer benefit. In reality, 
it is not too distant a descendant 
of an ad that still makes C.M.’s 
pulses race faster—one titled, 
“Somewhere West of Laramie.” In 
this instance, one might question 
whether such details as the excite- 
ment of a few extra miles per gal- 
lon fully support the claim. But 
that doesn’t make the principle less 
sound. It is also possible, as was 
suggested, that the product might 
fail to live up to the promises. But 
that, too, is something else again. 

Would your C.M. propose the 
appeal be based on the fact that 
this is a great car in which to haul 
the kids to school (since, in his 
opinion, this is about the most fun 
we get out of the modern car)? Or 
that it will hold a lot of groceries? 
Should we carry this approach into 
other fields and suggest that, since 
nothing is really very exciting to 
drink these days, we’ll just claim 
that 7-Up is wet and let it go at 
that? 

Incidentally, I wonder if your 
C.M. has actually driven “a Volks- 
wagen or a Fiat or a Porsche.” 
Their type of performance is hard- 
ly designed to make the blood tin- 
gle. And, on a crowded superhigh- 
way, sandwiched between trucks 
and trailers and busses ... and 
mighty Chryslers .. . it might be 
exciting, but hardly enjoyable. 

For obvious reasons, I do not 
necessarily agree with the claims 
made in subject ad, but I will “de- 
fend to the death, etc.”” And more 
than that, I’ll even take issue with 
the irrelevant statements of your 
columnist: there is excitement to 
be found in auto showrooms these 
days. But, as I said, that is some- 
thing else again. 

Ken C. Banes, 

TV Commercial Supervisor, 

Oldsmobile Account, D. P. 

Brother & Co., Detroit. 


Consumers Sophisticated? 

To the Editor: As a non-profes- 
sional who reads your magazine 
with considerable interest each 
week, I run the risk of being con- 
sidered presumptuous by differing 
with your expert who, in The Cre- 
ative Man’s Corner (AA, Aug. 4) 
scornfully dismisses the Chrysler 
ad which proclaims that the 
Mighty Chrysler “Makes Driving 
Exciting All Over Again.” 

As a mere consumer, it strikes 
me that he is out in left field with- 
out the proverbial glove when he 
implies that a properly adult per- 
son cannot find driving exciting. I 
have never owned a Chrysler, but 
it seems to me that those of us who 
purchase a new car only every 
three or four years after consider- 
able soul-searching to justify the 
ridiculous cost of any new car, get 
a terrific kick out of its very size 
and power and beauty and per- 
formance. Else why do we buy 
the foolish things? Why don’t we 
all buy Volkswagens? Most of us 
don’t, you know. Maybe it’s true 
that advertising people wrongful- 
ly assume that all consumers are 
as sophisticated and bored as they 
pretend to be. 

Thomas F. Kelley, 
Executive Secretary and 
Counsel, Massachusetts 
Wholesalers of Malt Bever- 
ages Inc., Boston. 


Ads for Unstocked Items to 
Lure Dealers Called Snide 

To the Editor: I note the com- 
ment in Rough Proofs (AA, Aug. 
18) on the Philadelphia ice cream 
company that advertised a special 
pack to consumers before it had 


been stocked by dealers. The fact 
that 2,000 prospective buyers were 
sent out among dealers to ask for 
the unavailable merchandise is 
said to prove that “advertising 
works.” 

Admittedly this situation could 
have been caused by the sending 
of mats and space orders to news- 
papers in the wrong city. Actually 
this snide practice is common 
among certain advertisers and 
agencies, both regional and na- 
tional. It is thought to be an in- 
genious, cheap, and easy way to 
quickly create dealer demand. If 
enough chumps can be induced to 
walk themselves bowlegged going 
around to all the dealers in town 
asking for a certain advertised new 
appliance or other product, some 
dealers may bite and order a sup- 
ply. 

On the other hand, a smart deal- 
er or retail salesman is not going 
to let these red-hot prospects walk 
out empty-handed. He will sell 
them that proved, dependable, and 
better item he already has on hand. 
Later the dealer who ordered a 
supply of the new product on the 
strength of “consumer demand” 
will find that the cream has been 
skimmed by more alert competi- 
tors. 

Hence, such advertising does 
work, but frequently in reverse, 
and it depends on a continuous 
supply of unpaid one-time labor. 

John Evans, 
Editorial Services, Chicago. 
. - * 


‘Reverse Personalizing’ 
(Boston) Worked for Larsen 


To the Editor: It was interesting 
to read Elon G. Borton’s column 
on “Reverse Personalizing of Di- 
rect Mail” in your Aug. 18 issue, 
in view of an office conversation 
the Friday before. 

We are in the midst of prepar- 
ing copy for the inaugural issue 
of a house organ, “Bonding Ban- 
ter,” and layout was being dis- 
cussed with the sales department 
secretary, a relatively new em- 
ploye. When told the issue would 
be dedicated to our founder, he 
queried, “Isn’t it the usual prac- 
tice to maintain the impersonal 
character of a corporation and not 
feature any one individual?” 

Our reply was to quote his boss, 
our general sales manager, who 
requested a house organ to play up 
the Horatio Alger angle of Larsen | 
Products Corp. Herbert J. Larsen| 
did not live to receive the patent 
granted for his discovery, and his 
widow took over as_ president 
when the company was only a 
year and a half old. How Phyllis 
H. Larsen has managed to survive 
in a man’s world—the building 
products business—and brought 
an infant concern to maturity in 
five short years will be covered 
in the second edition of our quar- 
terly. 

It is always comforting to be 
able to substantiate a viewpoint 
and this is but one reason for me 
to say, “Thanks, AA.” 

Dorothy V. Fishow, 

Public Relations, Larsen 

Products Corp., Bethesda, Md. 

* : - 


‘How About It,’ Research 
Man Asks Weiss 

To the Editor: I have just fin- 
ished reading the article by E. B. 


Boys’ Life 


advertises to reach advertising buyers 
in September 


Weiss (AA, Aug. 4), who seems to 
consider himself a “savant” on car 
styling and design. Like so many 
others, he recalls the expression, 
“A little knowledge is a dangerous 
thing.” I believe three simple ques- 
tions will suffice to illustrate. 

1. If people don’t like chrome, 
why do more people pay more 
money for the styles in each line 
that have it? 

2. If they object to more horse- 
power, why do more people pay 
more money to buy the models of 
each make that have it? 

3. If they object to bigger cars, 
why do more people pay more 
money each year to buy the models 
of each make that are biggest? 

To state a fourth question, if 
Detroit does have a “public be 
damned” attitude, which from my 
personal experience it does not, 
then why does it do so much re- 
search of all kinds? 

In short, Mr. Weiss reminds me 
of the recent statement of a high 
government official, supposedly 
well informed, who _ suggested, 
“Manufacturers should make more 
products that people want.” 

What does he think people do all 
day? 

Frederick G. Gahagan, 

President, The Gahagan Re- 

search Co., New York. 
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‘How Dumb Do They Think... ?’|tailers a few years ago, Keyes, 
To the Editor: To go R. H. By- |Madden & Jones (then Russell 


rum(AA, July 21) one better, I 
object to having my living room 
turned into a bathroom. 

People taking baths, shampooing 
their hair, shaving various parts 
of their body, applying deodorants, 
gargling, taking pills with a close- 
up of the mouth (ugh), etc, 
ek . ca 

Do the agencies think tv viewers 
are so dumb they have to be shown 
what to do with a bar of soap? 

Isabella A. Kane, 
Chicago. 


° . . 
Co-op Plan Works Here 

To the Editor: If I am not too 
late, I would like to comment on an 
article in the July 7 edition which 
reports a talk by Robert Johnson 
to the San Francisco Advertising 
Club. 

Mr. Johnson charged agencies 
with apathy toward cooperative 
advertising because (a) co-op is 
not commissionable, (b) agencies 
do not understand co-op programs. 

I would like to rush to the de- 
fense of our own agency, Keyes, 
Madden & Jones, with whom we 
have been associated for many 
years. 

When our company became in- 
terested in co-op with drug re- 


Seeds) went considerably more 
than half way in developing a mu- 
tually profitable plan which today 
has become a source of interest to 
several other proprietary drug 
manufacturers. 

I think the co-op working ar- 
rangement we have with our cus- 
tomers through our agency refutes 
all of Mr. Johnson’s charges be- 
cause the plan is certainly working 
for us and for our customers and 
Keyes, Madden & Jones is happy 
with it too! 

B. T. Kearns, 

General Manager, The Pinex 

Co., Fort Wayne, Ind. 


Together 
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T. A. YELLOWLEES 
Canadian Regional Vice-President 
‘.LA.A. and President, 
Toronto Chapter 


“Business Papers...Important Influence 


T. A. Yellowlees believes “. . . we must read our business paper 
editorial and advertising content to keep ahead... because 


on Purchasing” 


to-day, product planning and productivity are both working to 


change our times with such rapidity... 


” 


This is the statement by the man who heads up the Toronto 
Chapter of the National Industrial Advertisers Association. He 
added, in his role as Manager Advertising and Sales Promotion, 
Canadian General Electric Motor and Control Department, 
“I believe business papers are an important influence on purchas- 
ing in most industries including our own”, 


° 


BUSINESS NEWSPAPER ASSOCIATION OF CANADA 


137 Wellington St. W., Toronto, Ont. 
«+. circulation independently audited . . . editorial to highest 


ethical standards. 
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Along the Media Path | 


Starting in January, Modern 
Medicine of Canada, Toronto, will 
split its monthly publishing run— 
part of the run in English, part in 
French. The editorial content in 
each run will be the same. Adver- 
tisers are invited to furnish two 
sets of advertising materials, one 
set for each run. 


e The 50th anniversary of Indus- 
trial & Engineering Chemistry was 
marked at the 134th national meet- 
ing of the American Chemical So- 
ciety, held in Chicago Sept. 7. The 
Society is the publisher of the mag- 
azine. 


e The Clarion-Ledger and Jackson 
Daily News, Jackson, Miss., says 
it is the “first” in Mississippi to add 
facilities for slick newspaper in- 
serts. 


e WIP, Philadelphia radio station, 
devoted a full 24-hour day Sept. 8 
to “Big Band Day” as part of its 
attack on rock and roll music. 


e The Reporter, Washington, Pa., 
celebrated its 150th anniversary 
Aug. 15 with the publication of a 
240-page sesquicentennial edition. 


@ The Chicago Daily News is now 
offering r.o.p. ads in two colors 
along with black. The newspaper 
uses two colors off the same color 
cylinder. With the two spot colors a 
space separation of at least two 


National Catholic Family Magazine 


Read by ALL the 

family—and in 

LARGER families. 

NOVEMBER ISSUE CLOSING SEPT, 20 
Orders and Sample Copy request to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 


28 E. Jackson Bivd., Chicago 4 
Telephone: HArrison 7-7176 


SESSESGE SS 


|formation from the editors. This 


columns between the colors in the 
center of the ad is required. 


e Esquire’s 25th anniversary issue, 
out in October, will run to 260 
pages and will cost $1. The issue 
will have about 125 pages of ad- 
vertising. 


e A promotion piece for Southern 
Pulp & Paper Manufacturer, At- 
lanta, reports research findings 
showing that 88% of questionnaires | 
returned picked the publication as 
the one which “best gives you ar- 
ticles and news about the southern 
segment of the industry.” 


e Quick Frozen Foods, New York, 
celebrated its 20th anniversary in| 
August with a special issue includ- 
ing a 100-page history of the indus- 
try. 


e A packet prepared by the Tele- 
vision Bureau of Advertising, 444 
Madison Ave., New York 22, gives 
case histories of successful use of 
tv by commercial banks, mutual 
savings banks and savings and loan 
associations. 


e For the third consecutive year, 
homemakers from all sections of 
the country will convene in Wash- 
ington, Oct. 7-9, to discuss what 
women like and dislike about to- 
day’s houses and home products. 
The “Congress on Better Living” 
is sponsored for the second year 
by McCall's. 


e A Flow brochure gives reports 
of studies of reader interest and 
reader action. The eight-page bro- 
chure, “Reader Inquiry Response 
Study,” is available from Edward 
H. Leighten, Flow executive edi- 
tor, 812 Huron Rd., Cleveland 15. 


e Glamour has announced plans to 
publish a spring trade supplement 
of February and March advertis- 
ing pages and advance fashion in- 


special preview will be mailed to 
25,000 store buyers across the 
country, according to Glamour. 


The magazine says that its 84-page 
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UNITED—Representatives of Connecticut’s Action Press, newly formed 


newspaper association, gather to 


formulate plans. Shown are Mr. 


and Mrs. Alfred Stanford and Cap Zito, Milford Citizen; Curtiss S. 

Johnson, Curtiss Johnson Publications; Gilbert Kelman, Wallingford 

Post; John Wheatley, Hamden Chronicle; Ralph B. Mulligan and 

Gerald McDonald of Ralph R. Mulligan, which represents the news- 

papers on both an individual and group basis to national and re- 
gional advertisers. 


fall supplement was a success. 


e A six-page “food and recipe” 
newspaper supplement to support 
The Saturday Evening Post-Na- 
tional Assn. of Retail Grocers food 
store promotion Sept. 18-27 has 
been distributed to more than 11,- 
000 newspapers through the Pub- 
lishers’ Auxiliary. 


e McGraw-Hill Publishing Co.’s 
“Plan 59” will be the largest com- 
panywide editorial effort in its 
history, the publisher says. Nearly 
850 pages in all 34 publications this 
fall will be devoted to an analysis 
of the economics, technical prob- 
lems and production advantages of 
replacing outworn equipment and 
bringing plants up to date through- 
out industry. 


e Home News Publishing Co., New 
Brunswick, N. J., has broken 


womanpower 


means sales power 


Never underestimate the power of a woman 


ground for a new building. The 
newspaper publisher expects con- 
struction to take about a year. 


e “It Takes a Giant to Set Amer- 
ica in Motion,” says the headline 
of a new ad to be run by newspa- 
pers throughout the country as part 
of a tribute to the transportation 
industry. The ad is the fifth in a 
series saluting various industries 
and published as part of the contin- 


Advertising, American Newspaper 
Publishers Assn. 


e The Democrat-Herald, Albany, 
Ore., plans to erect a new building 
which is scheduled for completion 
next spring. 


e Western Material Handling, Los 
Angeles, says it plans to publish 
an annual material handling and 
industrial packaging equipment 
“Buyers’ Guide.” The first edition 
is scheduled for publication in late 
March and will provide informa- 
tion for western buyers and users. 


uing campaign by the Bureau of | 


e A new brochure, “Why U. S. 
News & World Report Is THE 
News Magazine for the American 
Businessman,” has been released 
by the publication. The 48-page 
brochure is available from Harold 
L. Behlke, director of advertising, 
USN&WR, 45 Rockefeller Plaza, 
New York 20. 


e Sunset Magazine and the Solar 
Quarterly, trade publication of 
Solar Aircraft Co., San Diego, took 
top honors in the magazine and 
special publication categories of 
the 1958 California State Fair and 
Exposition’s annual press award 
contest. The winners were 
awarded gold medal plaques. 


e A special edition of Pictorial 
Living, Sunday supplement of the 
Pittsburgh Sun-Telegraph, is a 
tribute to Alan G. Nicholas, pub- 
lisher of the newspaper for the 
past year, and the staff for a 
“job well done.” 


e The San Jose Mercury-News in- 
sists that it is really missed. Fol- 
lowing a breakdown, which de- 
layed a Sunday press run for four 
hours, an estimated 17,000 calls 
were handled, on a multiple plug- 
in basis, from inquiring subscrib- 
ers. About 1,000 calls didn’t get 
through, according to the tele- 
phone company. Calls to carriers’ 
homes rang up about another 17,- 
000 calls, the newspaper esti- 
mates. The Mercury-News has a 
105,000 Sunday circulation. 


e On Aug. 29 WCBS, New York 
radio station, presented its first ed- 
itorial. The program, “New York 
Editorial,” presented opinions on 
what to do for and about the drug 
addict. 


e WKYT, Lexington, Ky., uhf sta- 
tion, will increase its power 12% 


Seventeen 


advertises to reach advertising buyers 


in September 


A Technique 
for Producing 


book which ou can read in an 
hour but remember the rest 
of your life. 

In the sim and clearest 
of ag . eens bes Gap 
the mind works in all aeons 
people. He gives you the formula 


. 


which they consciously or un- 
consciously follow in producing 
ideas. He shows you how to 
train your mind so that idea 
production is, as he says, “as 
definite as the process by which 
motor cars are produced.” 


Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, 
advertising men, salesmen and 
business executives who have 
read it. Send for your of 
A TECHN —. FOR PRODUC. 
ING ID now. Only $1.25 


postpaid. 
ADVERTISING 


200 E. ILLINOIS ST. 
A G E CHICAGO 11, ILL 
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SINGER SURROUNDED—Joe Williams, blues singer, is pictured with Eb- 
ony models during a special promotion in Chicago. The models, 


wearing bright red costumes, 

were stationed at elevated sta- 

tions and not only got “second 
looks” but sold magazines. 


times to 193,000 watts. The station 
also plans increased studio capac- 
ity and other new facilities. 


e Department of New Laurels: 

The October Coronet will carry 
65 pages of advertising, making it 
the magazine’s largest single issue 
to date for total ad pages, ad rev- 
enue and number of advertisers. 
Advertising pages for the first ten 
months of 1958 are 10% ahead of 
the same period last year, Coronet 
reports. 

Farm Quarterly reports steadily 
increasing net ad revenue with 
$131,683 chalked up for its autumn 
issue compared to $126,297 for the 
same issue last year. The issue has 
gained every year since 1946 when 
the net paid advertising for the is- 
sue was $19,000, with the exception 
of a slight decline in 1957 from 
1956. 

Good Housekeeping increased 
its circulation by 500,000 for the 
first six months of 1958 over the 
same period last year. The mag- 
azine says this figure reflects a 
gain of 13%. 

The October issue of Parents’ 
Magazine will be its biggest rev- 
enue issue and the second to carry 
more than $1,000,000 in advertis- 
ing. The issue will contain 108 
pages of advertising. Parents’ also 
reports that the circulation of the 
October issue will hit an alltime 
high of substantially over 1,800,- 
000. 

The Saturday Evening Post re- 
ports an 8.4% increase in advertis- 
ing pages already on the books for 
October over the same period in 
1957. The SEP expects a revenue 
gain for October of $500,000. The 
Post also says that it racked up a 
13% increase in food revenue for 
the first six months of 1958 over 
1957. 

The Sunday Courier & Press, 
Evansville, Ind., put out its larg- 
est edition on Aug. 17 with its 
annual “Progress Edition.” The 


Girl Scout 
Leader 


advertises to reach advertising buyers 
in September 


Gee 
oe 


edition contained 240 pages, an 
increase of 14 pages over 1957. 
It carried 313,376 lines of adver- 
tising—8.3% over 1957. 

The Milwaukee Sentinel reports 
that it had the largest Labor Day 
issue in its history. The 92-page 
issue carried 595 columns of ad- 
vertising compared to 556 in 1957 
and 528 in 1956. 

Western Family says that color 
ad pages for the October issue ex- 
ceed the total appearing in any is- 
sue since the monthly began pub- 
lication 17 years ago. 

McCall’s reports a new average 
total circulation record of 5,350,000 
(publisher’s estimate) for the first 
six months of 1958—-an increase of 
842%, or 419,500 over the 4,930,758 
(ABC) circulation for the same pe- 
riod of 1957. The magazine also in- 
creased its average newsstand sale 
from 1,388,434 to 1,389,000 (pub- 
lisher’s estimate) for the same pe- 
riod. 

National spot advertising of 
WBT, Charlotte, N. C., radio sta- 
tion, increased 16% during July 
over the same month in 1957, the 


|a newsstand sale of 100,000 copies. 


station reports. 
Liberty, Toronto, reports it is the 
first Canadian publication to attain 


The record was made for the six 
months ended June 30. The publi- 
cation moves to a circulation guar- 
antee of 575,000 copies with its 
February issue. 

The circulation guarantee of 
Your New Baby goes to 575,000 


from 535,000, effective with the’ 
February issue. The publication is| 


99 


also increasing its rates with a one 
page, b&w going to $3,550 from 
the current $3,300. 


DO YOU WANT THE ACCOUNT? 
. . » Reach for BRAD-VERN’S! 


Over 10,000 reconstructed ad schedules 
In '58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 

Write: V. H. Van Diver, Sr., Woolford, Md. 
Phone: Cambridge 171 of 2980. 


TL ay . 
changes its name to 


effective with the October 1958 issue_ 


MATERIAL HANDLING 


Engineering 


AN INDUSTRIAL PUBLISHING CORPORATION MAGAZINE | 
812 HURON ROAD © CLEVELAND 15, OHIO 


7 CHANNEL 


il 


XU 


REPRESENTED BY 


BLAIR-TV 


Telephone: 


a tn) 
[ Se aes re et hate le hadnt hear, 


from the hea 
to the entire tri-state area! 


BASIC 


NBC 


AFFILIATE 


rt of Pittsburgh 


WIIC PITTSBURGH 14, PA. 


FAirfax 1-8700 


TWX: PG 16 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


Effective Sales Research in grocery 
and drug stores requires the cooper- 
ation of store owners and operators. 
Accurate checking of shelf stocks, 
storage room reserve stocks, and re- 
ceiving records—is obviously done | 
best in an atmosphere of friendly | 
helpfulness. Burgoyne’s Continuing 
Consumer Studies of the buying 
habits and attitudes of shoppers in 
grocery and drug stores—made for 
the benefit of store owners and op- 
erators—are conducive to creating 
and maintaining such an atmosphere | 
for the field research people of the | 
organization. As a direct result .. . 


Popai Will Conduct 
Point of Sale 
Seminar at N.Y.U. 


New York, Sept. 9—What is 


"reportedly the first seminar of its 


kind ever to be held by an Ameri- 
can university on point of sale 
merchandising will be conducted 
for New York University Manage- 
ment Institute by the Point-of- 
Purchase Advertising Institute 
starting Sept. 25. William W. Mee, 
executive director of Popai, will| 
be the moderator for the series. 
In announcing details of the 
series, Mr. Mee described it as 
“an important step in the field 
of advertising education.” 
Sessions will be conducted each} 
Thursday evening from Sept. 25 
through Nov. 20. They will be held 
in the conference rooms of the| 
American Arbitration Assn. Fee! 
for the series is $75. Registration 
will be handled by New York Uni- 


Robertson Hunnisett 


Humphrey Ryan 


G. Anderson H. Anderson 
Gordon W. Ryan, GM vp and gen- 


‘i their work is accomplished more | versity Management _ Institute, CHANGEOVER—Hugh J. Anderson, who takes over as parent company, ' 
Saeoupey and more accurately .. . Washington Square. advertising manager of General Mills in Canada, is eral manager, and members of GM’s Canadian agen- 
because of full cooperation from the shown with his predecessor Thomas B. Humphrey, cy, E. W. Reynolds Ltd., J. Ross Robertson, Dan E. 
retailers. # Guest speakers will include| who returns to the Minneapolis headquarters of the Hunnisett and G. Sune Anderson, account executives. 


SURVEY OF 


een tL cay 
chandising M7 
BURGOYNE GROCERY & DRUG INDEX, INC. 


CINCINNATI, OHIO 


However, the 
Store Shoppers” illustrated (and just 
off the press) is of interest and help 
to more than just owners and oper- 
ators of drug stores. Manufacturers 


of products sold through drug outlets |manufacturers and the merchan- 


. and their advertising agencies 


. . will find the facts uncovered to | with all properties to be presented 


| 


|N. J. Leigh, board chairman, Ein- 


“Survey of Drug | NTA Forms New Division 


son-Freeman; J. C. Martin, assist- 
ant advertising manager, Johnson 
Motors; R. J. Leander, president, 
Chicago Show Printing Co.; Ray- 
mond E. Wilson, office supervisor, 
sales promotion and advertising, 
Shell Oil Co.; Morton Ullmann, 
president, Morton Ullmann Corp.; 
William Wyckoff, president, Ed- 
inger-Wyckoff Inc.; Henry Carter, 
president, Carter & Galantin of Illi- 
nois Inc.; Bob Stark, vp, Snyder & 
Black; Horace Barry, sales promo- 
tion manager, Nestle Co.; Murray 
Koff, advertising manager, Kess- 
ler, Gallagher & Burton; Larry 
Schwartz, president, Wexton Co.; 
|O. M. Tanney, vp, Goodren Prod- 
, ucts Corp.; and Ray Rubrowin, di- 
rector, point of sale advertising, 
U.S. Printing & Lithographing Co. 


National Telefilm Associates, 
| New York, has formed a new di- 
vision to handle the licensing of 


|dising of products in conjunction 


Ike Okays Accrual | 
Account Rule 
for Publishers 


WASHINGTON, Sept. 9—President 


Eisenhower has signed tax legis- | 


lation permitting all publishers to 
elect to report subscription income 
in the future during the year when 
the subscription is actually served. 

Under previous Treasury rul- 
ings the privilege of reporting sub- 
scription revenue on a cash basis 
was confined only to publishers 
who used that method of account- 
ing before 1940. Those which used 
accrual accounting before 1940 or 
were founded since 1940 had been 
forced to pay taxes on subscription 
income in the year when the mon- 
ey was received. 


a While the new procedure re- 
duces the tax liability of a pub- 
lisher in the year when he switches 
to cash reporting, sponsors point 


out that in the long run his total | 


Regal Shoe introduces 
‘Style With a Reason’ 

Regal Shoe Co., New York, has, 
|scheduled a weekly newspaper) 
| campaign of 1,000 and 400-line ads 
| to run in eight cities. The push will | 
/run from the second week in Sep-| 
|tember to the end of the year in) 
New York, Philadelphia, Chicago, | 
| Washington, Los Angeles, Boston, | 
| St. Louis and Cleveland. 
| Among the shoes to be adver-| 
tised is the Striata Soft-Stitch, a 
shoe which features a new-type| 
|stitching across the vamp of the 
| Shoe to precrease the leather “so no | 
breaking-in period is needed.” The | 
headline puns: “Regal 
newest idea in men’s shoes all 
sewed up,” and the copy announces 
it is a “style with a reason.” Emi 


a division of Brown Shoe Co. 


Taskett-Hogle Formed 
Taskett-Hogle Inc., a new Seat- 

tle agency, has taken over the ac- 

counts of the Taskett Agency. Prin- 


has the| 


Mogul Co. is the agency for Regal, | 
| 


Texas Co. Sets PT Drive 

Texas Co., New York, will 
launch its annual fall radio-tv spot 
campaign for Texaco PT anti- 
freeze in 75 to 100 smaller markets, 
starting Sept. 15. The campaign 
will use 60-, 20- and 30-second an- 
nouncements through November. 
Cunningham & Walsh is the agen- 
cy. 


Motel City Names Agency 
Motel City Inc., New York, has 
named Posner Zabin Loewy Stem- 
pel Inc. to handle advertising for a 
motel to be built in Manhattan. 


- Printing Buyers 


FACTS—about roll-fed offset printing 


| 

© Paper in rolls costs less 
© Prints 4 times as fast 
© Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


ie rere 2 


a yi WSS ck AT yr ead 


be of specific value in their overall 
considerations of marketing. 


| nationally by the tv film producer- | tax liability is the same. They re- |cipals in the new agency are Wil- 
| distributor. Heading the new divi- port most publishers were able to|liam R. Taskett and Reese Hogle, 
x *k * sion will be Irving Lichtenstein,| qualify for cash reporting under | who were with the former agency. | 
| previously with the NTA promo-|the Treasury’s ruling, but they | Taskett-Hogle is located at 201) 


Akron, Ohio 


SOE 


Where consumers prefer to buy | 
items usually found on drug store | 
shelves (but also available in other 
outlets) and why . . . frequency of 
shopping . . . why they prefer one 
drug store to another .. . what they 
don’t like about certain drug stores 
. the doctors’ influence on the 
shoppers’ selection of a store to fill 
a prescription . . . the degree of 
which they regard the druggist as a 
professional man—all of these con- 
siderations and more are covered in 
this Survey of Drug Store Shoppers 
. . . Their Buying Habits and 
Attitudes. 
8 2 <@ 


Like the parallel study of Super | 
Market Shoppers conducted annual- 
ly for the past five years .. . this 
study is prepared by Ben Schapker, | 


Merchandising Director of the Bur- | WaS an ad salesman for the publi- 
|cation. Mr..Loos succeeds Lyle A. 


goyne Grocery & Drug Index, Inc. 
... and an old hand at getting mer- 
chandising facts. 


2 8 


Your copy of this Survey of Drug 
Store Shoppers .. . an analysis of 
the habits and attitudes of house- 
wives responsible for most of the 


family purchases — comes to you Dem-O-Sell Cor : : 
. -O- p., Chicago, a = 
pesvele oe dollar sent to the consumer demonstration selling Ladies 
3 service, has appointed George J. 
Perkins Associates, supermarket 


CROCERY 4 ORUE J (NOEX (NE 


FIRST WATIOMAL BANK BLDG., Cincinuati 2, om) 48CNCy, has been elected a vp of 


tion, advertising and merchandis- 
ing department, whose headquar- 
ters will be in NTA’s New York 
offices. Al Stern, NTA West Coast 
press relations director, will rep- 
resent the division in Los Angeles. 
Among the properties to be li- 
censed by NTA are “This Is Alice,” 
“U. S. Marshal,” “Official Detec- 
tive,” “Show Business,” “Man 
Without a Gun,” “How to Marry a 
Millionaire” and “The Adventures 
of William Tell.” 


‘Register’ Names Loos 

Carroll Loos has been appointed 
advertising manager of the Iowa 
Farm & Home Register, monthly 
publication of the Des Moines Reg- 
ister and Tribune. He formerly 


Lynn, who has been named classi- 
fied advertising manager of the 
Register and Tribune. That post 
was vacated by Bernard M. Brown, 
who is entering the real estate 
business. 


Dem-O-Sell Names Perkins 


merchandising consultant, to han- 
| dle its supermarket merchandising 
| nationally. 


Grey Elects Grosvenor 


Walter B. Grosvenor, account 
executive at Grey Advertising 


the agency. 


contend the old ruling was unfair 
to new publishers and the small 
minority who had not adopted cash 
reporting before 1940. + 


Chain to Sell Autos 

Gamble-Skogmo Inc., retail store | 
chain headquartered in Minneap-| 
olis, plans to enter the foreign car | 
market through the sale of the! 
German made Goliath. The four-| 
cylinder car, which retails from} 
about $2,000 to $2,600, would first | 
be sold through the company’s) 
Minneapolis stores. If successful | 
the distribution would be made} 
through other outlets. Services will | 
be supplied through contracted lo- | 
cal garages. 


Cunningham to Commonwealth 

John T. Cunningham, formerly 
with Morey, Humm & Warwick, 
has joined Commonwealth Serv- 
ices Inc., New York, as a consultant 
in public and stockholder relations. 


Home Journal 


advertises te reach advertising buyers 


in September 


| FRanklin 6-6175 


| Boren Ave., North. 


REVERE PHOTO 


SPREADING 


SINCE 1922 


WAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 
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THE NEWS 


ENGRAVING CO. 
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Bon Ami Switch to 
Cole, Fischer Shop 
Distressing to W&éG 


(Continued from Page 1) 
pany to its contract will not be 
decided until next week. 

The agency switch is another 
case of the new broom sweeping 
clean. A new management—Com- 
mercial International Corp., a 
holding company—took over Bon 
Ami in August and immediately 
embarked on a revamp of its 
manufacturing and marketing op- 
erations. 

One of the first changes was a 
decision to rent out some extra 
office space. 


® Along came Coie, Fischer & 
Rogow, which not only rented the 
extra space, but talked itself into 
the entire Bon Ami account with 
a 15-month minimum contract to 
December, 1959. 

The new management was not 
actively looking for a new agency, 
it is reported, but was “receptive” 
to the idea. 

The budget is currently running 
about $1,500,000, Jack Shaw, ad 
manager, told ADVERTISING AGE, 
but it will be increased with the 
introduction of a new product now 
in the works. “Early thinking” of 
the new agency is that the new 
company should shift its heavy 
emphasis on tv spots in 71 mar- 
kets to a combinatien of radio and 
tv spots, with a minimum of 
print. 

The former management was 
United Dye & Chemical Co., which 
took over in May, 1956, and man- 
aged to turn the sales tide of the 
then-dying company. In _ two 
years, United managed to lead the 
company from a decline to an ex- 
panding sales position through 
the introduction of Jet Spray Bon 
Ami, the first important addition 
to ihe Bon Ami line in nearly 50 
years. 


@ The company’s multi-faceted 
agency career began in May, 1955, 
when it ended an ll-year stay at 
Batten, Barton, Durstine & Os- 
born and moved over to the old 
William H. Weintraub & Co. Since 
then the account has passed to 
Ruthrauff & Ryan; Kastor, Far- 
rell, Chesley & Clifford; Weiss & 
Geller, and now (perhaps) Cole, 
Fischer & Rogow. + 
Wiscorsin Dailies Set 
Color Forums for Retailers 
’ The Green Bay Press-Gazette 
and the Appleton-Neenah-Me- 
nasha Post Crescent will sponsor 
color forums for local retailers in 
Green Bay and Appleton, Wis., 
Sept. 29 and 30. The newspapers 
believe the color forums are the 
first ever held in the country for 
local retailers. f 
Included on duplicate programs 
will be Ernest Klostermann, gen- 
eral manager, Sta-Hi Color Serv- 
ice Sales Corp.; Norman Richart, 
Multi-Ad Color Service, and Er- 
win Gionnoni, stereotype superin- 
tendent, Chicago Tribune. Among 
topics to be presented are “What 
Color Can Do for an Advertiser,” 
“Color Advertising for the Retail- 
er,” “Use & Preparation of News- 
paper Color Advertising for Great- 
est Effectiveness,” “Coloroptics,” a 
study in the effectiveness of news- 
paper color, by the Milwaukee 
Journal, and “Color Sells Every- 
thing,” a film from R. Hoe & Co. 


Wurm Gets Tomato Drive 
Ross Wurm & Associates, Mo- 
desto, Cal., has been appointed to 
plan and carry out a statewide 
promotion on canning tomatoes for 
the Tomato Growers’ Assn. of 
Stockton. Merchandising of the 
campaign will be conducted jointly 
with the California Beef Council, 
for which Hoefer, Dieterich & 
Brown, San Francisco, is the agen- 


cy. 


a 
fatroducing 
America’s 


first skillet cook DOOK 


FREE 


for 1 Wesson 
Oil label 


useFuL— Wesson Oil & Snowdrift Sales Co., New Orleans, will intro- 

duce its new free skillet cookbook this fall in a $700,000 promotion. 

This color spread breaks in Life, Sept. 15, and runs later in Ameri- 

can Weekly, First 3 Markets, Good Housekeeping, McCall’s, Parade, 

Redbook and This Week Magazine. Fitzgerald Advertising Agency, 
New Orleans, is the agency. 


Masters Ads to 
Push Catalog as 
Shopping Guide 


New York, Sept. 9—In a new 
approach to catalog selling, the 
Masters chain of discount depart- 
ment stores will launch next 
week a new advertising campaign 
to promote its new catalog. 

A feature of the campaign for 
the fall-winter catalog is that the 
ads will offer special bonus val- 
ues to attract more shoppers to 
the company’s stores. 

Local media being used include 
the New York Herald Tribune, 
New York Journal-American, New 
York Post, the entire Macy news- 
paper chain in Westchester Coun- 
ty, the Long Island Press, News- 
day, the Bergen Evening Record 
and 40 radio spots weekly on 
WOR. 

The chain’s house agency, Goth- 
ic Advertising Agency, is han- 
dling. 

About 500,000 copies of the 80- 
page catalog have been mailed. It 
contains 571 items, representing 
$2,250,000 in merchandise, and 
offers, the company says, a saving 
to the public of $742,000 off list 
prices. 


® The advertising seeks to induce 
shoppers in the metropolitan New 
York area to visit Masters stores 
to get copies of the catalog, which, 
it is asserted, is the most compre- 
hensive ever assembled by a dis- 
count house. Ads also will stress 


that it is not a mail order catalog, 
but rather a shopping guide to| 
help shoppers save money. + 


“Woman's Day’ Adds 
Western, Canadian 


Regional Editions | 


New York, Sept. 10—Woman’s 
Day today announced it will pub- 
lish western and Canadian regional | 
editions starting with its Novem-| 
ber issue. Both editions will charge | 
$970 per b&w page, based on an| 
initial circulation of 200,000. 

The Pacific-western edition will 
be distributed through newsstands, 
grocery and drug stores in 11 west- 
ern states, as well as in A&P su-| 
permarkets in Los Angeles and 
Seattle. The Canadian edition will 
be sold in 335 chain stores and in 
A&P supermarkets in all Canadian 
provinces. 

The two new “sectionals” are 
the first editions to be added by 
Woman’s Day since 1937, when the 
magazine was founded and when 
its seven regional editions were 
first published. At the same time, 


it announced that two-third unit 
sizes will be made available for 


color ads of regional advertisers 
starting with the January, 1959, is- 
sue. Advertisers were previously 
limited to page size for color ads. # 


Liquor Ads to Hit 
$103,000,000 Level 
in ‘58, Kleppner Says 


MONTAUK, N. Y., Sept. 11—Liq- 
uor advertisers will spend approx- 
imately $103,000,000 in all adver- 
tising media this year, compared 
with an estimated $94,000,000 in 
1957. 

That prediction was made here 
last night by Otto Kleppner, senior 
partner of Kleppner Co., at a sales 
conference for wholesale liquor 
distributors sponsored by Schen- 
ley Industries. 

Mr. Kleppner said he expected 
the 10% increase in distillers’ ad 
budgets would enable the industry 
to top last year’s sales of about 
212,000,000 gals. 

More than half of the amount to 
be spent this year, he said, will 
be channeled to newspapers, be- 
cause of their adaptability to lo- 
cal marketing programs. He urged 
wholesalers to coordinate their 
own sales promotions with dis- 
tillers’ campaigns for greater mar- 
ket saturation. 

The Kleppner agency handles 
Schenley’s I. W. Harper whisky 
plus a number of imported liquors 
distributed by Schenley Import 
Co. # 


MESSAGE BARER—The deadline for 
entries in the Art Directors Club of 
Chicago’s annual exhibition of ad- 
vertising art has been extended 
from Sept. 15 to Sept. 22. Print 
and tv art from Pittsburgh to the 
Rockies is eligible. 


New York, Sept. 11—It was 
another restless week in the eth- 
ical drug field. 

Another new advertising agency 
was started and another account 
was set adrift. 

The new agency is Donald F. 
Fitzsimmons Inc., launched by the 
former partner in Burdick, Becker 
& Fitzsimmons (now Burdick & 
Becker), a new agency itself. 

The account is a small segment 
of White Laboratories—resigned 
by William Douglas McAdams 
Inc., effective Dec. 31. McAdams 
handles three infant vitamin sup- 
plements. The agency said it ex- 
pects to continue to _ service 
White’s agricultural and veterin- 
arian products. 


s White, which merged last year 
with Schering Corp., recently 
named Jordan, Sieber & Corbett, 
New York, to handle a new choco- 
late-coated vitamin product. Har- 
ry C. Phibbs Advertising, Chicago, 
handles the company’s other eth- 
ical lines. 

Don Fitzsim- 
mons, who has 
taken offices in 
a new building 
at 200 E. 42nd St., 
said he is start- 
ing with “zero 
billings” but ex- 
pects “to be in 
business for a 
long, long time.” 

His is the sec- 
ond ethical drug 
agency to be 
launched this month. Johnson & 
Lanman—partially an offshoot of 
Cortez F. Enloe Inc.—preceded 
him (AA, Sept. 8). 


Don Fitzsimmons 


@ Nor are these the only recent 
entries. McCann-Erickson Inc. set 
up a medical marketing depart- 


Fitzsimmons Launches New Agency 
Into Restless Ethical Drug Waters 


ment in its Marschalk & Pratt di- 
vision last month (AA, Aug. 18). 
Maxon U. Davis heads up this op- 
eration. 

And earlier this year Doherty, 
Clifford, Steers & Shenfield 
strengthened its professional drug 
division by bringing in William 
Duryea to run the operation. Do- 
herty, Clifford was subsequently 
named to handle portions of the 
Ciba Pharmaceutical and Hoff- 
man-LaRoche accounts. 

Formation of the Fitzsimmons 
agency means there are now four 
ex-William Douglas McAdams 
men heading up ethical drug shops 
around this town. 

Don Fitzsimmons, Dean L. Bur- 
dick, Max Davis and Bill Duryea 
are all alumni of the McAdams 
organization. 


s Mr. Fitzsimmons said he is aim- 
ing at the $1,-$2,000,000 billing 
bracket, with a staff of 15 to 20. 
He believes that with a staff of 
this size, “we can maintain that 
wonderful feeling of loyalty and 
belonging that results in top ef- 
fort.” 


| Dr. Charles Dutchess, a con- 
|sultant to the pharmaceutical in- 
| dustry and former executive with 
Parke, Davis & Co., has been re- 
|tained by the agency as a med- 
| ical consultant. 

| Mr. Fitzsimmons said he him- 
self will serve as president, plans 
and creative head—“and electro- 
wrapper when I have to be.” 

Mr. Fitzsimmons organized and 
headed the Chicago office of Wil- 
liam Douglas McAdams before 
pulling out of the agency in 1957 
to start Burdick, Becker & Fitz- 
simmons. He left Burdick, Becker 
last May with the explanation: 
“We failed to achieve complete 
harmony on policy matters and 
simply agreed to disagree.” # 


More Dailies Offer 
Volume Discounts, 
JWT Study Shows 


New York, Sept. 12—A quick- 
ly growing number of daily news- 
papers are offering volume dis- 
counts, according to a _ survey 
completed by J. Walter Thompson 
Co. The agency said 20 dailies, 
with a combined circulation of 
nearly 5,000,000, switched from a 
flat rate to a sliding scale since 
1956. 

Thompson, longtime advocate of 
discounts by mewspapers, said 
that a total of 58 dailies, repre- 
senting 22% of the entire Ameri- 
can daily circulation, now offer 
volume discounts to national ad- 
| vertisers. 
| Sliding scale r.o.p. color rates, 
laccording to the agency, are now 
lavailable in six of the 11 U. S. 
jnewspapers which boast more 
than 500,000 circulation. Moreov- 
ler, 30 of the 111 newspapers with 
|circulations between 100,000 and 
|500,000 now offer such sliding 
| rates. 
| The concentration of discounts 
lamong the big-circulation dailies, 
jaccording to Arthur Porter, vp 
land media director at JWT, means 
considerable savings for advertis- 
ers who place their newspaper 
| space in major markets. 


s “For example,” he said, “the ag- 
gregate open line rate for all 122 
newspapers with over 100,000 
circulation is $93.77. Since the 36 
sliding scale papers in this group 
have an average of 12% discounts 
available to an advertiser using 
25,000 lines a year, this would 
reduce the aggregate net line rate 
for the full list to $89.85. On his 
25,000-line volume, this could rep- 


|resent a savings of $98,000 a year 
| from original estimates at the 
‘open’ line rate.” 

'@ Mr. Porter said the spread of 
‘discounting offers three advan- 
tages to newspapers themselves. 
“First, the sliding scale helps re- 
turn newspapers as a whole to a 
more competitive basis with other 
media. 

“This is important when you 
realize that in 1939 newspapers’ 
share of total national advertising 
was 31% and in 1957 it had drop- 
ped to 27%,” he said. 

“Secondly, sliding rates encour- 
age the larger advertiser to give 
newspapers more business. 

“Finally, they enable the news- 
paper to pass along to its adver- 
tisers some of the savings effected 
by the volume sale, long an es- 
tablished principle of competitive 
American business.” 


s Mr. Porter saw advantages in 
the trend for agencies and adver- 
tisers, too. Now there is an oppor- 
tunity, he said, to improve sched- 
ules and secure greater continuity 
within available budgets. Again, 
in situations where milline com- 
parisons are a factor in deter- 
mining the length of the list, the 
discount earned by the advertis- 
er’s anticipated annual volume 
may have an important bearing 
on these decisions. + 


Faison Joins Market Facts 

Edmund W. J. Faison has been 
appointed vp of Market Facts Inc., 
Chicago. Mr. Faison, who currently 
is serving as president of the In- 
stitute of Visual Research, a de- 
partmental editor of the Journal of 
Marketing and personnel chairman 
of the American Marketing Assn., 
formerly was an account executive 
of Leo Burnett Co. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified takes card rate of $18.75 per column 


inch 


at 6 MONTHS ENDING JUNE 


and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


30, 1958 41,961 a 


HELP WANTED 


' HELP WANTED 


FARM COPYWRITER 
opportunity as copy-account 
major agricultural client in 


Wonderful 
man for 


ADVERTISING MANAGER 
Milwaukee, Wisconsin 
Home office of 


| 
| 


|Farm equipment mfr. work with agency | 


| material 


internationally operated ferred. Compensation Flexible. 


HELP WANTED 


Advertising Age, September 15, 1958 


POSITIONS WANTED 


POSITIONS WANTED 


ADV. SALES PROMOTION MGR. 
on nat'l. adv. program. Prepare collateral 
Work closely with Sales Dept. 
on sales strategy, special promotions. 
Send resume and salary requirements to 
G. E. Lewis, Clay Equipment Corp., Cedar 
Falls, lewa. 


EDITOR 
For Broadcast trade publication. Strong 
in writing, interpretive reporting. Pro- 
duction experience helpful. Write, giving 
full details to 
Box 1835, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
Representative for established quality 
Custom Celer Lab. Sell top quality Dye 
Transfers as well as Type “C”, Dupes, 
Art Copies to agencies. Following pre- 
Replies 


growing Midwestern agency. Should have business service needs man under 40 to | kept confidential. 


agricultural school background, farm ad- 
vertising and/or journalistic experience, 
combined with ability to think, write and 
handle people. Salary open. Give full de- 
tails. 
Box 1796, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rela. See me now!! 
202 S. State St., Suite 1302-4 


Only Five Months Old 
... but we're growing fast! 
Our circulation to Graphic Arts 
America Numbers 50,000—plus. 
... offering complete-indus- 
try coverage. 

We're looking for a settled, 
sincere, high caliber repre- 
sentative to sell powerful ad- 
vertising space to suppliers of 
one of the finest industries 
in the country. 

If you are interested in a 
solid, creative selling posi- 
tion with an excellent future, 
write us and include a copy of 
your resume. 

Box 1797, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 
ASS’'T ART DIRECTOR—PRONTO! 
Capable of carrying an assignment from 
rough layout to finish. Emphasis on in- 
dustrial. Successful applicant gets in on 
ground floor of fireball agency experi- 


encing: good, rapid growth. A-1 ability a| 


must—current workload bans experi- 
ments. Salary $5500. 
JOHN J. MC CORMACK ADYV., INC. 


P.O. Box 1894 Huntington 17, W. Va. 


|head advertising department. We 
large users of direct mail (which has 
won two DMAA awards), modest users 
of space. Here is your chance to step 
ahead with a rapidly growing firm. Good 
|salary, company benefits and a real fu- 
|ture. Send full details on your previous 
work background to 
Box 1819, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
| FOR ALL TYPES OF PLACEMENTS 
| GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 17-1991 Chicago 
CHALLENGE! 
To any man who feels he is a competent 
Sales Promotion or Merchandise Manag- 
er in the retail field. An excellent oppor- 
tunity to exercise your talents and show 
what you can do to build store traffic 
and stimulate sales for aggressive na- 
tional restaurant chain. Headquarters 
Chicago. No restrictions on creative ideas 
and plenty of freedom to carry them out. 
This is a permanent position with built- 
in growth for steady producer. Pension 
Plan. Salary open. Write qualifications. 
Box 1820, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCOUNT EXECUTIVE 
Pacific Northwest 4-A agency needs ac- 
count executive with exp. in camera & 
photo equipment national advertising. 
Write giving exp. & salary requirement. 
Box 1822, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
CREATIVE COPYWRITER 
Well established agency in beautiful 
south east location offers versatile, pro- 
ductive idea man unusual growth oppor- 
tunity. Will start as copy chief, with door 
wide open to top creative post. Must be 
able to turn out large volume of good ad 


ideas as well as originate and develop 
campaign themes. Send resume and 
photo. 


Box 1833, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MOLENE 
os sinintetaioniatatpnitinngtint Public Relations 
..vdvg. Managers 
.wlMreduction ......S5ervice 
“All is grist, which comes to our mill” 
Andover 3-4424, 106 W. Adams St., Chgo 3 


ADVERTISING ASSISTANT 


Able create imaginative hard-sell adver- 
tising and sales promotion material; 
plan successful campaigns Technical 
education in metallurgy essential; degree 
preferable. Previous euiployment in ad- 
vertising helpful. Age 26-28. Good salary 
and benefits, excellent growth opportu- 
nities. Send resume, state salary re- 
quirements Box 242, ADVERTISING 
AGE, 480 Lexington Ave., N.Y. 17, N.Y. 


A Proposal 
of Marriage 


from a writer to an 
agency in love with ideas 


THIS MAN is lool for the right 
spot in an agency that is in love 
with ideas. 

An agency that values fine tech- 
nique in creative work, but knows 
it is but the wings to carry a mes- 
sage to a market. An agency that 
puts top priority on finding a truly 
provocative and memorable selling 
idea—one that will really burn in 
while others fly off and die off like 
sparks. 

This man, now employed, has had 
rather diversified creative experi- 
ence in the oor departments of 
four top New York agencies. He has 
been both a writer and a supervisor, 
print and TV; and in the course of 
17 years has worked on a variety of 
leading consumer products: food, 
beverages, liquor, soap, cigarettes, 
chewing gum, home furnishings, 
men’s wear, insurance. 

He tries to keep forever in mind 
the fact that ideas which tug at 
heartstrings are apt to loosen purse- 
strings. And that both the heart and 
the purse belong to people. 

When he believes in an idea he is 
diligent and articulate in his efforts 
to sell it. But he will cheerfully pro- 
vide a choice, knowing that more 
than one oustanding solution to an 
advertising problem can be found 
by creative people who combine 
talent with tolerance for the opin- 
ions of others. 

He has had considerable contact 
with clients over the yoo and can 
talk with them intelligently about 
their problems. 

This man likes people; likes to 
work on a team; brings along a lot 
of enthusiasm. Just over forty; ex- 
cellent health; married, with three 
= ters. Salary in the twenties. 
ew York ony; 

If you would like more real selling 
ideas coming out of your copy de- 
partment, why not get to know more 
about this man by writing today to: 
Box 243, ADVERTISING AGE, 480 
Lexington Ave., New York 17, N. Y. 


Advertising space salesman to represent 
established merchandising trade paper, 
leader in its field, and new marine 
monthly trade paper in middle west. Sal- 
ary plus incentive overwrite above quota. 
Box 1834, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN 
Chicago area. To represent 


portation selling or advertising agency 
background. Salary open to qualified 
man. Send full particulars and resume. 
Box 1821, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING SALES 
Young man with proven sales record for 
|expanding national trade publication. Ex- 
|} ceptional opportunity. Write, giving full 
details to 
Box 1818, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


| 
| 
| 


CREATIVE AND PLANS DIRECTOR 
For Agency With Urgent Need 


Creative agency administrator; ‘“‘short- 
sleeves” initiator or full dress polish, as 
required. Thoroughly experienced in con- 
sumer, general, industrial approach, and 
problems of distribution. Highly active 
in account service, supervision, and new 
business development. Write Box 237, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Illinois. 


AD MANAGER—COPY WRITER 


This young woman is a proven profit- 
maker. Demonstrated creative leadership 
directing advertising grossing $20,000,000 
annual sales. 12 years continuous expe- 
rience with top companies. Fast, facile 
copywriter; knows layout, editorial, pro- 
duction, scheduling fundamentals. Strong 
background in hard and soft consumer 
products; writes expert fashion copy. 
B.J. degree. Box 236, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, III. 


are | 


top traffic- | 
transportation weekly. Must have trans-| 


Box 1836, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


FARM COPYWRITER 
Midwestern Agency has opening with 
outstanding opportunity for growth. 
Looking for a person with an agricultural 
school background and farm advertising 
experience, plus ability to meet and han- 
die people. Give full details including 
salary requirements. 

Box 1837, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


We are looking for a 
CREATIVE ART DIRECTOR 
Richmond, Va. office of a fast-growing 
3-city agency seeks a versatile working 
art director capable of layout and di- 
recting follow-through on finished art. 
Will work on own accounts—both print 
and collateral. Send resume giving ex- 
perience, salary requirements, age and 
photo. This is an exceptional opportunity 
to grow with an alert, congenial organ- 

ization. Replies confidential. 
Box 1838, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


SALESMAN 
Leading national organization has top- 
flight opening in the Cincinnati, Detroit, 
and Cleveland areas for man with proven 
ability in the magazine, business paper, 
or newspaper space sales field. Willing- 
ness to work will assure good current 
income and secure future. Send complete 
business and personal resume including 
income requirements. Appointment will 
be arranged. 
Box 1841, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PRODUCTION & BILLING 
Small, top-level agency needs experi- 
enced woman who can also handle sim- 
ple bookkeeping; top salary and happy 
surroundings. Phone or write = * 
Gross Company, 221 N. LaSalle. (DEar- 
born 2-1380), Chicago. 


MANAGING DIRECTOR 
for THE MERCHANDISE MART 
semi-annual DIRECTORY 
* Space sales background a must 
e Editing and writing aptitude helpful 
e Will supervise and edit publication 
« Position to be filled immediately 
Call Edward Pazdur, Whitehall 4-4141 or 
write ‘Directory,’ 315 Merchandise Mart, 
Chicago 54, Illinois. 


THE MAN | WANT.... 


is a man who wants to have his 
own agency! But, right now, he 
doesn’t have the money it takes— 
or perhaps he can’t risk complete 
abandonment of regular income. 
Chances are he’s an agency man 
now—maybe with some business to 
bring along. And it’s a cinch that he 
is a competent, hard-working, no- 
nonsense fellow with an honest at- 
titude toward clients. 

I'll put a salary “floor” under him 
while he is accumulating his own 
accounts. I'll provide him with the 
selling assist that comes from a suc- 
cessful, established operation with a 
fine record and excellent financial 
standing. And associating with this 

oing concern will save him the de- 
ay and — of establishing his 
own mechanical procedures, credit, 
etc 

This man will safeguard me 
against the vulnerabilities of a “one 
man” situation. He'll also back-sto 
me on internal work—at least un 
he is entirely occupied in servicing 
his own accounts. 

I operate a sound, well-regarded 
agency jializing in accounts 
which seek mail order orientation 
and mature, honest management 
counsel. Located in a major midwest 
city (not Chicago). Box 235, - 
VERTISING AGE, 200 E. Illinois St., 
Chicago 11, Illinois. 


SPACE SALESMAN 
Newspaper space salesman, 29, 
Advertising Degree, seeks full 
time position with consumer or 
trade publication. 
Box 1743, ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N. Y. 
FUNDRAISING SPECIALIST 
Ten years exp. Advtg & Prom background 
Strongest in sports & entertainment 
Box 1789, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING SALESMAN 
Unusually fine record selling space es- 
|pecially adding new classifications. 2 yrs. 
lagency, 2 yrs publishing experience. 
Salesmanship samples for free. Relocate. 
Box 1720, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
UNUSUAL RADIO T.V. COMMERCIALS 
BY TOP AGENCY WRITER 
Com Service 
Box 1146—Grand Central Stati 


I know everything about Radio & TV. 

Congenial. Wind up fast. Seek agency job. 
Box 1830, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER, now employed, would 
like job in South or Southwest. Retail 
and agency experience. Some radio com- 
mercials 

Box 1827, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


WANTED! OPPORTUNITY IN 
ADVERTISING AGENCY 

2 yrs sales promotion manager, assistant 
manager, merchandiser and buyer for 
women's specialty store; 5 yrs advertis- 
ing manager same store, award-winning 
ads; free-lance designer-copywriter for 
commercial printer; newspaper writing, 
editing, publicity; 4 yrs comprehensive 
banking; 2 yrs military pilot, commercial 
pilot’s license; B.S. in B. A. advertising- 
marketing; 34, married, two children, 
will relocate away from NE. 

Box 1831, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


New York 17, New York 


ACCOUNT EXECUTIVE OR AD DEPT. 
9 years experience, over 5 with agency 
as AE on farm and industrial accounts. 
Strong on copy and production plus back- 
ground in marketing, research & mer- 
chandising. Age 35, married, will relo- 
cate. Resume sent immediately to all 
replies. 
Box 1839, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CHICAGO WOMAN WRITER-EDITOR 
Publicity experience in trade associa- 
tions, financial institutions and fund- 
raising campaign. Edited trade journal. 
Know printing and photography. 
CALL NOW. ES. 8-0458, CHICAGO 
PR/ADV MANAGER, 14 yrs varied writ- 
ing & adm exp, wants WORK, challenge 
& =. (in NY area). Now earning 10M. 
ox 1840, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Trade Show/Sales Training Specialist .. . 
Plan, budget, design, write produce. 12 
yrs. agcy. & ind. exp. in adv./P.R. Age 
39, married, relocate, travel. 

Box 1823, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


ADV. & SALES PROMOTION 
For agency, mfgr, distributor seeking 
young (30), versatile ad man adept in 
copy, layout, production and planning. 
Strong creative and merchandising sense. 
8 yrs. retail and publishing exp. 

Box 1842, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUILDING BUSINESS ANYONE? 
What we mean is are you trying to make 
points with folks in the construction field? 
Then you'll want someone with a solid 
10 years experience in sales, advertising, 
promotion and editorial, with emphasis 
on the building business. Know builders’ 
jargon, understand their problems, can 
tell "em or sell em. 

Box 1824, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ADV/PR MGR. WILL CHANGE 
Experienced in domestic & international 
marketing. Pres. emp. with blue chip Co. 
WILL RELOCATE College education— 
Age 32—Married. 

Box 1825, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


THERE'LL BE A “HOT COPYWRITER” 
AVAILABLE IN OLD CHICAGO 
this week (and next) . .. agencies! 
Everything you want in a writer: 
Experience: 10 creative years. 
(Cons: Petro., Food, Travel, Etc.) 
Versatility: All media, collat., mdse. 
Compatibility: With clients, co-workers. 
Ideas: Fresh, that sell, by the pound. 
Married, Grad., 34. Write . . . Quick! 
Box 1817, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AD & SLS PROM MGR AVAILABLE. 
Budget, develop, follow-thru on program 
Versatile-aggressive Will relocate 17 yrs 
exp. M. Ames 25 Pinetree Farmingdale 
NY. 


SEASONED AD VETERAN 
Agency retrenchment victim wants ad 
dept. post with substantial advertiser. 
Has 36 years of diversified agency, pub- 
lisher and advertiser experience. Chicago 
area. 
Box 1826, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
EDITOR, company magazine, would like 
job in South or Southwest. 

Box 1828, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

PITTSBURGH, PA. 

6 Yrs.-Asst. Ad. Mgr.-Major Company. 
Experience in all media, Direct Mail, 
point of sale, and budget. B.A. Degree. 
37 yrs. old. Pgh. metropolitan or sub- 
urban area preferred. 

Box 1829, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Ave., New York 17, N. Y. 


UNUSUAL OPPORTUNITY 
FOR UNUSUAL POSITION 


We are seeking a man as Advertising and Sales Promo- 
tion Manager who will also act as part of an Agency’s 
team. He will be concerned with the national advertis- 
ing of famous branded lines in the fashion field, the 
packaging, the co-operative advertising, the promotional 
ideas, and will also function as part of the marketing 
team. In addition, he will serve as the liaison with the 
agency. This imaginative, aggressive, highly organized 
man must have previous experience in an agency and/or 
as Advertising Manager. Five figure salary. Write in 
absolute confidence giving fullest details of career to 
date. Box #238, ADVERTISING AGE, 480 Lexington 


An Unusual Opportunity for . . . 


A SALES MANAGER 


- « « Who knows the 
hotel and restaurant 
business 


This is the kind of opportunity 
that comes once in a decade. 
* 
If you know the sales problems of the 
hotel and restaurant business and know 
hotel and restaurant advertising . . . and 
can organize and operate a sales staff to 
sell this field, it will pay you to look into 
this ce ae to get in on the ground 
ba an expanding national organiza- 
ion. 
Tell us about yourself in a letter or phone. 
* 
Box 240, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
or phone TEmpleton 8-4600 and ask for 
Miss Hesselbach 


FREE LANCE COPYWRITER 
Competent professional with agency and 
mfr. experience. Mature, sales-minded 
approach on ads, collateral material, 
complete promotions, catalogs, etc. 
PHONE RO 4-2828 (CHICAGO) 


REPRESENTATIVES WANTED 


PUBLISHER'S REPRESENTATIVES 
Exclusive territories now available 
throughout U.S. for experienced, hard 
working space salesmen. Opportunity for 
lifetime future. Write complete back- 
ground and experience in first letter to: 

INTERNATIONAL SCREEN 
PRODUCTION HANDBOOK, INC. 
507 Fifth Avenue, New York 17, N. Y. 


NEED NEW YORK, NEW ENGLAND REP 
FOR NEW BOATING TRADE PAPER 
Our first ad got us fine reps for every 
area except New York. Western Marine 
Dealer starts January, 15,000 audited, con- 
trolled circ. B&W page $455, 24 issues 
yearly. If you cover New York and/or 
New England, let me have details. 

John Haydon, Western Marine Dealer, 79 
Columbia, Seattle 4, Wash. 


REPRESENTATIVES AVAILABLE 


WELL ESTABLISHED REP. BASED 
N.Y.C. wishes to represent trade pub. or 
sports athletic or sports equip. publs. 
comm. basis. excellent record, top con- 
tacts, college, mature thinker, send re- 
cent issue. 

Box 1646, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

NEW ENGLAND ADVERTISING REP. 
Interested in trade or consumer maga- 
zine. Experience and references to your 
satisfaction. 

Box 1814, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 


TO A TAX-CONSCIOUS PUBLISHER: 
You CAN add our $50,000 tax-loss to your 
profitable operations and save $26,000 
cash. Full details from ex-magazine pub- 
lisher of Illinois corporation. 

Box 1816, ADVERTISING AGE 
200 E. Illinois St., Chicage 11, Illinois 


GERMANY 
FOREIGN TRADE SUPREMACY? 

This may not be the case if YOU ad- 
vertise YOUR products in German lan- 
guage magazines circulating abroad. We 
take care of translating & foreign cur- 
rency payments. For details of the most 
suitable media ask for our Overseas 
Press Annual, $2. 

Publishing & Distributing Co., Ltd. 
177, Regent Street, London W.1. 
DIRECTORY PUBLISHER wants CON- 
TACT to finance and publish World’s Im- 
port and Export Directory with connect- 
ed International Business Contact and 
Information Service. Proof of result from 
all over the world can be furnished. Let- 
ters under No. C.L. 22 c/o R. WEISS, 
7790 Tatum Waterway Drive, Miami 

Beach 41, Fla. 

Unique sales promotion medium fully 
established and operating needs partner 
with strong contacts to food and drug 
manufacturers while more chain distribu- 
tion is developed. Terrific potential with 
minimum investment. NYC area. 

Box 1832, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


APART. RENTAL FOR CO. EXECS 
Luxuriously furnished apartment, 60's 
near Park Ave. for Company desirous of 
apartment for its Execs or Clients. Maid 
service, air-conditioned, high ceilings, 
fireplace, $350.00 monthly. 

McCarthy Assoc. BU 8-4562, New York 


MISCELLANEOUS 
BIGGER PROFITS with better promo- 
tions are guaranteed by our new idea 
service. Serves all retailers, a must for 
all agencies. Write BPI, Box 296D, Los 
Altes, Cal. 


FARM MARKETING SPECIALIST 
12 years experience big league national 
manufacturers in farm field. Campaigns, 
plans, merchandising, public relations. 
Now agency General Manager-Acct. 
Supervisor. Ag. Chem., Feed, Farm 
Equipment, Animal Health Products. 

k substantial manufacturer or solid 
agency. Top references. Details on re- 
quest. Box 239, Advertising Age, 200 E. 
Illinois St., Chicago 11, Illinois. 
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NORRIS H,, COMPANY 
Box 36, Up. Montclair, N. J. 


Publishing's Priceless Ingredient is still the In- 


PUBLISHERS’ REPRESENTATION 


N. Y. Phone PL 5-1127 


PRODUCTION MANAGER 


Fast growing, aggressive Southeastern 
advertising agency needs experienced man 
to head Production Department. Back- 
ground in all phases of graphic arts 
production essential. Largest Alabama 
agency, new building in suburban Bir- 
mingham. Profit sharing and other bene- 
fits. Send details of background and 
experience, including salary requirements 


to 
ROBERT ea 4 & Beane. INC. 
Bo 


cumenene |. 7 


Our 47th Year 

RESEARCH DIR., fast-growing 
agency. Pkg. goods. Nice city. 
Generous fringes $17-18M 

MKTG.-MERCHANDISING. 
Power, light, appliance expe: 
ewe to utility ae” 

PROM. WRITER, grocery exper. 
Major aieectieey. Doorway to 
brand mgmt $8M 

‘ART DIR. 


ORS ATESAL 
Farm adv. exper. helpful. $12-13M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Fine, Fast, Fairly Priced Photography 


& 
Photographers 
DEARBORN 2-1062 
PUBLICITY 
CONVENTION 


INDUSTRIAL 


FREE CATALOG 
Contains hundreds of businesses, farms 
and income properties throughout U.S., 
Canada. Specify type and location de- 
sired. Deal direct with owners. U.I. 
Buyers Digest. 1608 Hillhurst, Dept. AA, 
Los Angeles 27. Calif. 


tegrity of Media and Man (w/apologies to Squibb). | 


COMMERCIAL | 


Buescher Band to Sullivan 
Buescher Band Instrument Co., 
Elkhart, Ind., has appointed J. G. 


| Sullivan & Co., South Bend, Ind., 
|to handle its new ad program. 
| Jones & Tayler, South Bend, for- 


merly handled the account. 


Sturges Adds Himalayan Pak 


Sturges & Associates, San Carlos, 
Cal., has been appointed to direct 
advertising for Himalayan Pak 
Co., Monterey, producer of back- 
packing equipment. 


Want News? 


Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT . . . THOROUGH. 


WY : 
Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 
14 E. Jackson Bivd., Chicago 4, Ill. — WA 2-5371 


1456 N. Crescent Heights Bivd., Los Angeles 46 
ee Phone Oldfield 6-304 —__ 


SCREEN PROCESSED 


24 SHEET POSTERS 


= TO 300 QUANTITY 


Top Quality Silk Screen Print- 
ing of 24 Sheet Posters. 
Sketches Furnished FREE on 
Request. Write for additional 
information and quotations. 


CONTINENTAL DISPLAY ADV. CO. 
1411 WYANDOTTE, KANSAS CITY, MO 


color comprehensives, 


and sketchy résumé. 


Street, Chicago 11, Illinois. 


LAYOUT ARTIST 


Multi-million dollar financial company located in Chi- 
cago area, needs capable, experienced art layout spe- 
cialist (male or female) to establish art department. 
Must know type and scaling, and be crisp and clean with 
art and register overlays. Work involves rough layouts, 
keyline assemblies. 
tioned office—many fringe benefits. Starting salary 
$6000 to $8000. Send initially only your name, address 
You can supply further details 
later. Address Box 241, Advertising Age, 200 East Illinois 


Air-condi- 


consultant 

to agencies, advertisers 
and media on management and 
sales problems. Results guaranteed. 
Write for chart of services. 


W. H. LONG 'ss«7 


N. SANTA MONICA 


MILWAUKEE 17, WIS. * WOODRUFF 2-6100 


67 NEW CUSTOMERS 
ained by one company this year, directly 
men our custom sales magazines. Cost, 
under $100 monthly. These popular book- 
lets entertain as they advertise. Published 
under your name, they make new friends 
for you, while keeping the old. Exclusive 
rights. Write (business stationery) for 
facts, sample. 
RADSTONE PUBLISHERS 
4200 W. Burbank Bivd., Burbank, Calif. 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, Ill. 
CEntral 6-5670 


4 


WANTED 


Local campaign ideas, all lines of 
business, for newspaper usage. We're 
organized to sell through national 
sales force. Will pay royalty or pur- 
mom outright. Tell us what you 

ave. 
MULTI-AD SERVICES, INC. 

(Campaign Division) 


100 Walnut Street Peoria Illinois 


MR. SPONSOR 


FREE COPY! “How to GET MORE out of | 
Your RADIO and TELEVISION Advertising 


If you failed to receive your copy of “A SOLID MERCHANDISING 
HOOK for SPONSORS and STATIONS” in the mail last week . 
don’t miss it! There are only a few left . 
SPONSORS with an interest in the male ‘market, who may be using 
radio or television this fall will find it particularly profitable .. . 
especially if you are buying sportscasts or football games. If you are 
really interested in learning how to get more merchandising out of 
your radio and television advertising, we'll be happy to send you a 


complimentary copy. 


And what is more important to the STATION MANAGER than do- 
make sure the sponsor gets every bit of 
P-U-L-L possible out of his advertising. (At the same time, og 1 
see how to build and hold your own ratings for 10 solid weeks . 


ing everything he can to 


and longer this fall.) 
SPORTS FORECAST MAGAZINE 


11 E. Delaware PI. 
Publishing Co. (Div. of Integrated Marketing Corp.) P.S. You y find 
that speed is essential. in which case, please phone Mr. O'Malley at WHitehall 3-3250. 


MR. STATION-MAN 


. and these are going fast. 


Chicago 11, Ill. —_‘E. J. O'Malley 
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Better PR Can 
End ‘Junk Mail’ 
Stigma: Proud 


(Continued from Page 3) 
good public relations 
product, he said. The obvious an- 
swer to this unfair criticism of 
mass mailings is to improve the 
quality, not the quantity, he added. 

“Even the most dedicated pessi- 
mist regarding mail advertising 
will admit the more use direct mail 
makes of experienced, professional 


return, ordinarily,” Mr. Proud 
said. 
He suggested new copy ap- 


proaches; novel packaging; experi- 
ments with colored ink and paper 
combinations; 
list building to cover markets more 
thoroughly and better art work 
and layout as ways to make di- 
rect mail more attractive. 


= The need for more effective di- 
rect mail planning because of high- 
er postal rates was stressed by 
Giles B. McCollum, vp of the di- 
rect mail division of Reuben H. 
Donnelley Corp., retiring president 
of MASA. 

Mr. McCollum called for closer 
planning by the advertiser and the 
mailing service to cover all phases 
of direct mail strategy. He urged 
that mailing lists be reviewed con- 
stantly to keep them up to date 
and free of incorrect addresses. 

Direct mail should be created 
with more sales-appeal copy and 
format, he said. Further economies 
are possible in the selection of pa- 
per, method of printing, art work 
and colors, according to Mr. Mc- 
Collum, but he warned against 
“false economies” that would de- 
tract from the effectiveness of the 
pieces. 


s Alvin H. Meyer, president of 
Creative Printing & Mailing, Baton 
Rouge, was elect- 
‘ed president of 
| MASA, succeed- 
ing Mr. McCol- 
j\lum. Other offi- 
cers elected were 
Francis S. (An- 
dy) Andrews, 
American Mail 
| Advertising Inc., 
|Boston, 1st VP; 
|\Jean Watson, 
{Watson Brooks 
| Duplicating Shop, 
San Francisco, western vp; Jean- 
nette M. Cayford, Typing Service, 
Montreal, Canadian vp, and Lew 
W. Gaupp, Advertisers Associates 
|Inc., Pittsburgh, treasurer. + 


Alvin H. Meyer 


Swiss Company May Enter 
Canadian Cigaret Market 

Ed Laurens Ltd., Swiss cigaret 
maker, is reported to be contem- 
|plating an entry into the Canadian 
market. Laurens operates in about 


ee ee a ce ee ee ee ee oe eee oe ee = | 5) countries and owns a block of 


|stock in Canadian Tobacofina Ltd., 
which entered the Canadian to-| 
bacco market a few years ago and | 
|which has a new plant in Mon- 
'treal. 


American 
Restaurant 


advertises to reach advertising buyers 


in September 


into their | 


counseling, the higher will be the | 


new approaches to) 


Katharine FitzSimmons Heads 
Chicago Women’s Adclub 
Katharine FitzSimmons, print} 
|media supervisor of McCann- 
| Erickson, has been elected presi- 
dent of the Wom- 
en’s Advertising 
Club of Chicago. 
Miss FitzSim- 
; mons has been 
) with McCann 24 


Ny “e., years. 
— 


Other new of- 
Ah 


ficers include 
K. FitzSimmons 


Sara Lee Gerrish, 
free lance, 1st vp; 
Berneice M. Doll- 
nig, Sears, Roe- 
buck & Co., 2nd 
vp; Dene C. Ratermann, National 
Committee Boys & Girls Club 
| Work, 3rd vp; Florence Brougham, 
|Ideal Roller & Mfg. Co., recording 
secretary; Isabel McCaulay, John 
W. Shaw Advertising, correspond- 
ing secretary, and Urania P. 
Damofle, Merrit t-Manheimer, 
treasurer. 
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Emery Names Farson, Huff 

Emery Industries Inc., Cincin- 
jnati, has named Farson, Huff & 
|\Northlich, Cincinnati, to handle 
| chemical products advertising, ef- 
fective Oct. 1. Erwin Wasey, Ruth- 
rauff & Ryan, the former agency, 
will continue to service Emery’s 
Sanitone division, and is moving 
the account from its Chicago to 
its Philadelphia office. 


What is your time worth? 


Save hours of 
your time by 
employing a 
team with know- 
how and expe- 
rience—to pro- 
duce your special purpose motion 
pictures and slidefilms— 


Atlas Film Coperatien 


OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hollywood 


Use This Space to Print or Type Your Classified Advertising Message 


Almost everybody of 


importance in 


advertising and 


marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1___State 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 
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Nahm Sees Continuing 
Battle on Postal Rates 


(Continued from Page 1) 
mental sources of the mutual 
problems of all mail users as: 


e “The free and subsidized serv- 
ices of the post office; i.e., the 
policy section.” 

e “The costly restrictive practices 
of the. . department as pre- 
scribed by the Congress.” 


e “The appalling inefficiency of | 
|tion program.” 


the department, based partly on 
[No. 2 above], but going infinitely 
further because of the political 
structure of the organization. The 
Post Office Department is tradi- 
tionally the political playground of 
the administration in power.” 

and 


« “Failure to modernize 


Skiatron to Test 
Use of Cables for 
Toll TV in New York 


New York, Sept. 11—People 
who have been rooting for pay 
tv—at least for a fair test for pay 
tv— took some comfort this week 
in the announcement by Matthew 
Fox, president of Skiatron Tele- 
vision Corp., that he had reached 
an agreement with the New York 
Telephone Co. for engineering 
studies to test the use of coaxial 
cables to distribute subscription 
tv programs in New York State. 

Mr. Fox revealed that a new unit 
has been developed to be attached 
to the tv set to provide a record to 
toll tv usage. This does away with 
the necessity for coded cards to 
scramble the picture, or coin boxes 
to collect payment as the show is 
viewed. Subscription tv homes can 
be billed on a monthly basis. This 
problem has been worked out 
with International Business Ma- 
chines. 

The Skiatron executive, who 
some time ago reportedly arranged 
for toll ty coverage of the Los 
Angeles Dodgers and San Fran- 
cisco Giants, said that he expects 
operations to begin some time in 
April in New York, California and 
New Jersey. 

Closed circuit tv coverage of this 
sort presumably does not require 
approval of the Federal Com- 
munications Commission, though 
many legal authorities think it 
will come under the supervision 
of some government body—partic- 
ularly when it reaches the inter- 
state stage. 


s Outlining its role in this devel- 
opment, the New York Telephone 
Co. said that “an agreement has 
been reached under which the 
New York Telephone Co. will en- 
gage in preliminary engineering 
studies to determine the appropri- 
ate terms and conditions for fur- 
nishing coaxial television distri- 
bution networks for the purpose 
of distributing subscription tele- 
vision programs in New York 
State. 

“Skiatron will pay all costs in- 
curred in making such studies and 
has made a substantial advance 
payment pending determination of 
the exact amount due.” 

Skiatron explains that its me- 
tering system merely requires the 
turning of the dial of the subscrib- 
er’s set to a designated unused 
number and turning a knob on the 
Skiatron metering unit, after 
which the programming immedi- 
ately appears. At the same time 
the program is electronically re- 
corded back at a central billing 
station designating that the sub- 
scriber’s set is in use. No basic 
modification of the set is required; 
it is only necessary to attach the 


special unit. # 


mechanize is the source of this 
inefficiency,” the memo went on. 
“The users of the mail have been 
paying enough to carry the mail, 
and to modernize at a suitable 
rate of speed over the years. 
Inefficiency and ‘policy’ and re- 
strictive practices have dissipated 
that money. It is unfair and 


‘unrealistic to now over-charge the 


users of the mail for a moderniza- 


Mr. Nahm further charged that 
much of the postal rate debate in 
the last session of Congress was 
based on “a deliberately stimu- 
lated misrepresentation of the 
facts. The phrase ‘postal deficit’ 
has been deliberately misstated 
to the public and to the legisla- 
tors... 

“Thus,” he said, “public opinion 
has been warped, and people have 
been conditioned to feel] ashamed 
of their failure to pay ‘fair higher 
rates,’ and a part and parcel of 
this impact has been the deliber- 
ate campaign against third class 
mail. First it was characterized 
as not paying its own way, and 
next it was characterized in this 
planned campaign as ‘junk.’” 


® He concluded that “the attitude 
of the American people toward 
direct mail can and will be 
detrimentally affected unless steps 
are taken to sell its benefits and 
usefulness to them ... Unless the 
public is educated, our legislative 
battles are carried on with an 
unlimited handicap. We are de- 
pendent on an informal devoted 
group of friends in the Congress 
who struggle against appalling 
odds.” 

Mr. Nahm called on direct mail 
users to write articles for news- 
papers and magazines, explaining 
the present postal situation. 

“When the public is adequately 
informed, the atmosphere in 
which postal legislation is adopted 
will be completely different,” he 
said. + 


Tarver Succeeds Brumby in 
‘Miami News’ Exec Post 

The Miami News has named 
Jack Tarver to succeed James R. 
Brumby, who has resigned as gen- 
eral manager of the News. Mr. 
Tarver, currently president of At- 
lanta Newspapers, will have the 
post of exec vp of the News. Mr. 
Tarver also will retain his duties 
as operating head of the Atlanta 
Newspapers, but will spend much 
of his time at the Miami News; all 
three newspapers are part of the 
Cox newspaper chain. 

Mr. Brumby, with the News 


since 1951, said he plans to estab- 
lish an industrial and business con- 
sulting company this fall. 


MORTON L. SALAN, who came to 
W. B. Doner & Co., Baltimore, as 
an account supervisor last year, 
after seven years with Joseph Katz 
Co., Baltimore, has been named a 
vp of the Doner office, with added 


administrative responsibilities. 
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Sales in Relation to Ad Budget Cuts 


Source: The Buchen Co. 
SALES INDICES FOR FIRMS WHICH - 


Did not cut advertising budgets in 1949 or 1950 
Cut advertising budgets in 1949 


Cut advertising budgets in 1950 


1947 - 1951 
Sales Sales 
Index Index 
180 180 
160 160 
140 140 
120 120 
100 100 


1948 


Cutting 


1950 1951 


dsin Slump 


Hurts Recovery:Buchen 


(Continued from Page 1) 
companies, is obvious.” 

It might be asked, Buchen said, 
“Did the increased sales of the 
more prosperous companies result 
from the advertising, or was the 
advertising a result of their in- 
creased sales—and the larger ad- 
vertising appropriations such sales 
made possible? 

“The question answers itself 
when one considers that in order 
to make a meaningful comparison 
it was statistically necessary to es- 
tablish a common base or footing 
as a starting point in the years 
1947 and 1952. 


s “However, in those years not 
all the companies were actually 
equal in strength, aggressiveness 
or marketing concepts. They were 
already spreading apart, dividing 
themselves into groups of ‘forward 
lookers’ and ‘hold-the-liners.’ 

“In 1947 and 1948 sales and 
profit opportunities were good for 
all companies. There was no rea- 
son for holding back—but some 
companies chose to do so. 

“No one would claim that ad- 
vertising was the sole reason for 
the better business enjoyed by the 
‘forward lookers.’ But it is certain- 
ly unquestionable that advertising 
was a vital factor in their success.” 

J. Wesley Rosberg, Buchen vp 


in charge of research, directed the 
survey, which the agency is mak- 
ing available to advertisers, agen- 
cies and media. 


BEARD CALLS STUDY 
‘POWERFUL EVIDENCE’ 

New York, Sept. 12—Results of 
the Buchen Co. study showing the 
adverse effects of recession ad cuts 
on sales and profits were hailed 
today by William K. Beard, presi- 
dent of Associated Business Pub- 
lications, as powerful evidence of 
the long-range relationship be- 
tween advertising and sales. 

The agency findings were re- 
vealed at a Chicago press confer- 
ence today. The study was based 
on part of a survey of ABP’s re- 
cently published list of leading ad- 
vertisers in business publications. 

In a letter to J. W. Rosberg, vp 
in charge of research at Buchen, 
Mr. Beard said: 

“It’s about time somebody set 
out to prove the long-range rela- 
tionship between advertising and 
sales. This study is powerful evi- 
dence. It demonstrates quite con- 
clusively that companies with 
enough faith in tomorrow to keep 
their advertising going today are 
solid gainers in the big competitive 
tussle. ABP is happy to have 
played some part in this pioneer- 
ing study.” # 


R.0.P. Color Increases Ad Readership 
80%, ‘Houston Chronicle’ Study Finds 


(Continued from Page 1) 


Institutional ads rose 77% in read- 
ership and 75% in retention. 


e 34% more people clipped or 
saved or discussed or showed col- 
or ads to others than b&w ads. 


e 52% more people said color ads 
made them want to see, try or in- 
vestigate what was advertised. 


e 119% more knew they had the 
product on hand when the ads 
were in color. 


e 130% more people bought what 
was advertised when they saw the 
ads in color. 


e 164% more color-ad readers 
bought the advertised item for the 
first time than did b&w ad readers. 


e Color in ads also attracted more 


_|readers of the opposite sex. When 


color was added to women’s appeal 
ads, men’s readership jumped 118% 
while retention increased 186%. 
Women’s readership of men’s ap- 
peal ads jumped 75% with color 
ads while retention increased 73%. 


e Color produced an 83% increase 
in readership of the copy-block in 


the 11 ads which had block copy. 


e An ad in color for Houston 
Chronicle classified ads published 
a month before the survey was 
made was remembered by 53% of 
the men and 69% of the women 
interviewed during the survey. # 


Ten Companies Get PR Awards 

Ten companies have been 
awarded the 1958 public relations 
achievement awards presented by 
Public Relations News, a New York 
trade publication. They are Amer- 
ican Gas Assn., Bell Telephone 
Co. of Pa., Boy Scouts of America, 
Esso Research & Engineering Co., 
Ex-Cell-O Corp., Kiwanis Inter- 
national, Lone Star Steel Co., The 
Port of New York Authority and 
Sinclair Oil Corp. 


Packard Agency Gains Two 


Custom Magnetics Inc., Burbank, 
Cal., manufacturer of transform- 
ers, and Precision Processing Co., 
Los Angeles, machine tool at- 
tachment manufacturer, have 
appointed Jack Packard Co., Glen- 
dale, Cal., to handle their advertis- 
ing accounts. 


Miller Hollingsworth, 
Veteran Motor City 
Newspaper Man, Dies 


Detroit, Sept. 10—Miller M. 
(Holly) Hollingsworth, 50, Detroit 
correspondent for ADVERTISING AGE 
and a veteran rewrite man with 
the Detroit Free Press, died last 
night of a heart attack. He was 
stricken in his home and died in 
an ambulance en route to a hos- 
pital. 

Mr. Hollingsworth joined the 
Free Press in 1944, coming there 
from the Erie Times, where he 
was sports editor. He became an 
ADVERTISING AGE correspondent in 
1945 and had covered advertising 
and marketing news in this city 
for the past 13 years. 

Described by his associates as 
“the best telephone reporter we 
ever saw,” Mr. Hollingsworth 
worked for newspapers in Pennsyl- 
vania, Louisiana, Texas, Ohio and 
Washington before coming to the 
Erie Times. He had specialized in 
covering automotive news. 

In 1955, Mr. Hollingsworth 
won a Detroit Newspaper Guild 
award for public service report- 
ing. In 1954, he wrote a series of 
articles on narcotics addicts for 
the Free Press which were credited 
with being mainly responsible for 
legislation in Michigan for better 
treatment for addicts. 


GRAVES TAYLOR 

TRYON, N.C., Sept. 9-—Graves 
Taylor, co-owner of radio stations 
WTYN in Tryon and WFSC in 
Franklin, N. C., died after an un- 
expected heart attack at a hospital 
here Sunday. He was 50. 

A native of Ewell, Md., Mr. Tay- 
lor came to Tryon in 1948 from 
Cleveland where he had been a 
writer, radio broadcaster and in 
public relations for himself. He had 
a feature program on WSPA, 
Spartanburg, S.C., for about eight 
years. 


Newspapers to Get 
Larger Share of Ad 
Dollar, Lipscomb Says 


ROcHESTER, Sept. 10—-Newspaper 
advertising in the future will have 
a “larger share” than ever of all 
forms of advertising, Charles T. 
Lipscomb Jr., president of the Bu- 
reau of Advertising, asserted here 
at a meeting of officials of Eastman 
Kodak Co. 

Mr. Lipscomb said, “Newspapers 
are the only truly national medium 
which penetrates the market.” Re- 
search recently conducted by the 
bureau shows that every dollar 
spent on newspaper advertising 
will reach from 25% to 50% more 
people than comparable dollars 
spent on television advertising, he 
said. 

Expressing confidence in the fu- 
ture of newspaper advertising, Mr. 
Lipscomb noted that 1957 was the 
best year so far. Advertisers spent 
$3.3 billion in newspapers, “which 
is more than all the advertising 
money spent on television, radio, 
magazines and outdoor com- 
bined.” # 


Buffalo Theaters Seek Plan 
to Fight TV Competition 
Television giveaways may have 
some competition from Buffalo 
theaters. The Buffalo common 
council legislation committee has 
approved an amendment which 
would allow movie houses to offer 
“inducements” to patrons and 
would remove a_ prohibition 
against awarding by chance money 
or articles of value. Aim of the 
proposal is to permit competition 
with television, which has cut 
sharply into theater attendance. 
The amendment, sought by seven 
neighborhood theaters, will be con- 
sidered by the council next week. 
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Lorillard Dumps 
‘$64,000 Challenge’ 


in Quiz ‘Scandal’ 


(Continued from Page 1) 
of “Challenge,” the “$64,000 Ques- 
tion.” Both programs are produced 
by Entertainment Productions, 
which denied the charges made 
against “Challenge.” 

A good many “Question” jack- 
pot winners have graduated to 
“Challenge.” It was not clear at 
press time whether the “Chal- 
lenge” difficulties would rub off 
on “Question.” 


= There were also other develop- 
ments in the cliff-hanger-like or- 
deal of the quizzes. The principal 
ones: 

Emcee-producer Jack Barry de- 
cided to bring up the subject 
everybody was thinking about; he 
assured his “Twenty-One” viewers 
that the game was not fixed. 

This is how Mr. Barry started 


the “Twenty-One” (NBC) pro- 
ceedings last Monday night: 
“Before the program starts, 


there is something I must say to 
all of you. I am talking about the 
stories you have read attacking 
my partner, Dan Enright and me. 
All I want to say is this: The 
stories are wholly untrue. I re- 
peat, wholly untrue. At no time 
has any contestant ever been giv- 
en advance information about any 
question used on this program. 


s “It has been a terrible experi- 
ence to have to combat the un- 
founded charges that have been 
flying at us. But we consider our- 
selves lucky in one respect. So 
many of you have expressed your 
faith in us and in our program. A 
wise man once said, ‘The truth 
will out.’ I know it will, for we 
have not betrayed your trust in 
us. We never will.” 

This was Mr. Barry’s answer to 


GO MEXICO 7 


ON THE GO—Aeronaves de Mexico 
surprised magazine travel editors 
by offering to feature them in 
newspaper ads running weekly in 
the seven New York dailies start- 
ing Sept. 16. Here it’s Phil An- 
drews, Mademoiselle. Harry W. 
Graff Inc., New York, is the agen- 
cy for the airline. 


Upturn, Competition 
Will Aid Business 
Papers: Williams 

NEw YorK, Sept. 12—“The stage 
is set for a sharp recovery in busi- 
ness paper advertising,” Lee B. 
Williams, chairman of the Associ- 
ated Business Publications, and 
_ advertising director of Home Fur- 
|nishings Daily, told the associa- 
|tion’s annual meeting for sales- 
men here today. 

Mr. Williams said his optimism 
was based on two factors: (1) All 
indices point to a continuing busi- 
|ness recovery; and (2) there will 


the “Twenty-One” contestant who|be highly competitive markets in 
said the producers first supplied|most fields, accompanied by the 
him with answers and then per-|strongest kind of selling and ad- 


suaded him to take a dive to make 
way for contestant Charles Van 
Doren. 


® Meanwhile, Mr. Barry’s spon- 
sor, Pharmaceuticals, continued 
to stand behind him despite re- 
ports that the show’s rating was 
being adversely affected by the 
rigging charges. 


Edward Kletter, vp and ad di-| 


rector of the drug company, 
told ADVERTISING AGE: “We don’t 
believe the stories, and we won't, 
unless somebody proves. them. 
We're continuing with the show 
and very happily so.” 

The first program to lose its 
sponsor because of the rigging 
charges made by contestants and 
would-be contestants was “Dotto,” 
which was dropped a few weeks 
ago by Colgate. 


s But a hint of what may be ex- 
pected came from Robert L. Fore- 
man, BBDO exec vp, during an 
interview with Hy Gardner on 
WNEW-TV, New York. Mr. Fore- 
man was there to talk about his 
new novel, which centers around a 
hot quiz show. 

Mr. Foreman, whose agency 
doesn’t have any big-money quiz- 
zes on the air now, predicted that 
the headlines will “hasten the 
demise” of that category of tv 
show, which was in trouble long 
before the bad publicity hit. + 


Buchanan Adds Stardust 

Buchanan & Co., Los Angeles, 
has been appointed to handle ad- 
vertising for the Stardust Hotel, 
Las Vegas, which opened in July. 
Buchanan also has the accounts of 
Desert Inn and Country Club, 
both of Las Vegas. Leo De Vito, 
formerly with Swafford & Co. and 
Lorrain Advertising Agency, has 
joined Buchanan as an art director 
in Los Angeles. 


| vertising. 

“If you do the kina of job that 
needs to be done,” Mr. Williams 
itold the salesmen, “at this time 
‘next year business papers should 
|be able to report advertising vol- 
jume at a new high.” 


s William K. Beard, Al3P presi- 
|dent, told the meeting the current 
advertising trend is toward less 
|ecorporate image advertising and 
more product selling. 

Mr. Beard describes corporate 
image advertising as “a palatable 
dessert on the advertising menu. 
But the sales department today 
needs more ‘red meat’ selling sup- 
port.” 

The transferal of corporate im- 
age advertising dollars to prod- 
uct selling campaigns, Mr. Beard 
said, is an important reason why 
business paper selling opportuni- 
ties are brighter again. Other rea- 
sons, he said, include the great 
improvement in the business paper 
editorial product, an expanding 
economy, and a greater need for 
the services of business papers by 
business men and technicians. + 


Waters Names Baron, Sands 

Sydney L. Baron, formerly di- 
rector of services of Norman D. 
Waters & Associates, New York, 
has been named general manager 
of the agency. Sherican Sands, for- 
merly assistant to the president of 
the Waters agency, has rejoined 
the agency as an account executive 
after a leave of absence. 


Ex-Postmaster Heads Agency 

Robert H. Schaffer has been 
elected chairman of the board of 
Lawrence Kane & Artley, New 
York agency. He was formerly 
chairman of the plans board and 
director of public relations. Mr. 
Schaffer served as postmaster of 
New York from 1954 to 1957. 


| Last Minute News Flashes 


‘Grant Adds Swanson Cookie Co. Account 


BATTLE CREEK, Sept. 12—Swanson Cookie Co. has named Grant 
| Advertising, Chicago, to handle advertising for its Archway cookies, 
| which are marketed through 21 franchised bakeries. 1959 ad plans 
| include color page ads in Life and heavy in-store promotion. The ac- 
count, which reportedly bills in excess of $500,000 annually, former- 
ly was handled by Norman-Navan Inc., Grand Rapids. 


Berner Takes Over All of ‘Dog World’ 


Cuicaco, Sept. 12—George Berner, vp and half owner of Dog 
World, has purchased the half-interest of Capt. Will Judy in the 
Judy-Berner Publishing Co. Capt. Judy is retiring. Mr. Berner, a 
former executive of Ziff-Davis Publishing Co., is president, his son 
Dwayne is vp and Ida Siegel is secretary and treasurer. Capt. Judy 
founded the company when he purchased Dog World 35 years ago. 


ABC Names Wolcott, Drastically Alters Coupon Rule 


New York, Sept. 12—The board of directors of the Audit Bureau 
of Circulations elected Alan T. Wolcott, formerly vp, exec vp of ABC 
at its meeting here. Leo H. Smith, formerly assistant managing di- 
rector and manager of ABC’s eastern office, was elected a vp and 
shifted to Chicago, being replaced by Charles B. Hibbard, formerly 
assistant chief auditor, in ABC’s New York office. The ABC also 
altered its rules on contests, premiums and prizes: After Jan. 1, 
if a publisher publicizes an issue in which an advertiser offers cou- 
pons, premiums or prizes worth more than 50% of the single copy 
price of that issue or issues, all copies of that issue shall not count 
as paid circulation, and shall be excluded from the average paid 
circulation on the publisher’s statement and audit report. The rule 
reenforces present practice, but its prohibition is against the pub- 
licizing by the publisher of the issue; the advertiser is presumably 
free to do as he pleases. The rule was taken by observers to stem 
from the furor following the Swift coupons in Look, Life and Ladies’ 
Home Journal early in 1957 (AA, Jan. 28, ’57). 


Insurance Agents Set $2,000,000 Drive 


NEw YorK, Sept. 12—The National Assn. of Insurance Agents plans 
a $2,000,000 advertising campaign in 1959 to aid independent agents 
fighting “the onslaughts of direct writers,’’ who have cut into the 
independents’ business. A heavy print media and tv schedule is 


i a6 


Hammer Sells 


Mutual Radio Net 
to Roach Studios 


New York, Sept. 11—The Mu- 
tual Broadcasting System has 
changed hands again. 

The new owner is Hal Roach 
Studios, a subsidiary of Scranton 
Corp., an electronics manufactur- 
er. The principal owner of Scran- 
ton is F. L. Jacobs Co., Detroit, 
manufacturer of automotive parts. 

This means that the sprawling 
radio network, which used to bal- 
lyhoo itself as the world’s largest, 
has been owned in the last three 
years successively by a tire com- 
pany, an art dealer-oilman and an 
automotive parts manufacturer. 


s Taking over as president of the 
446-station network is Alexander 
L. Guterma, president and chair- 
man of F. L. Jacobs. He replaces 
Armand Hammer, who remains 
as a member of the board and 
consultant to the network. 

Mr. Roach, who conducts his 
tv and theatrical film productions 
activities from a Culver City, Cal., 
office, will be chairman of MBS. 
Blair A. Walliser, who left John 
W. Shaw Advertising in Chicago 
in July to become assistant to Mr. 
Hammer, has been named exec vp 
and general manager of the net- 


planned. 
Hetherington Leaves ‘Today's Health’ for ‘Digest’ 


Cuicaco, Sept. 12—William W. Hetherington has resigned as ex- 
ecutive publisher of Today’s Health, a publication of the American 
Medical Assn., and will join the Chicago sales staff of Reader’s Di- 
gest. The AMA, which is reorganizing its publications setup, said Mr. 
Hetherington’s duties will be taken over by its business division. 


Jordan Moves to McCann from Houston 


New York, Sept. 12—Donald E. Jordan, formerly vp and creative 
director of Bryan Houston Inc., has joined McCann-Erickson as crea- 
tive director of its Los Angeles office. Succeeding him at Bryan 
Houston is Maxwell Sapan, formerly vp and creative director at 
Seklemian & North. 


BBDO Gets New Oneida Line; Oiher Late News 


e Oneida Ltd., Oneida, N. Y., which up till now has manufactured only 
flatware and holloware, has appointed Batten, Barton, Durstine & Os- 
born to handle a new line of Melamine dinnerware. The company is 
renovating one of its plants, and production is scheduled for 1959. BBDO 
also handles Oneida’s Community division, all silver plated products 
and trade and institutional advertising. J. Walter Thompson Co. han- 
dles the Heirloom sterling and stainless divisions. 


e Walter M. Haimann, formerly with Calvert Distillers Co. as national 
brand manager of Carstairs White Seal whisky, has joined the New 
York Post as marketing manager of alcoholic beverage advertising, 
a newly created department. 


e Howard W. Anderson, vp and senior art director with Leo Burnett 
Co., Chicago, since 1956, has been elevated to vp in charge of the 
agency’s art department. He succeeds James Yates, who has left 
Burnett to join J. Walter Thompson Co., New York. 


e Tomi Block, formerly ¢opy supervisor at Dancer-Fitzgerald-Sample, 
has joined Lambert & Feasley, New York, as copy director on Richard 
Hudnut. Lambert & Feasley is reportedly in line for additional business 
from its parent company, Warner-Lambert Pharmaceutical Co. 


e General Precision Laboratories, Pleasantville, N. Y., has named Gay- 
nor & Ducas to handle its advertising. The account was last with Geer, 
DuBois & Co. 


e F. Michael Carroll, formerly vp and account executive at J. R. Per- 
shall Co., has joined Compton Advertising, Chicago, as an account 
executive. 


e Aviation Age is changing its title to Space/Aeronautics effective with 
the October issue. The issue will have two covers, the outer one with 
the former title, underneath it the inner cover with the new title. 


e Hudson Pulp & Paper Corp., New York, will introduce a new tv spot 
campaign pattern for the manufacturer’s toilet tissue, starting Oct. 1. 
The drive will use waves of two and three months, stop for two months 
and then resume again. The drive will use 10-, 20-, 30- and 60-second 
spots in 10 major eastern markets. Norman, Craig & Kummel is the 
agency. 


e WNBQ, Chicago, has appointed William Decker, formerly sales di- 
rector of WBUF, Buffalo, director of sales, replacing Russell Stebbins 
who has been named local sales manager for the station’s radio sister, 
WMAQ. Robert Lemon and Stanley Brightwell, both formerly with 
WRCV-TV, Philadelphia, have joined the executive staff of the Chi- 


| work. 
| Garland L. Culpepper Jr., an F. 
|L. Jacobs executive, is coming in- 
,to the network as a general vp. 
It is probably too soon to tell 
with assurance, but there are said 
to be no plans for changing the 
network’s programs, personnel or 
general operational procedures at 
this time. Mutual will be operated 
as a subsidiary of Scranton. 


® Details of the transaction be- 
tween Mr. Hammer, president of 
Occidental Petroleum Co. of Los 
Angeles, and Mr. Guterma and 
other Jacobs executives were not 
made public. But the deal, cover- 
ing all MBS stock, involved a 
stock exchange, long term notes 
and some cash. Scranton officials 
termed it a $2,000,000 deal, but 
sources within the industry con- 


sidered this to be an excessive 
figure. 
There is a_ possibility that 


Scranton may be making more 
news in broadcasting within the 
next year or so. The company is 
said to be scouting for good ra- 
dio and tv station properties that 
can be bought for the right price. + 


Dyna-Therm to Taggart Agency 

Dyna-Therm Chemical Corp. 
and its Flamemaster chemicals di- 
vision, both of Culver City, Cal., 
have named Taggart & Young, Los 
Angeles, to handle their adver- 
tising. The company makes Nu- 
Glu, in a push-button container; 
Saf-T-Liter, for barbecue charcoal; 
Metal Tone, a spray paint in a 
push-button can; Flamemastic, an 
insulation for aircraft and missiles. 
Plans call for schedules in news- 
papers, magazines and trade pub- 
lications, with some use of radio 
and tv. Erwin Wasey, Ruthrauff 
& Ryan was the previous agency. 


Heintz, Durstine Merge 

Heintz & Co. and Roy S. Dur- 
stine of California have negotiated 
an affiliation which permits both 
agencies to retain their individual 
identities, but consolidates their 
San Francisco facilities. Combined 


cago NBC stations. 


e Waldie & Briggs, Chicago, has been appointed to handle advertising | 
and promotion for the line of fire protection equipment manufactured | 
by W. D. Allen Mfg. Co., Chicago. The Allen lawn sprinkler division | 
was awarded to W&B several weeks ago. Both were formerly handled | 
by Critchfield & Co., now the Chicago office of Klau-Van Pietersom- | 
Dunlap. 


billings in the San Francisco merg- 
er were placed at $3,500,000. Carl 
Heintz Sr. becomes board chair- 
man of Durstine of California, and 
Mr. Durstine becomes a consultant 
of the San Francisco operation. The 
consolidation does not affect Roy 
S. Durstine Inc. of New York. 
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? The | 
- DETROIT — 
‘FREE : 
PRESS 

is 


Michigan's 
FIRST 
Newspaper! 


~FinsT wit 

$0 MARY READERS 
FOR 

$0 MARY REASONS 


+ 
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the people 
since 1831 


FIRST 


Detroit’s most 
colorful newspaper! 


FIRST 
in editorial 
excellence 


More awards, honors 
— including four 
Pulitzer Prizes 


Growing faster 
in past 

five years than 
evening papers 


in advertising gains 


greater than 
evening papers 


—you see the friendly 
Free Press everywhere! 


MATIONAL REPRESENTATIVE: 

Story, Brooks & Finley 
RETAIL REPRESENTATIVE: 
George Molloy, New York 


: | only way it would accept the ad 


Dailies (Except 
One) Bar Tilford — 
T-Shaped Ad 


(Continued from Page 3) 


alphabetical ad. The _ refusals! 
jreached the agency almost by | 
jreturn mail. They were all of a} 
pattern: Makeup and policy pro- | 
hibited such an irregularly shaped 
ad. 

| A brief moment of jubilation | 
came when Walter T. McGovern, 
in the nationa] advertising depart- 
iment of the Boston Herald-Trav- 
eler, accepted the ad. But this 
jubilation quickly faded with the 
arrival of a _ second letter, this 
time from Publisher R. B. Choate, 
| reversing the decision: The Her- 
ald-Traveler would not accept the 
jad, because it was “in conflict 
with our makeup.” 

In the same vein, the Atlanta 
| Journal and Constitution said it 
would like to carry the Tintex 
jschedule, “but this shape is one 
we cannot handle ... As you can 
‘imagine, if we accepted ads shaped 
like various letters in the alpha- 
bet, our makeup and positioning 
problems would be enormous, and 
the format of our pages would 
leave quite a bit to be desired in 
the matter of readability of our 
| stories.” 


|@ To this, Mr. Mohr and Mr. 
‘'Swackhamer retorted: “Having a 
beautiful page that wins awards | 
is. not too important. We think it’s | 
more important for the newspaper | 
ito help its advertisers sell their 
| goods.” 


e The St. Louis Post-Dispatch 
explained its rejection this way: 
‘“Your order gives a newspaper 
|129 lines of paid-for copy. For that 
you are inadvertently expecting 
|to receive 77 lines by 3 columns, 
}or 231 lines. This means you are 
|paying for only 56% of the lin- 
age.” 

| The letter then suggested that 
|Mr. Mohr consult the Bureau of 
|Advertising regarding the design 
|of newspaper ads. Mr. Mohr’s 
lreaction was that newspapers, in 
isearch of advertising revenue, 
should not be bound by design and 
should accept something that was 
different. 


|e The Chicago Tribune said the 


|was on the basis of a regular 
|rectangular three-column _ space. 
It was suggested that the company 
leave a space on either side of the 
“T” blank, or insert its own edi- 
torial matter—and “if you choose 
|to run editorial space, the word 


ithe Birmingham News, Birming- 
|ham Post-Herald, Cincinnati En- | 


i“There’s a hard way and an easy 


as columns wide. 


e The San Francisco Chronicle | 
said it would not accept this size | 
advertising, but “if you would like | 
to fill in the space around the ‘T’ | 
with type, then the dimensions | 
could be approved.” 


s Similar rejections came from 


quirer, Cleveland Plain Dealer, 
Houston Press, New York Times 
and Philadelphia Inquirer. 

Mixed reaction to the ad came 
from a large West Coast drug 
chain, which said it would not run 
the ad in an omnibus ad, because 
it would dominate and over- 
whelm the other advertisers. It 
did, however, want to run the ad 
elsewhere in the paper over the 
chain’s own name and logo. 


® The break finally came with a 
phone call from Robert O. Smith, 
general ad manager of the Syra- 
cuse Herald-Journal, who said his 
paper not only liked the ad, but 
would run it immediately. So the 
ad that nobody wanted to run will 
finally make its debut Sept. 15, 
for a run of six insertions. 

This probably will be the only 
run for the ad: in view of the “lack 
of enthusiasm” greeting the ad, 


the company feels it’s futile to try) 


any other newspapers. 

“All we wanted was a dominant 
ad that would give us the most 
for our money. But it looks as if 
the make ready man is dictating to 
the advertisers,’ Mr. Swackhamer 
lamented to ADVERTISING AGE. 


way to do things, and the news- 
papers obviously don’t want to 
make the extra effort involved in 
handling something new and dif- 
ferent.” 

Mr. Mohr is described as being 
“madder’n hell” that only one 
newspaper would break with 
“stuffy tradition and hide-bound 
rules in these competitive days.” 
So far, he remains unswayed by 
the newspapers’ arguments—and 
they remain unimpressed by his. 
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Comet the fluffy, quick rice with 
whole grain 


a 
— ee ee eee ey manent 
me ot ee eh re Ree tem at ae 


CHANGE—Comet Rice Mills, Hous- 
ton, will use a single theme in each 
of its 1958-59 ads—a switch from 
last year’s inclusion of subordinate 


is the agency. 


Bihler Hits 
| RAB’s ‘Absurd’ 
Media Approach 


(Continued from Page 3) 
naturally enough—direct mail. 

“T think the radio people were 
absolutely right to use direct mail 
for their pitch,” he said, “even 
though, of course, I don’t agree 
with the contents of their message. 
... The real message that RAB 
should have distributed to adver- 
tising personnel is that there is 
room in our profession for every 
existing type of medium. In fact, 
as economic and social changes 
continue to take place, as they do 


new media will appear and de- 
velop to answer new needs. 

“After all, even the astute gen- 
tlemen of the RAB would have 


Clarke to K&E, Montreal 


Cockfield Brown, has joined Ken- 
yon & Eckhardt Ltd. as media 
manager of the Montreal office. 


Albert D. Clarke, formerly of | 


had real difficulty trying to sell 
their medium 50 years ago,” he 
added. 


|@ Mr. Bihler outlined some ad- 


themes. Grant Advertising, Dallas, | 


on almost a daily basis in our so-| 
ciety, it is inevitable that brand| 


| vantages of direct mail: “Through 
| judicious choice of lists—com- 
piled, purchased or rented—direct 
mail offers an advertiser the 
junique benefits of aiming his 
| sales talk at an individual, mul- 
| tiplied by the number of similar 
| persons existing and limited only 
|by the advertiser’s own self-im- 
posed budgetary restrictions.” 

Direct mail also provides flexi- 
bility, making it possible to test 
an idea, a color, a layout or a 
copy approach at relatively low 
cost, he said. “It permits you to 
find out, through actual personal 
approach, which of several pro- 
jected advertisements will bring 
the maximum returns. Thus, di- 
rect mail makes it possible to 
plunge into a huge, extensive ad- 
vertising effort with virtually all 
the gamble removed.” + 


‘Petroleum Marketer’ Sold 

Petroleum Marketer has been 
purchased by Ken McKinley, for- 
merly sales manager of Purchasing 
Week, and George C. Hodgson, 
former district sales manager of 
National Petroleum News. Stock of 
Shaw Publishing Co., Chicago, 
| which publishes the monthly, was 
|purchased by the two from Mr. 
and Mrs. O. R. Waller. Mr. McKin- 
ley will become editor and eastern 
| manager. Mr. Hodgson will become 
|sales manager and western mana- 
'ger. Mr. Waller will remain pub- 
\lisher, and Mrs. Waller will be- 
/come production manager. 


| Cool-Ray to F&S&R 

Cool-Ray Inc., Chelsea, Mass., 
has named Fuller & Smith & Ross, 
New York, to handle advertising 
for its sun glass line. Sutherland- 
Abbott previously handled the ac- 
count. 


24 PAGE DETAILED 


REPORT ON [ NEGRO | AND 


SPANISH-PUERTO RICAN 
MARKETS IN 
NEW YORK 


Station WWRL 
Woodside 77, 
New York City 


| ‘editorial’ must appear above 
/each article in small type.” 

|e The Los Angeles Times said its 
\“makeup and policy prohibit.” 
|e Hearst Advertising Service said 


its 12 papers could not “accept 
| advertising in this shape.” 


e The Kansas City Star said its 
\*policy precludes the acceptance 
|of ‘T’ shaped advertising copy.” 


require copy as many inches deep 


McGraw-Hill 
(Research) 


advertises to reach advertising buyers 
in September 


e The Miami Herald said it would | 


| 
| 
| 
| 
| 


| 


oe ae es ene: Soe.” ee i a eee. ee : nee ee Oe ae oma 
. = 
= =] — i on 
| 3 ee ae flavor am 
p | . . 
ee: % J + Ste sie 
ee es -" Sg “ : 
a _ 
sh 7 . Ba Re ag sft 
~ x a a dey — 4 
Rae; COMET | o 
: r Foret and Omay —. Te RICE ¥ is 
as a ~-<. a 
4 . 
uae re Ys . a 
: —_—_____. — 3 
i = 
a F ; Fi RSE 3 
ee ee a 
z a ele » 
he aoe 5) ae 
iti N k M hu Vi i m 
ia ; 
BE | pemmrscenrecs wx enenioesin? : 
2 
iz 
a em ~.. with ROP full colar Ea LE TT : 
- r aus 
- ee 
: t 4 | | 
- 
3 MMI Sm | : 
be % 
“, FIRST : 
‘4 eS — . . ° ° 4 
a NZ F7 in circulation gains | wees: 
y SNe A 2 
. SNEZ | 
) WZ 
é eS 
7 s | : 
ee 
| FIRST : | 
; a 
co _ ie 
; t 4 tah 
| Five year growth hr eS 
on” a | 
A 
Fy reas 
; m7 
4 fE e 
3 
: r 
| 
a os OF ee | — cd Shae tot rs 6 ee a a eee ee ES ee Ee elt x : F : ¢ a RY : i 


we 


idvertising Age, September 15, 1958 


Premiums-2nd Biggest Medium-Are| 


Sleeping Giant,’ Bolte Tells PAAA 


(Continued from Page 2) 


account for almost 50% of the 


giant that has not yet matured to | total cigarets smoked. 


the degree that the major adver- 
tising media have matured.” He 
pointed out that “while large users 
of premiums have developed 
methods of evaluating premium 
effectiveness before using them 
in national promotions, thousands 
of premium users do not have any 
means of pre-promotion.” Too 
often, he said, premiums are 
selected on personal opinion or 
preference rather than upon fac- 
tual evidence of effectiveness. 


= Suggesting a three-point pro- 
gram for the premium industry, 
Mr. Bolte recommended: 


e “An educational program on 
marketing within the premium 
manufacturing industry. This pro- 
gram,” he said, “should be aimed 
at helping your people think in 
terms of top level marketing 
problems and the role that pre- 
miums play in the broad market- 
ing spectrum. Today far too many 
premium manufacturers are offer- 
ing their products on the basis of 
lower cost-per-unit, rather than 
on the basis of the role those 
products can play in the client’s 
marketing program as premiums. 


e “An industry study to establish 
and validate methods by which 
manufacturers can pre-test con- 
sumer premium effectiveness. Pre- 
testing at the model run stage by 
manufacturers would save untold 
losses in both production time and 
money now spent on the manu- 
facturing of premiums of low 
appeal. 


'e “The establishment of a pre- 
mium testing,laboratory. I recom- 
mend that the premium industry 
itself establish a laboratory for 
pre-testing. We know from our 
own personal experiences,” Mr. 
Bolte said, “that there are a 
number of ways of pre-testing the 
potential effectiveness of premi- 
ums. One is via house-to-house 
interviewing, offering a new pre- 
mium vs. an established one of 
known appeal. Another is by mail, 
using a similar technique. A third 
is through in-store promotion 
with branded offers of a small 
pilot run of the proposed premium. 
Another is through in-store mail- 
in offers and in-pack offers. 


s “By learning more about over- 
all marketing,” Mr. Bolte con- 
cluded, “by establishing techniques 
for pre-testing, and by establish- 
ing an authoritative laboratory 
for pre-testing, I am sure the 
premium industry will continue 
its great growth and in the future 
become an even more important 
part of marketing than it is today.” 


a J. Harvey Jeffries, market 
analyst and premium department 
manager of Brown & Williamson 
Tobacco Corp., outlined the use 
of premiums by his company, 
particulariy for Raleigh cigarets. 
Pointing out that in 1952 filter 
cigarets accounted for only 1.2% 
of the market, Mr. Jeffries pre- 
dicted that this year filters will 


WCBS, 
New York 


advertises to reach advertising buyers 
in September 


| “Five months ago,” he said, “we 
|introduced Raleigh filter tip— 
|replacing the Raleigh cork-tip 
style. Already we have an indica- 
tion of the wisdom of that move. 
This past July was our best July 
on Raleigh since 1953, and August 
beat last August by 14%. 

“All of the market research we 
have ever done on Raleigh,” Mr. 
Jeffries said, “has pointed up two 
outstanding features of a continu- 
ing coupon plan—at least when 
applied to cigarets. First is its 
|wonderful ability to hold your 
|customer. Secondly, we’ve found 
|that it takes more than ordinary 
effort to gain new customers. 
Early in the game we found the 
adoption of a premium plan alone 
is not enough. You must make the 
plan known and wanted. 


= “Since 1948,” Mr. Jeffries noted, 
“we've seen the greatest trading 
stamp boom in the history of the 
industry. At the present time 
some 60% of all families in the 
U. S. save stamps. That can only 
mean a vastly improved climate 
in which a continuing coupon plan 
operates. 

“And so, because of the trading 
stamp boom, we are looking for- 
ward to an improvement in the 
results of our new customer solici- 
tations in a market which more 
readily accepts the general idea of 
premium promotion. Never before 
have so many potential new cus- 
tomers been better inclined to 
accept without question the bene- 
fits they can derive from partici- 
pating in a coupon plan.” 


|# Bertram J. Lange, manager of 
|marketing services, Life, told the 
premium conference that “the 
premium business can continue to 
grow, because our population will 
continue to grow; because the 
flood of new products continues to 
increase, and tough competition is 
the ground in which premiums 
thrive; finally, because we are a 
restless, mobile population and 
premiums traditionally have 
played a star role in creating, 
cultivating and maintaining a 
brand image.” 


# Gordon C. Bowen, chairman of 
the PAAA and president of Prem- 
ium Service Co., who presided at 
the meeting, told the conference 
that premium business this year 
will probably be about 15% ahead 
of 1957, but he warned that 
“because the economy is again on 
the upgrade doesn’t mean that 
competitive pressures are letting 
up.” 

About 5,000 attended the 260 
exhibits at the show. Major ap- 
pliances, formerly fair traded, 
have entered the premium field. 
General Electric Co., RCA, Syl- 
vania Electric and Eastman Kodak 
had exhibits at this year’s show. 
More Japanese manufactured items 
were also exhibited this year than 
formerly. These included binocu- 
lars, bicycles, transistor radios, 
lighters and clocks. About 40% of 
all items at this year’s show were 
described as “high ticket items.” # 


Comptometer Moves Account 
to MacFarland, Aveyard 

Comptometer Corp., 
will move its national advertising 
account from Henri, Hurst & Mc- 
Donald to MacFarland, Aveyard & 
Co., effective Oct. 1. Products 
involved are Comptometer calcu- 
lators and dictation machines, 
Comtograph adding machines, 
ComptoTape data preparation ma- 
chines, ComptoPak cutters and 
|products of its new subsidiary, 
| Union Thermoelectric Corp. 


GE 


Chicago, | 


} 
#2OM KELLOGG'S OF Bartle CHEEK 


AMERICAS FAVORITE WAY 
TO BREAK THE LAXATIVE DRUG HABIT 


aed | 
For irregularity due to 
iasoficrent bulk 


Kelloggs All-Bran with milk 


Rete s great 1004 combmnanon 


Tintin came soe or 


Des satay 
hate res mee eee 


GOOD FOR Yvou—Kellogg Co. has 

scheduled this two-color page for 

All-Bran in the November Ebony. 

Leo Burnett Co., Chicago, is the 
agency. 


Chrysler Corp.'s 
‘Pre-Announcement 
Push Opens Sept. 16 


(Continued from Page 2) 
addition, 40 spots each week will 
be heard on radio stations in 50 
markets. 

The corporation also will spon- 
sor a_ special one-hour’ Fred 
Astaire show Oct. 17 on NBC. A 
similar show will be sponsored by 
Chrysler some time after Jan. 1. 
Leo Burnett Co. is handling the 
entire campaign. 


® Chrysler Corp. and its four car 


money in advertising from Oct. 1 
through Dec. 31 as they did during 


divisions plan to invest as much|’ 


ler after some spirited competi- 


tion with six other agencies, all of 


them believed to be much larger. 


Richard Meltzer, president of the 
agency, told Apvertistnc AGE that 
he will open a Detroit office in the 
National Bank Building this week 
to service Simca. The local office 
will have a staff of eight people, 
he said, but pointed out that all 
of the creative work will be done 
in San Francisco. Mr. Meltzer, 
who will be account supervisor, 
and Newton Free, account execu- 
tive, will headquarter in Detroit. 


= Chrysler is expected to invest 
about $1,000,000 to advertise Sim- 


ca cars over the next year. 
National advertising will be 
mostly in magazines, and spot 


radio and tv will be used in 
selected local markets. Advertising 
will start about Oct. 15. 

Chrysler is shooting for 15% of 
the imported car market with 
Simca or about 60,000 cars—about 
three times as many as were sold 
this past year. + 


the same period last year. 1959 
budgets have not yet been ap-| 
proved but such approval is ex-| 
pected in several weeks. 

Most of the money which the 
DeSoto division has been spending | 
in network television will go into| 
newspapers this fall, AA learned. 
DeSoto is dropping sponsorship of 
the Groucho Marx show this 
month and is not expected to have 
any network tv before Jan. 1. The 
division will continue to use tv 
spots in some markets. 

The Chrysler division will in- 
vest more advertising dollars in 
local media following the dropping 
of its sponsorship of “Climax.” 
The media schedule for the Dodge 
and Plymouth divisions will be 
similar to 1957, with Dodge con- 
tinuing as sponsor of the “Law- 
rence Welk Show” on ABC. 


@ Meanwhile, Chrysler will offi- 
cially announce on Sept. 15 that 
it has retained Richard N. Meltzer 
Advertising, San Francisco, to 
handle advertising in the U.S. and 
Canada for its Simca foreign car. 

Chrysler entered the small car 
field several weeks ago (AA, Aug. 
4) when it bought Ford Motor 
Co.’s entire interest in Simca Inc., 
French automobile builder. Chry- 
sler is the sole distributor for 
Simca in the U.S. and Canada. 

The Meltzer agency, which has 
handled Simca advertising on a 
regional basis since June, 1957, 
and nationally since the first of 
the year, got the nod from Chrys- 


Machine 
Design 


advertises to reach advertising buyers 
in September 


| 


| 


New York is a girl 
in love, a wedding 
in June, 5 million 
growing families. 
New York is The 


New York Times. 


New Yorkers live 
by it—with the 
most news, and the 
most advertising. 


BCOpe ) 


"|| thru Saturday, WDIA 


i rating points than the nezxt- 
B || ranking station! 
Total Rating 
Station Points 
WDIA 528.2 
| Sta. B 337.1 
Sta. C 284.1 
Sta. D 278.8 
Sta. E 137.4 
Sta. F 101.3 
Sta. G 74.1 
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_ 
IT HAPPENED 


IN MEMPHIS! 


by 
Bert Ferguson 
Exec. Vice-President, 


WDIA 


A big success story began right here 
in Memphis, just ten years ago when 
WDIA, only 50,000 watt station in 
the Memphis area, began to program 
exclusively to Negroes. Now WDIA 
reaches—and sells—1,237,686 Ne- 
groes. That’s almost 10% of the na- 
tion’s entire Negro population. It’s 
the biggest market of its kind in the 
entire country! And, it’s not only a 
big market—it’'s a big buying market! 


SALES UNLIMITED 


Negroes in WDIA’s big listening- 
buying audience brought home pay- 
checks totaling $616,294,100 last year. 
And they spent, on the average, 80% 
of this income on consumer goods. 
Negroes bought 48.7% of the salad 
dressing sold in Memphis last year 
. . . 68.5% of the canned and pow- 
dered milk and cream . . . 54.5% of 
the deodorants . . . 61.3% of the 
flour. 


And it’s not just a big market. It’s 
a healthy, growing market! Negroes 
—who make up 40% of the Memphis 
market—have contributed greatly to 
the steadily prospering economy of 
the Memphis area. They have a 
greater income than ever before .. . 
they have the means to trade them- 
selves up, and they’re doing it! 


IT'S A LOYAL MARKET! 


And Memphis Negroes listen, 
first and foremost, to WDIA! 
In the March-April 1958 Niel- 
sen Station Index, Sunday 
totaled 
up an overwhelming 52% more 


| Only WDIA reaches—and sells— 
| this enormous audience. Only WDIA 
induces this concentrated, high vol- 
ume Negro market to buy more 
| goods, in specific brands. Proof? 
WDIA consistently carries more na- 
tional advertisers than any other 
|Memphis radio station! To name 
| just a few: 


| LUCKY STRIKE CIGARETTES 

| ... CARNATION MILK ... 

| CHRYSLER CORP... . FAL- 
STAFF BEER . . . GENERAL 
FOODS ... LEVER BROTHERS 
. . » PURE OIL. 


Drop us a line .. . we'll send you 
facts and figures about success stories 
in your own line. Let us prove to 
you: If you want acceptance—and 
buying action—in the Memphis Ne- 
gro Market, you want WDIA! 


| WDIA is represented nationally by 

John E. Pearson Company. 

| Egmont Sonderling, President 
Archie S. Grinalds, Jr., Sales Manager 
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Quarter-Hour Firsts 
Class AA, Mon. - Fri. 
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